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THE NATIONAL NEWSPAPER OF MARKETING 


Lazy Merchandising of Druggists Is 
Blamed for Sales Lost to Supermarts 


Cuicaco, Oct. 13—The American 
independent druggist is falling be- 
hind his chief competitors—the 
chains and the grocery supermar- 


kets—because of poor advertising | 
and merchandising practices. This | 


is the opinion of some of the in- 
dustry’s leaders. 
Today, at the 55th annual con- 


vention of the National Assn. of | 
Retail Druggists here, Alexander | 


C. Mayerson, president of the 
group, attempted to convey the 


At the corner of Life and Death 


N-A-R-D 


FRIEND IN NEED—This b&w full-page ad 
in the Oct. 31 Saturday Evening Post will 
serve to break the National Assn. of Re- 
tail Druggists’ new campaign to acquaint 
the public with the indispensable services 
of the local druggist. MacFarland, Ave- 
yard & Co., Chicago, is the NARD agency. 


seriousness of the crisis to mem- 
bers. 

“I think that most of the busi- 
ness that has gone from the drug 
store to the grocery outlets was 
lost to the druggists on account of 
unfortunate negligence or failure 
to be aggressive merchandisers,” 
he said. 


Careful Study by the Famous Atwater 
Research Bureau Shows that... 


3 Out of 4 
Hunting Dogs 


Prefer to Have Their Owners Drink 


OLD TIMER 


The West Bend Beer With 
the Old Time Flavor 


“It will be hard to recover the. 


business that has escaped from us. 
Yet much of it can be regained 
through application of the enu- 
merated essentials of success in 


the retail drug field today.” 


@ Some of the essentials which 
Mr. Mayerson outlined to the 
group are an attractive store in- 
terior and exterior, fixtures and 
displays providing maximum con- 
venience to the customer, business 
promotion activities featuring the 
drug store’s primary functions 


(health, beauty and physical com- | 


forts), new sales ideas and meth- 
ods, and public relations activities 


to increase prestige in the com-| 


munity. 


Another plague to the druggist, | 


according to the NARD president, 
is “the outrageous duplication of 
standard medication” which has 


compelled the druggist to carry | 


the load of inventories which re- 
sults in losses in the prescription 
department. 

Mr. Mayerson called for greater 
cooperation from the manufactur- 
ers in this respect. He also blamed 


/manufacturers for supporting ar-| 


(Continued on Page 8) 


Jeuck Tells Central 4A’s Training 
for Advertising Must Be General 


Cuicaco, Oct. 16—The problem 
of education for advertising was 
threshed out at the annual central 
council meeting of the American 
Assn. of Advertising Agencies to- 


day by a leading business school | 


educator. 
John E. Jeuck, dean of ihe 
school of business of the Univer- 


Ad Agency Should 
Be ‘Circumvented,’ 
PIA Members Told 


WASHINGTON, Oct. 13—A _ fea- 
tured speaker told the Printing 
Industry of America convention 
here last week that printers should 
circumvent the advertising agen- 
cy and establish direct sales re- 
lationships with advertisers. 

Denying that “agencies are the 
life blood of printers,” William 
Paul of the Warner P. Simpson 
Co., Columbus, O., said “the ap- 
parent instability of agency-client 
relations paves the way for the 
creative printer to make more 
profitable sales by selling more 
printing direct to the client and 
less through the agency.” 

“In my experience,” he said, 


(Continued on Page 100) 


sity. of Chicago, told the Four A’s 
members that the schools and the 
industry should share the job of 
educating advertising men, 
that the essential problem is “de- 
ciding what the appropriate de- 
gree of specialization and division 
of labor should be between the 
schools and the industry.” 

“My general impression is that 


‘it is not particularly difficult for 


advertising agencies or for other 
industrial and commercial enter- 
prises to solve their staffing prob- 
lems where the problem is hiring 


more specialists,” he said. 


s “In advertising, as elsewhere, 
the critical need appears to be the 
development of executives who 
can successfully administer a busi- 
ness operation that has imposing 
and growing problems of coordina- 
tion and direction.” 

Mr. Jeuck asserted that a gen- 
eral and broad education is pref- 
erable to highly specialized courses 
of training for admen. 


He said that this would mean| 


that men entering agencies will 

need more specialized training in 

the field from the employer. 
“Few, if any other business ac- 


‘tivities, depend so much on in- 


genuity and on the expression of 
(Continued on Page 101) 


Ask for it at your favorite spot; in Chuckies 
and 12-01. bottles, too. 


WAUPUN BOTTLING WORKS 


Phone 33! 


FROM WAUPUN, WIS.—With this ad last 
week came the following note from George 
W. Greene, publisher of the Waupun Lead- 
er-News, where the ad ran: ‘Atwater is a 
spot in the road near here. One store, one 
bar, one clubhouse. Horicon National Wild- 


who never sees copy or proofs. In fact, he 


them. Good guy.” 


Agency Head Calls 
Claims of Multiple 
Readership ‘Folly’ 


New York, Oct. 15——‘‘Publishers 
-are playing with dynamite and 
|will destroy the foundations of 
their own properties if they con- 
tinue to stress the exaggerated 
claims of multiple readership 
studies. 

“It is time to call a halt and re- 
evaluate the facts and fundamen- 


A. W. Lewin, president of Lewin, 
Williams & Saylor, told AA today 
in a special interview. 
Mr. Lewin is emphatic in his be- 
(Continued on Page 97) 


probably hasn’t seen this ad yet. He never | ~ ; ; 
kicks, unless he has no ad. Just pays for | tions is to set money values on the | National 
'public service aspect of the Post 
Office. 


tals of circulation claims made by | 
both magazines and newspapers,” | 


FCC Sees Red—in Several Hues... 


TV Set Makers Make a Good Showing 
at Compatible Color Demonstration 


Sen. Carlson Says 
Postage Boosts Are 
Like Tax Increases 


Cuicaco, Oct. 16—The chairman 
of the Senate post office commit- 
tee says the Post Office Depart- 
ment should be required to cut its 


costs before it presents a case for | 
further rate increases. 


In a speech prepared for de- 


livery at the annual meeting of 
the National Editorial Assn. here | 
| Saturday, Sen. Frank Carlson (R., 


Kan.) declared, “I am very def- 
initely opposed to endless tax in- 
creases, and postage fees which 
hit virtually every man and chi 


|in the country are certainly a form 
life Refuge is just outside of town and the | of tax.” 

goose season opened Saturday. Copy by | 
the Leader-News for the beer distributor, | 


He said one of the chief aims 
of the special Senate committee 
currently studying postal opera- 


s “The preliminary reports indi- 
cate to me that the cost involved 
here will undoubtedly prove to be 
a significant fraction of the postal 
deficit. This is a consideration that 
should be thoroughly understood 
both by the public and by those 
whose duty it is to set postal rates.” 

He said he sympathizes with 
the concern that publishers feel 
over “misrepresentations about the 


-publishing industry” which have 


been widely publicized “in con- 
nection with recent proposals or 
rate increases. 


“The American publishers are | 


Hyde Says FCC May 
Okay Compatible Color 
Standards by Christmas 


New York, Oct. 15—Advertis- 
ers can start thinking about how 
their products are going to look on 
color television. 

The major set manufacturers 
pooled their talents today to put 
on a highly successful demonstra- 
\tion using compatible color tele- 
vision standards proposed by the 
|National Television System Com.- 
|mittee, an industry-wide group. 
‘The Federal Communication: 
|Commission, at whose request the 
tests were staged, seemed as en- 
|thralled as the 400-odd reporters 
broadcasters, manufacturers, en- 
| gineers, congressmen, etc., in at- 
tendance. 

\s After the 70-minute show, seg- 
jments of which were staged by 
Broadcasting Co., the 
Columbia’ Broadcasting System 
and Allen B. DuMont Laborator- 
\ies, FCC Chairman Rosel Hyde 
|told ADVERTISING AGE that it was 
not “‘unreasonable” to hope for ap- 
proval of the compatible color 
|standards by Christmas. Howeve1 
|'he emphasized that the nature o! 
the decision as well as its timing 
will depend on the reaction of all 


the commissioners who watched 
today’s colorcasts. 
Commissioner Frieda Hennock 


|the lone distaff representative on 
ithe FCC, was very much im- 
pressed with the demonstration 
particularly with the fine detail 
in most of the pictures. 

“Color television is ready for the 


honorable and patriotic men. Their | public. There’s no reason for more 
position on postal rates reflects not delay,’”’ Rep. Charles A. Wolverton 
only their own interests but their | (Continued on Puge 100) 

sincere opinion as to what is best | 


and | 


Last Minute News Flashes 


Geyer’s Kenyon Reported Joining Biow 


Advertising last fall and headed up a group of W. Earl Bothwell em- 
ployes and accounts within the agency, reportedly will join Biow Co. 
aS a v.p. and a member of the executive group next week. Mr. Kenyon 
was v.p. and chairman of the Geyer executive committee. The Both- 
well accounts (of which the largest were Boyle-Midway and other 


| American Home Foods products) are not expected to leave Geyer. 


Sullivan, Stauffer Gets DL&W Blue Coal 


NEw York, Oct. 16—Delaware, Lackawanna & Western Coal Co. has 
appointed Sullivan, Stauffer, Colwell & Bayles as agency for blue 
coal, effective Jan. 1, 1954. The present agency is Ruthrauff & Ryan. 


Government of Haiti Names Burk Dowling Adams 


NEw York, Oct. 16—The government of Haiti has appointed Burke 
Dowling Adams Inc. to handle its advertising program for the coming 
| year. Media will include newspapers in cities with direct flights to 
| Haiti and national magazines. The account formerly advertised direct. 


| Lentheric Introduces On Hand Hand Lotion 


New Yor«, Oct. 16—On Hand, a non-cosmetic hand lotion contain- 
ing water-repellent silicones, is being introduced by Lentheric Inc. 
next week. The $1 item will be promoted through 1,000-line news- 
paper ads in nine cities, half-pages in Better Homes & Gardens, 
Charm, Ladies’ Home Journal, McCall’s, Screenland Unit and Today’s 
Woman, and by cooperative advertising. Cunningham & Walsh is the 
agency. 


(Additional News Flashes on Page 101) 


New York, Oct. 16—Alden H. (Jack) Kenyon, who joined Geyer | 


(Continued on Page 4) ‘McClure Is Out 
‘as Publisher of 
‘Hunting & Fishing’ 


Cuicaco, Oct. 15—E. F. MeClure 
Jr. has been ousted as publisher of 
Hunting & Fishing. 

| Mr. McClure, who is majority 
| stockholder of the publication, told 
'AA that he was “out” as of 
Wednesday, despite a_ ten-yea: 
contract with John F. Cuneo that 
has seven years to run. Mr. Cuneo, 
‘head of Cuneo Press, controls the 
magazine as its chief financer, ac- 
cording to Mr. McClure. 


8 “I’m still owner of the controll- 
ing stock,’ Mr. McClure told AA, 
“but Cuneo is in a position to off- 
set that.” 

He said he plans to devote his 
full time to his own interests, 
which include a subscription busi- 
ness and General Publishing Co.. 
publisher of Homecraft and The 
Home Owner. 

Mr. Cuneo told AA, however, 
that “we have nothing to do with 
publishing the magazine. We print 
it and extend credit, that’s all. I 
haven’t talked to Mr. McClure in 
four months.” 
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Parker Earmarks 
Record $700,000 
for Holiday Ads 


JANESVILLE, WIs., Oct. 13—Mov- 
ing into the season when it makes 
40% of its sales, Parker Pen Co. 
is readying a $700,000 holiday pro- 
motion. 


Starting Nov. 25, the company | 
will use the record budget for | 


newspaper and magazine adver- 
tising, plus its first major entry 
into television. Parker will spend 
roughly $300,000 on the medium, 


but has not announced the tack it. 


will take for its tv debut. 


The newest feature of Parker’s | 


51 fountain pen line—the electro- 
polished point—will be featured in 
the holiday advertising. The com- 
pany has spent approximately 
$18,000,000 on advertising for the 
51s since they were introduced 
in 1939. 


s On the magazine schedule, full-| 


color pages will run in The Ameri- 
can Weekly, Cosmopolitan, Coun- 
try Gentleman, Esquire, Life, Look, 
Newsweek, The New Yorker, Par- 
ade, The Saturday Evening Post, 
This Week Magazine, Time and 
independent rotogravure sections. 

Newspaper mats, suggested ra- 
dio spots and filmed commercials 
for tv will be offered to retailers 
as well as a variety of displays. 

J. Walter Thompson Co., Chi- 
cago, is the agency. 


‘Largest’ Budget 
Backs Winter Ad 


Campaign for Heet 


CuicaGo, Oct. 14—The largest 
budget in its history will back the 


Advertising Age, October 19, 


Ex-Commissioner 
Medd Is Worried 
About FTC Policies 


WASHINGTON, Oct. 14—Former 
Federal Trade Commission Chair- 


¥ ‘hdhesive Tape 


in the new man James Mead expressed con- | 
3 cern today about recent shifts in | 
CurC Quick dol the commission’s policies and ex- | 
pressed hope that they do not por- 
ed ieletiietebeek acl tend further changes. 


His uneasiness over recent de- 
velopments was brought into the 


open in a dissent which he filed 

ow Oa) objecting to the FTC’s recent an- 
Pe A nouncement of a liberalized policy 
2oneay  Sadumen, ON the word “free” in advertising. | 
- ;, _ Mr. Mead was absent when the 
TRY OUT—Johnson & Johnson is testing its commission reversed its stand on 
new Cut-Quick Roll of adhesive tape with “free” and announced that the 
Sunday supplement advertising and tv spots Word can be used in the future if 


Cote bye ba ge 


NOW THEY TELL US—Dodger rooters may be interested in learning that the Yan- 

kees had a big jump on the Bums even before the first pitch of the World Series. 

Here Billy Martin (center), who hit only .500, and Casey Stengel (left), magician, 

explain to Bert Lee of WMGM that the American Leaguers take vitamins all during 

the year. Photographic evidence of the double play is through the courtesy of 
Batten, Barton, Durstine & Osborn, agency for Rybutol. 


in Indianapolis, Syracuse and Washington. the conditions are clearly ex- 


Ads feature a “safety cutter’ that does plained. Since 1948 the commission ° 
away with “scissors, twisted tape and has insis nt 66 ” ‘“ 3M Off $25 000 Y ] C t t 
| broken fingernails.” Young & Rubicam is as insisted that “free” meant “no S ers ] In u e on es 


the agency. Strings attached. 


ABC Gets into TV | 
- “ - _ mission and abandoned in 1948 
Film Syndication |when they were found to be un- 


| New York, Oct. 15—American | “o*@>le- 


| Broadcasting Co., latest of the net- | ® “Mc , 
| works to try to get a share of the |. po and es the penser 
loot from video film distribution, | *'0" ound that the qualifying 


} 


The former chairman’s dissent 
said “reasonable” 


Sr. Paut, Oct. 15—Next month 
Minnesota Mining & Mfg. Co. will 
launch a $25,000 “Trim-A-Tree” 
Christmas contest for its cello- 
phane tape. 

: . test runs through Jan. 2 

; ae .’| language was being placed in The wren’ ee 

h >quired -| 

ee red two series for syndi |smaller and smaller print in less and first prize is $5,000. 
The ABC film syndication divi- and less connection with the word 


, a 4 | ‘free,’” he said. 

sion, which is headed by George! cm "a 
: Th lif 

T. Shupert, has secured the rights sonnet a aan ees one blank with Scotch Brand cello- 


| to “Racket Squad” and “The Play- : te di phane tape. This is similar to the 
house.” The first program, a al Popa age dhe gerafh gg funny-face contest the 3Ms ran 
minute crime drama, had a fine of the table in a very inconspicu- last summer (AA, April 13). 
rating history last summer as a | ous place, almost out of the dining . : 
fill-in on CBS-TV for Philip Mor- | -oom and into the kitchen.” _in 73 newspaper comics sections 
ris’ “I Love Lucy.” Commissioner Mead said the {Tm coast to coast. Each ad will 
‘problem of obtaining compliance |imcorporate an entry blank but 
# The latter series is comprised of with a “reasonable” policy calls|€™'Y blanks will be available also 
dramatic films, starring top Holly- for “more of an endurance policy | ftom retailers who handle the 
wood names. These plays have for the commission” because the | ‘Pes. A full-color spread in the 
been aired on CBS-TV under the | various proposals of the advertis- Nov. 18 Look will help initiate the 
title of “Schlitz Playhouse of | ers to place the qualifying lan- premotion, 
Stars.” In short, both of ABC’s ini- guage here or there or elsewhere 


Object of the contest is to paste 
cut-outs of tree trimmings on a 


; : tial offerings to advertisers and j adverti teen. i spa- 
winter campaign for DeMert &| al offerings to in the advertisements are “gen-|® During December, the newspa 


’ : |stations for televising locally are erally as inconspicuous as pos- 
Dougherty’s Heet anti-freeze. 're-runs, a mainstay of television | sible,” 
The company has _ scheduled) . indication to date. 


large-space ads in approximately | Mr. Shupert said that ABC} # Commissioner Mead said the flat 
250 newspapers and will use spot | 


, > \film syndication will open offices ban on “free’—unless the goods 
radio and tv in 37 markets. Early | in Chicago and Hollywood soon. were actually given away—told 
in 1954, the company will use MAB~ | Sales staffs for these branch of- | advertisers exactly where they 
azine and trade publication adver- | fines are being lined up now. They | stood. 
tising for the product, but the will be supervised by Don L.| “Under the new policy the ad- 
schedule has not beer. decided up- | Kearney, national sales manager | vertiser is allowed to use a liter- 
on af this date. . of the division. ‘ally untrue statement provided he 
Heet sales messages will also ap- ‘uses it reasonably. The new policy 
Mine ~ Seg ghey taf Studio Boosts Sturm ‘has the virtue of flexibility and 
wren o> SG - : a , ‘the vice of uncertainty,” he said. 
stallations will be printed in Day- PB age Regret a wet The liberalized attitude toward | 
Glo. |Kling Studios Inc., Chicago, has “free” is not likely to destroy the) 
The agency for DeMert & Dough- been’ promoted to v.p. and sales foundations of the competitive 
erty’s Heet division is Arthur Mey- manager of the company’s display | system, he said, but it has merely | 
erhoff & Co., Chicago. division. ‘postponed a problem which will | 
‘return in different but more dif- 
‘ficult and virulent forms on ques- 
‘tions of compliance. 


Popcorn Houses Will Soon Dot the Nation, 
® ° ° “T trust that this action is not < 
Thanks to Krispy Kist Korn Machine Co. aa oak a ialiek ene 


Cuicaco, Oct. 14—Krispy Kist, tion office is at 120 S. Halsted St.,| Which would result in modifica- 
Korn Machine Co. is going to Chicago. tions or revisions of the more basic 
change the face of the nation. Part and 


important concepts of this 


per ads will be repeated in the 
same cities and three pages of a 
special eight-page full-color ad- 
vertising section will run in the 
Dec. 7 Life. It will show con- 
sumers how a gift wrapping au- 
thority, Durcella Lowrie, uses tape 
and Sasheen brand ribbon for 
holiday decorations and gift wrap- 
ping tricks. The eight-page ad on 
gift ideas will be the joint effort 
of the 3Ms, The California Walnut 
Growers Assn. and Wesson Oil in 
cooperation with General Mills 
Inc. 

To be eligible for the “Trim-A- 
Tree” contest, contestants must 
submit a tab from a roll of cello- 


of it, anyway. 

Out of the annual popcorn in- 
dustry meeting here this week has 
come an announcement of a Kris- 
py Kist “Krazy House” plan. 
This is a “movement” similar to 


that of soft ice cream drive-in. 


stands which have sprung up all 
around the country in the past few 
years. 

There’s a difference, however. 
Krazy Houses will sell only pop- 
corn, and they won't all be drive- 
ins. Many will be set up by their 
proprietor-owners as store fronts, 


. commission,” he continued. | 
es At the popcorn industry meet- | 


ing, held by the National Assn. of | 

‘Popcorn Manufacturers, one of the # “I am for a reasonable enforce- 
major items of business was to/|™ent of the laws administered by 
broaden the base of the associa-|the commission, having in mind 


tion. Thus the group’s name was | °UF limited budget and the avoid- — , «geavicE* STATION 
changed to the International Pop-|@nce of test or doubtful cases in| oui inate tumims =. 
corn Assn. and membership will which there is no substantial pub- Mormrts Face Toy ssn 


henceforth include representatives ek ae dover any Giminaiion 
|of seven industry segments—-pop- rf y 


corn processors, manufacturer |°f @ vigorous enforcement policy 

} . | , "ESS . e ? ‘ 
co i gone cg which leode Re Saas 
retail popcorn shops, jobber dis- | W™Ch 16é Pp 


: . : principle. .. 
oes Miron oo ee “From the standpoint of the 


THIS IS A MOSCOW - 


give away small sacks to children Confections 


part of drive-ins and otherwise. It was announced that about $2,- public so —— mg = 
For $5,060, proprietors get pre- 000,000 will be spent this year to OT°US ae AE le med th ti 
fabricated popcorn houses installed advertise popcorn, much of this rescore ig hate c . ere - aate | 
on the 10x14’ concrete floors they cooperatively by Morton Salt Co., ‘TUSt 49 omtanees ti oo on r 
build, with merchandising mate- Wesson Oil & Snowdrift Sales, ©! }@W enor "” he declared. 
rials and ingredients supplied Seven-Up Co. and National Oats 
thereafter. Each proprietor will Co. | 
sell several colors of popcorn and J. J. rine Jr, Theater we Y has appointed Ziowe 
%y ’ t " w York, to direct its adver- 
under six years. elected president of the associa- Magy nied papers and direct 
Krispy Kist’s national distribu- tion. mail will be used. 


Empire Brushes to Zlowe 
| Empire Brushes Inc., Port Ches- 


FILL ‘ER UP—This picture of one of Russia's 
five filling stations shows a motorist fill- 
ing his own tank with gas which costs $1 a 
gallon. The sign says ‘No Smoking.” The 
American Petroleum Institute is featuring 
this contrast with American service stations 


Pathfinder, The Saturday Evening Post, 

This Week, Time and U. S. News & World 

Report, plus several business publications. 

Sullivan, Stouffer, Colwell & Bayles, New 
York, is the agency. 


blank tree provided in the entry | 


During November ads will run | 


. 7“ 
ices were for Best-T d Tree Using T 
| tried in the early hott at the pet or sh) rimme ree sing ape 


phane tape along with their en- 
tries. 

Batten, Barton, Durstine & Os- 
born’s Minneapolis office handles 
the Scotch tape account. The San 
Francisco office of McCann-Erick- 
son is the walnut growers’ agency. 
Fitzgerald Advertising Agency, 
New Orleans, handles Wesson Oil 
promotion. 


Final Injunction 
Will Keep Benrus 
Out of Hamilton 


WATERBURY, CONN., Oct. 13—Aft- 
er two defeats, Benrus Watch Co. 
has decided to drop its legal battle 
with Hamilton Watch Co., Lan- 
caster, Pa. 

Benrus formally consented in 
the New Haven federal district 
court to the issuance of a perma- 
nent injunction restraining it from 


,taking part in the management of 


Hamilton. Hamilton thereupon 
agreed not to press its claim 
against Benrus for $750,000. 
Benrus owns 92,000 shares of 
Hamilton stock. In the first phase 
of the Benrus-Hamilton battle last 
April, Judge Carroll C. Hincks is- 
sued a temporary injunction 


|against Benrus. The company lost 


'a modification, 


| with b&w page insertions in American Le- | 
| gion, Life, New York Times Magazine, 


its appeal July 3 when the circuit 
court of appeals refused to set the 
injunction aside. 


# Had Benrus not entered into the 
consent agreement, a trial would 
have had to be held on the ques- 
tion of making the injunction per- 
manent. 

The case still is technically open 
and within the court’s jurisdiction. 
Judge Hincks noted that either 
side might at any time apply for 
elaboration or 
termination of the order. 

The writ prohibits Benrus from 
voting its Hamilton stock, acquir- 
ing additional stock and soliciting 
proxies for stockholders’ meetings. 

Originally, Hamilton brought the 
action under terms of the Clayton 
Anti-Trust Act, which forbids one 
company to buy the stock of a 
competing company with the in- 
tent of gaining control of it. 


Avon Buys 8-Page Section 


Avon Products, New York, has 
taken an eight-page four-color sec- 
tion in the November Coronet to 
push its cosmetics line. In addi- 
tion, Avon has bought 2,000,000 
reprints of the section for distri- 
bution by its representatives. Mon- 
roe F. Dreher Inc., New York, is 
the agency. 


‘Post’ Promotes Farrand 


Robert K. Farrand, formerly in 
charge of merchandising in the 
department store field for The 
Saturday Evening Post, has been 
named to the new position of mer- 
chandising manager. 
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‘Admen Are Sissies,’ 
Burton Browne Tells 
Industrial Admen 


Cuicaco, Oct. 13—Because they 
adhere too closely to the herding 
instinct and too often fail to break 
convention and show imagination, 
courage and inventiveness, most 
advertising men are sissies. 

So says Dr. Burton Browne, 
head of Burton Browne Adver- 
tising, who was the featured speak- 
er at a meeting of the Chicago In- 
dustrial Advertisers Assn. last 
night. 

Other speakers on the evening’s | 
program included Joseph Serko-| 
wich, advertising manager of Le- 
Tourneau-Westinghouse Co., Pe- 
oria, Ill., and J. Q. Kenny, adver- | 
tising manager of Lindberg Engi-| 
neering Co., Chicago. 
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in the Argus bill ballery 


IN THE BIG TIME—This Argus Cameras spread, to appear in Life and The Saturday 
Evening Post six weeks hence, is the first spread the company has ever run. 


said. “Often, however, 


;much greater effect can be ac- 


s Dr. Browne’s_ assertion was 
based on his belief that advertis- 
ing men are reluctant to desert | 
the comfortable rut of convention- | 
ality and strike out with some- 
thing new, daring and different. 

“If it’s what grandfather did, 
then most advertising men are 
quite willing to do it again,” Dr. 
Browne said, adding that they get 
lots of support from heads of man- 
ufacturing companies, sales man- 
agers and advertising managers. 

This unwillingness to change, Dr. | 
Browne declared, is taking place} 
at a time when advertising men| 
belong to a relatively small group | 
which, next year, will be charged 
with the responsibility of spend- 
ing $8 billion. 


® He cited the predominant use 
of red in color advertising as a 
case in point. 

“There are hundreds of colors'| 
available,” he pointed out, “but! 
again and again, because it’s the) 
accepted thing to do with two- 
color advertising, red is chosen.” 

As a result, he said, such ads | 
often become virtually “invisible” 
and their sales value and message 
are lost among the countless other 
advertisements also using red that 
crowd a publication. 

“Advertising men are _ sissies, 
too,” Dr. Browne said, “when they 


sacrifice expenditure on the pro-, 


duction of an advertisement in 
favor of its insertion in more pub- 
lications. 

“By spending a little more mon- 
ey and by the daring use of color 
and illustration, readership in a 
magazine with a 30,000 circulation 
can be boosted from 2,000 to 15,- 
000,” he stated. “But it takes bold- 
ness, courage and inventiveness.” 


s Those qualities are necessary if 
an advertisement is to attract at- 
tention and arouse the curiosity of 
the reader whose interest, Dr. 
Browne believes, is tepid, at best. 

Dr. Browne also believes that 
advertising men are sissies when 
they routinely fill their clients’ ads 
with copy without considering oth- 
er means of presentation. 


“A lot of admen think copy must | 


be used just because the layout 
indicates copy lines to be filled 


TOBIN C. CARLIN, formerly an account 
supervisor of Ross Roy Inc., Chicago agen— 
cy, has been appointed director of nation- 
al sales of Dad’s Root Beer Co., Chicago. 


|complished with dramatic 


| Palm 


illus- 
trations and a very minimum of 
copy.” 


® To illustrate how it is possible 
to avoid the practices which make 
sissies out of admen, Dr. Browne 


cited an ad series prepared for’! 


one of his clients. 

The client, Dr. Browne _ ex- 
plained, is in a highly competitive 
and fluid market and consequent- 


|\ly introduces new products fre- 


quently. 
The cost of discarded plates be- 
came a_ sizable problem, Dr. 


Browne said, but the problem was |, 
solved with smaller space ads fea-_ 
turing ‘“spookey” illustrations and | 
‘the use of color and bleeds. The 


ads, Dr. Browne said, delivered 


/an equally effective sales message | 
and saved the client money when | 


the ads became obsolete. 


Yost, Valier Join 
Ridgway Agency as 
V.P.s, Chief Execs 


Sr. Louis, Oct. 14—Casper S. 


| Yost, account executive with Batz- 


Hodgson-Neuwoehner Advertising 
Agency, and Biron Valier, account 
executive with Westheimer & 


, Block, have purchased an interest 


in the Ridgway Co. and have been 
named v.p.s of the 20-year old 
agency. 

Norman Lewis, Ridgway presi- 


dent, who is ill and unable to de-' 


vote full time to his duties, an- 
nounced the sale. He will remain 
as president, and he and the two 
new officers will form the com- 
pany’s board of directors. 


e Mr. Yost has been connected 
with several local agencies, serv- 
ing as an account executive with 
Gardner Advertising Co. before 
joining Batz-Hodgson-Neuwoehner 
two years ago. He also worked on 
the Coca-Cola account at the 


|\D’Arcy Advertising Co. 


Prior to World War II, Mr. Vali- 
er was general manager of the 
Beach Post Times, West 
Palm Beach, Fla. After the war, 
he joined Gardner Advertising as 
an account executive. In 1950, he 
was named copy chief at West- 
heimer & Block, and later became 
account executive. 


Ekco Buys Bocaroy Mfg. Co. 

Ekco Products Co., Chicago, has 
purchased Bocaroy Mfg. Co., El 
Monte, Cal., and is making the Bo- 
caroy disappearing clothesline 
under the Ekco trademark. 


Famous Artists to FC&B 

Foote, Cone & Belding’s New 
York office has been appointed to 
direct advertising for the Famous 
Artists School of Westport, Conn., 
effective Jan. 1. 


Harris Opens Art Studio 

Oscar Harris, formerly with 
Doyle Dane Berbach Inc., New 
York, has opened his own adver- 
tising art studio at 19 W. 44th St., 
New York. 


Supreme Court Will 
Decide Status of 
Giveaway Shows 


WASHINGTON, Oct. 12—The Su- 
preme Court has agreed to hand 
down the final word on the 
legality of radio and tv “give- 
away” programs. 

At its opening session here to- 
day, the court said it will listen 
to arguments some time this win- 
ter over the legality of rules adop- 
ted by the Federal Communica- 
tions Commission to _ prevent 
broadcasters from disseminating 
giveaways involving the home au- 
dience. 

The case reached the court when 
the government appealed a divided 
decision of a special court which 
said the FCC rules constituted a 
form of censorship. 


| 


| ® The rules were adopted by FCC 
‘in 1949 and were promptly chal- 
_lenged by ABC, CBS and NBC. A 
court injunction has prevented the 
/commission from putting them in- 
to effect. 

The arguments have hinged on 


the legal definition of a “lottery.” | 


Lawyers agreed that lotteries in- 
volve three major elements: (1) 
‘chance, (2) prize and (3) consid- 
‘eration. While both sides agree 
that the giveaways involve chance 
and prize, the networks deny they 
involve “consideration” in the le- 
gal sense. 

The FCC contends the value 
which the broadcasters obtain by 
inducing an individual to listen to 
the program in the hope of partici- 
pating and winning a prize is suf- 
ficient “consideration” to consti- 
tute the third necessary element 
and put the “giveaways” in the 
lottery class. 

The FCC does not object to give- 
aways confined to studio audi- 
ences. 


Two Rejoin Ruchen Co. 


Seth Jewell, who left Buchen 
Co., Chicago, in 1941, because of 
the war, has returned to the agen- 
cy as an account executive. Since 
the end of the war, Mr. Jewell 
had served as account executive 
in Detroit with McCann-Erickson 
and MacManus, John & Adams. 
Don Johnson, who left Buchen in 


1950 to join Stevens-Davis, a 
sales training organization, re- 
joins the agency’s account han- 


dling group. 
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Changed Ad Program, Bigger Budget 
Nearly Triple Argus Camera Sales 


Profit Gains Even More 
Since ‘51; Johnson of 
Y&R Explains Ad Plan 


By Miller Hollingsworth 


ANN Arbor, Micu., Oct. 15—This 
is the story of how a change in 
advertising emphasis with an in- 
|creased budget nearly tripled the 
|sales and profits of Argus Cameras 
Inc. 

In the fall of 1951, Robert E. 
Lewis, former controller of Batten, 
Barton, Durstine & Osborn, be- 
came president of Argus and after 
one close examination of the com- 
pany’s advertising and promotion 


found. 

The account was shifted from 
Fletcher D. Richards Inc. to Young 
& Rubicam, Detroit. 

Things began to happen. Sales 
soared to new heights. Profits 
jumped accordingly. 


® Here’s the factual report of the 
company’s success under a revital- 
ized ad program: 


Year Net Sales Profits Ad Budget 
1950 $ 5,333,788 $ 778,054 $295,000 
1951 8.877.707 1,600,957 330,000 
1952 13,607,568 2.070.122 550,000 
1953 19,447,541 3,121,479 700,000 

And here’s how this was 


achieved in such a short time. 
First off, Young & Rubicam de- 


vertising policy were needed, and 
immediately put them into effect. 
The changes were: 

1. To sell cameras, rather than 
pictures. It reasoned that Argus 
was a camera manufacturer and 
should restrict its promotion to its 
product. 

2. Do a specific selling job for 
each principal product; that is, 
each type of camera offered by 


program he didn’t like what oid, 


cided that distinct changes in ad-| 


Argus. : 

3. To make Argus look big in 
the camera field by judiciously al- 
ternating four-color with b&w in 
mass media. 

4. To provide broad national 
coverage but with especially 
heavy concentration in urban mar- 
kets, where 90% of the company’s 
sales are made. 


e Mr. Lewis said of the program: 
“We have continued our program 
of national advertising and sales 
promotion at a high rate. Our pur- 
poses are to stimulate consumer 
interest in Argus products and to 
increase public awareness of our 
{brand name. 

“We believe it is this recogni- 
{tion of Argus as a leading photo- 
graphic manufacturer that has 
|been the biggest single factor in 
‘our increased sales volume.” 

| Y&R took over the Argus ac- 
count in the fall of 1951 and in 
December of that year ran the 
'company’'s first four-color ad (in 
Life) with the changed policy of 
|selling cameras rather than pho- 
| tography. 

| “We realized we were breaking 
'with all past practices by camera 
manufacturers when we dropped 
‘promoting photography and gave 
full emphasis to the camera,” ex- 
plained James W. Johnson, man- 
ager of Y&R’s Detroit office. 


# Dudley J. Scholten, Argus v.p. 
and director of sales and advertis- 
ing, gave Y&R’s philosophy his full 
/ endorsement. 

| Mr. Johnson further explained 
‘that, since Argus’ appropriation 
| for promotion was necessarily lim- 
jited, it should throw the full 
\“weight of every advertising dol- 


(Continued on Page 103) 


Capewell Reports 
'Horse Nail Sales 
Are Falling Off 


| Hartrorp, Oct. 
| Mfg. Co., once known as the Cape- 
| well Horse Nail Co., reports that 
‘its horseshoe nail production has 
‘dropped 90% since 1915. 

However, it still makes millions 
of pounds of horse nails, in hun- 
dreds of styles. Biggest demand 
comes from the South, Southwest 
and Far West. 

Capewell now makes metal cut- 
ting saws, pipe tools, drop forg- 
ings and special nails. It did not 
reveal what it plans to do to re- 
gain its horse nail sales volume of 
1915. 


Baker Appointed Ad Manager 


Robert Baker, formerly with 
Walker Engraving, San Francisco, 
has been named advertising man- 
ager of Infant Specialty Co., San 
Francisco. 


TOR Film Studios Move 

TOR Film Studios, Dallas indus- 
trial and television film produc- 
tion service, has moved to 5529 
Dyer St. 


Starts Quick as a Lick ! 


DELCO 
BATTERY 


° semwes. on-ans seseue a5. — - 


TASTY—Starting this month, the United Motors Service Division of General Motors 
Corp. is displaying this poster in approximately 4,000 outdoor locations across the 
country for Delco boiteries. Compbell-Ewald Co., Detroit, is the agency. 
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Rockford, IIl., VHF 
Station Puts Black 
Ink in Ledger Book 


Rockrorp, Inu., Oct. 14—Many 
u.h.f. broadcasters may be crying 
the blues but not Hal Froelich. 

Mr. Froelich, who manages 
WTVO, which started telecasting 
on Channel 39 here last May, re- 
ports that his station is now in the 
black. 

Convincing evidence of the in- 
terest of people in this area in 
u.h.f. is the fact (as reported by 
American Research Bureau) that 
90% of the sets in the area have 
been converted to receive high- 
band television, he said. 

WTVO, which is represented by 
Weed Television, is in the fringe 
reception area of seven early v.h.f. 
transmitters. The station is affili- 
ated with DuMont and NBC. 

The station has a strong night- 
time sponsor lineup, Mr. Froelich 
said, with 10 half-hour film pro- 
grams sold to national spot ad- 
vertisers and the rest of the 6 to 
11 p.m. local time periods filled by 
network and local shows. 


Dravo Appoints Raines 

Garland C. Raines, formerly 
with Westinghouse Electric Corp., 
Lima, O., has been named mana- 
ger of publications for Dravo Corp., 
Pittsburgh. 


McLennan Leaves Graham 

J. Roy McLennan, formerly v.p. 
of Hugh H. Graham & Associates, 
New Britain, Conn., agency, has re- 
signed. His future plans have not 
been set as yet. 


Hogmer Joins Donahue & Coe 
David Hogmer, formerly media 
director of Grey Advertising Agen- 
cy, has joined Donahue & Coe, New 
York, as executive head of the 
agency’s space department. 
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Sen. Carlson Says 
Postage Boosts Are 
Like Tax Increases 


(Continued from Page 1) 
for the country. 

“It is difficult to overestimate all 
that you people have done to make 
more and more vital information 
available to more and more Ameri- 
cans,” Sen. Carlson continued. 


® He described second class as 
“the great educational category.” 
“Our taxpayers pay billions a 
year to educate our children in the 
schools. I can’t see that it is out 
of line if the transmission of adult- 
education through the second-class 
category of the Post Office Depart- 
ment is made possible at a mod- 
erate cost to the taxpayer. 
“Indeed, every class of mail per- 
forms its own special service,” the 
senator explained. “Third class 
creates a favorable climate for 


growth of thousands of small busi- | 


nesses, while providing «a selling 


tool to all business. 

“Fourth class mail brings us 
most of our books—as well as the 
famous catalogs of the mail order 
companies, which display all the 
wonders of a city department store 
to the most isolated homes in the 
land. 

“And just to round out the pic- 
ture of these different classes, most 
of the goods ordered from the cat- 
alog arrive by parcel post.’ 


s Commenting on the Post Office 
Department’s recent decision to 
raise rates on foreign mail, Sen. 
Carlson said he opposes “any fur- 
ther kidnapping of the rate-mak- 
ing power from Congress to the 
Post Office Department.” He said 
Congress should explore every pos- 
sibility of retrieving those por- 
tions of the rate-making power 
that have already been taken over 
by Post Office. 

He charged that some of the in- 
creases on foreign mail went as 
high as 700%. “I am advised that 
this increase will in some instances 
force some publications out of 


business or drive them out of the 
United States. In either case, we) 
suffer an economic loss.” } 


Baxter Buys Dallas Agency 


Don L. Baxter, executive v.p. 
and manager of Laughlin-Wilson- 
Baxter & Persons, Dallas, has ac- 
quired contro] of the agency’s Dal- 
las division. The agency will be 
known as Don Baxter Inc. Besides 
Mr. Baxter, principals are Roy P. 
Cookston Jr. and Brooks Keller 
Jr., v.p.s; Mrs. Lou Stokes, secre- | 
tary-treasurer, and Mrs. Joy Hol- 
ley, assistant secretary-treasurer. 
J. B. Wilson, the only other prin- 
cipal in the Dallas branch, has 
joined D’Arcy Advertising Co., 
Houston. 


FCC OKs WICH Control Switch 

Eastern Connecticut Broadcast- 
ing Co., operator of WICH, Nor- 
wich, Conn., radio outlet, has been 
authorized by the Federal Com- 
munications Commission to trans- 
fer control from Harrison C. Noyes 
to J. K: Lasser. The transfer, ac- 
cording to the commission, was for 
a “consideration” of $10,000, plus 
purchase of notes. 
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SWITZER 
DAY-GLO 


@ Things start to happen 
when you add the impact cf 
brilliant, beautiful Switzer 
DAY-GLO Daylight 
Fluorescent Colors to your 
billboards, transit ads, 
displays, direct mail, labels, 
magazine inserts, posters, 
packaging, streamers! 


Switzer DAY-GLO Colors 
make your advertisements 
glow like lighted signs — 

make them reach out and grab 
prospects. More people see 
your advertisements —more 
people read and remember 
them. The result? Your sales 
start to climb. 


SWITZER BROS., INC. 


“THE FIRST NAME IN FLUORESCENT COLORS" 


4732 St. Clair Avenue « Cleveland 3, Ohio 


In Canada: 
Standard Sales Co., 4097 Madison Ave., Montreal 28, Quebec 
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Advertising Age, October 19, 1953 


The TV industry showed off its compatible color to the FCC in New 
York Thursday, and it looked good on the sets of 13 companies. There 
may be an FCC okay of color standards in ’53.............. Page 1 

Advertising students need statistical training. They should also avoid 
over-confidence and too much intellectualizing. That’s the advice the 
University of Chicage’s business school dean gave the Central Four 
be hk io a ee va ben bax 0 Ae aa Sabcke ce ben wider Page 1 

Popcorn “Krazy Houses” will soon appear. Their promoters expect 
them to match soft ice cream stands in ubiquity around the nation 
I Na Og Ae Ni a a eg ea ge ai oe ls Page 2 

FTC’s James Mead is worried. The trade commission’s ex-chairman 
says the commission’s decision in the “free” case gives too much sup- 


port to he small print ii OFTEFS. «ooo cck vcccccccaccadcvcce Page 2 
Argus Cameras sales zoom. So does profit. There’s a good reason: a 
revamped ad program and bigger budget since ’51......... Page 3 


Snipping tv films can cause trouble. A federal judge has indicated that 
deletions of a film can be damaging if the portions cut out of a prize 
fight film make a losing pugilist look worse than he actually 
was 

A new reply form that cuts inquiry costs has been developed for the 
Heinn Co. It’s a special fold-over form 

Pianos never die. The phonograph was supposed to kill them. So was 
radio, etc. But Steinway Co. has just reached its 100th birthday and 
is still going strong 

Plasterers plan promotion. A new lathing and plastering bureau has 
been formed by contractors and unions, and it will open an ad cam- 
paign next January 

Dodge will spend $5,000,000. That’s the same figure as for the ’53 ad 
campaign, but magazines will get more in ’54 and newspapers will 
SINE UE MNO Sos hee BWR aL AR Ka A RON EE OAS EDA TERT Page 55 

Tv commercials go kerplunk. Advertisers and viewers alike deserve 
better integration of shows and commercials, in the view of the Eye 
and Ear Department 

Insurance prestige copy is weak. That’s what several speakers ex- 
pressed to an interested audience—members of the Life Insurance 
Advertisers Assn.—in Boston last week ................. Page 82 

Job-seeking adman suffers a variety of woes and finds that the busi- 


ee PPT Tree ee Page 94 
REGULAR FEATURES 

Advertising Market Place..... 86 Magazine Linage ............ 59 

| Coming Conventions ......... .32 COUMUAFIOS 2... cee cccs 78, 79, 97 

Creative Man’s Corner ....... 70 Photographic Review ........ 44 

' Department Store Sales ..... 56 eee eee 12 


Editorials 12 Salesense in Advertising ......70 


Bye and Har Dept. .........6: 42 This Week in Washington ... .98 
Getting Personal ........... 74 Voice of the Advertiser ...... 84 
Looking at Retail Ads ....... 72 What They’re Saying ........ 12 


Midwest Adwomen to Meet 
The Women’s Advertising Club 
of Chicago will be host to the an- 
nual Midwest Inter-City Confer- 
ence of Advertising Women, Oct. 
23-25, at Chicago’s Edgewater 
Beach Hotel. Fairfax M. Cone, 
president of Foote, Cone & Beld- 
_ing, will be the keynote speaker. 
|Other speakers include Judith 
| Waller, National Broadcasting Co.; 
Edward Hitz, central division sales 
|manager for NBC, and Margaret 


Divver, ad manager of John Han- 
cock Mutual Life Insurance Co. 
and the Advertising Federation of 
America’s advertising woman of 
the year. 


Blatz Brewing Boosts Wadel 
William W. Wadel, formerly di- 
rector of public relations for Blatz 
Brewing Co., Milwaukee, and until 
recently administrative assistant 
to the sales director, has been pro- 
moted to trade relations director. 
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We know she’s 


not the Rheingold Girl— 


| for your call... 


*Founded 1900 


SCIENTIFIC ENGRAVING* 
COMPANY, INC. 


406-426 West 31 St., New York 
Chickering 4-1395-6-7-8 


COLOR + HALFTONE - LINE 
‘DIRECT FROM OBJECT" ENGRAVING 


Accounts serviced throughout the U.S. 


| but she’s waiting 
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89th of a series 


DO YOU WANT 
“MAYBE” OR A 


PROVEN MARKET? 


The Herald Tribune Quality Market 
Is Now Five and A Half Billion Dollars BIG! 


Herald Tribune families own more 
than 200,000 homes in New York 
City and suburbs. 


NREL ARCO BES Rage 


No matter what you’re selling...the only way to sell profitably is to 


concentrate on best customers. In New York, that means the Herald 


Tribune...the market without waste. 


The Herald Tribune 1953 Home Study—just completed—reveals that 
the Herald Tribune Quality Market has reached new peaks in pur- 


chasing power. It’s an audience of people who can well afford to buy, 


and who do buy at all price levels, buy more often! 


Find out all details by asking to see the new Home Study—a guide 


to lower advertising costs, easier selling—and higher profits! 


NEW YORK 


Quality 


Herald Tribune 2 


Quantity 


More than 450,000 adults in Herald 
Tribune families have completed 
their education through college or 
beyond. 


a 


Herald Tribune families own more 
than 450.000 cars—3 out of 4 of which 
were bought new. 


9 out of 10 working members of 
Herald Tribune families are in man- 
agerial, professional or related 
activities. 


. oe ae i‘ i ra oar ae <i aie al, en ee OE ee ee Tn ‘ ce RS at eS ee Pe eee hes ae Meee? oe Sa eB BE em Boog ie cd glad a ey ht " fas OS Meee gin ote Es eae Mele ike Me op eB, > WER sea en ie nike le or a, SA 
eh aaee : y res Pen Pe i eee: cecal, TI ale PL 5 es Bile Ee 5 Ee | SRS ets 2S Nea cS ‘ gow eehe gage... ee ee: 7, OSs eile a une eta Nea cea ee | Re ages Pas eee hae. F Ae ey tS Wl es 
pee aC NR eee hota oS OU ies as FS Da egies semen 5 pues NN Ra 5 a oe Ma i. Se, eae ote nei oe, St eee eam e Ey, amine RRR ST EN ICS beh =o sulk OES 
at Sa ees eae te te tae ee - ree ear et ae eerie ar Ree ther “ay ge peetaee Sk etn ty 228 te cee sh ae pple ih hile Pica aaa s ee te aoa Po ect gel ty § pact ate ate aaa” Sn colies Se Ree e oh. a ee ae de x " eae Fp, ee Re ei ROOT ae a ee fo oe eae 
POs. is Ra < wid Wah Is : : see ees ey ae eee La ae eg tS a roe iiens ee Bi eee ee Lua et Pear aioe Oy ME acnhe ae at Pa ee t bane a pi etd ae ae ue 
De) AIR ae Se OO REET ee PSS ae nee! A ae a See SG escrt eee ee: Caer oe ean Pea HE Or as eed ne eae - Po ape re ig ean ee ho eas «ASS oe ee en ae ioe Sa 
2 SOS Ee RE te * ES so ae ata — . en “Spit ss on he ie ae. Sed mer tere rate e scneig ye my ey ee a ee oe Re eer Fa | oo Geen Rey eee ae ROS aie a, anne . 
: z ‘i es ‘ , : f . * : s , Org it A a ae 
nae a ee — ; cance fy 
93 
| ages ere aoe 05 Re oy : ‘ eS AR SRE b Sa x Sete ee: ag Sik ¥ re . i es i Se Raat tne Me “tg 7 a | 
S a 
WwW , 
re 
Pa 
id 
he 
ur 
1 ; 
act 
on ; 
an 
p- 
1 2 
a 
at oad 
Bes. te 
ze . F ee 
. ee at "4 
ly py ae 
20 ae 
he t Sane 
38 OC = | 
as SE 3 
nd eae 
45 — 
as RS 
n- 
46 t eee 
eae: 
ill el 
25 } 
ve : 
ye 5 
12 Ae ne 
ieee as 
c= Ted eg ae 
ne 
ELLE SLT EE SILT ES SR ‘ . 
32 Rees tt 
. ies aig 
i- 
a4 a lo cae 
pater: 
ato : 
Bee Noazs 
XGyiaes 
99 ea _ 
ihtele 
97 on 
14 : rh 
12 Ree nae 
re eh 
10 Be 
te 
8 igen) 
34 eae 
i2 | re 
Be aice 
ieee 
oO. ane 
Df SS : 
2 — 
Fs acme 
A an 
| pA ee 
feos 
|- is ; oy 
iz ao 
: 
il , 
at z 
a te = eee 
ee — 
gs 
named 
- he 
Beery 
iets 
tiie 
ce 
Cire Lae 
heed. gs 
oe he 
- nea a 
paw ae 
a A ~~ il 
; \ J eee 
MA &! 2 >.|.—_* ee ——_— 
—_ Fé — C4 ‘ - f 
—— = - a = NN = . 
————f/_ = ‘ 18 P 
ST Lil =8 \ pa | Le : 
= _ a _ _ —_— a 
ew —. =~ a —_— . ee a . 
——_ eee _ S— Dette lh, ai). Rie a pies 
oo : — gee et 
aces rs ATE, ae “~ Ver Soy ger ig era | Og ee . Per fry Pees! alii x, sag. Ve i Sag OA AE Cisse MEIC E 30 ke Niihis Ms rh Siti : 
ae 
. P ~» ' re i 
4.5 ed tele “line 7 werd “e : ea tate Pee i F ine 
Fin ies ice. Bohs ben eyes ye ia ays Moris eet he i Pe rea OR = . pare eae pete & ey Y bes Sere: < ; oak wy Be iy ty te nae ee ie: Pe %, 2 hae he ns AKA LS § . ibe zm ty UN nla a A igs ; news 4 PSS SOR TL Diy 7 s gotle s: es A 4? at ee ae i ; 
Pie ee SRS SEN ay ee he > safe ye “Sas eS ee ee eke y hee OS Nia hie PY lens din Unc Oat er 9 i 2 a ee ty ins ber a ae gerry eee” <a Seem tet 2 i, cr eh Sate Se aE Sra ee Mes oF at a Niel Paiight & 


McMath Joins Gordon Best 

Kennett R. McMath, formerly an 
account executive of Lennen & 
Mitchell, New York, has been 
named an account executive of 
Gordon Best Co., Chicago. 


‘Korea Times’ Appoints Rep 

The Korea Times, Pusan, Korea, 
published daily and Sunday except 
Monday, has 
Representatives Inc., New York, to 
represent it. 


7 | Typesetting in English 
ea, = and over 600 
Languages and Dialects 


WORLO’S FOREMOST FOREIGN. 
LANGUAGE TYPOGRAPHIC SERVICE 


KING TYP 


330 W.42 ST..N.¥.36 


| Brand Names Foundation in this |3,000 advertisements 


appointed _ Media | 4 mbassador East today, and heard |stations and 1,100 commentators 


|have contributed advertising space 
for 575 advertisements reaching a 


Media Giving Great 
Help to Brand Name — circulation of 500,000,- 
Crusade, AbtSays | 


. In addition, nearly 600 newspa- 
Cuicaco, Oct. 14—Members of pers have given display space for 
which 
area were guests of the Chicago-|reached a circulation of 100,000,- 
land directors at a luncheon at | 000, while more than 1,200 radio 


a story of the increasing coopera- 
tion given the organization in its 
educational campaign to sell the 
public on the importance of | Transportation advertising com- 
branded merchandise. /panies have provided space in 
Henry E. Abt, president, who more than 88,000 vehicles, he re- 
presented a progress report on be- ported. The total value of the space 
half of Barry T. Leithead, Cluett, contributed by media this year is 
Peabody & Co., chairman of BNF, | more than $12,000,000. 
who was ill, said that this year| Two-thirds of the country’s 
more than 250 national magazines home economics teachers, he said, 


on networks have used _ semi- 
weekly announcements on BNF on 
donated time. 


Advertising Age, October 19, 


‘have used the study materials on 
“Good Buymanship” which the 
foundation has made available to 
schools since 1947. Its film, ‘““Marks 
of Merit,” has been shown to so- 
cial science students in the schools 
more than 18,000 times. 


-@ Several thousand women’s clubs 
are regularly using programs 
built around the BNF material, 
“Economics of Today’s Buying,” 
in which the values of the brand 


and competitive system have been | 


emphasized. 


In his talk, Mr. Abt stressed the 


work which is being done among 
retailers, with the aid of its Re- 
tail Advisory Council, made up of 
leading retailers in all Jines. The 
principal problem, he said, is to 
make retailers as conscious of 


HOOPER PROVES 


YOU GET THE BIG AUDIENCE 


9 
BOX SCORE 


ON YOUR 


MORNING: 


EVENING: 


(36.97%) 


BIG TIME BUY 


FIRST in all 23 rated 
periods (51.1%) 


AFTERNOON: 


FIRST in all 24 rated 
periods (49.8%) 


13 FIRSTS and 7 seconds 
out of 20 rated periods 


ALL-TIME 


CAN TALK HOOPERS! 


Represented by THE KATZ 
AGENCY ... SOURCE: C, E. 
Hooper Des Moines Audience 
Index, June, 1953. 


6:00 p.m.) 


as Manat 


P.S.: Those Saturday Hoopers are pretty fancy, too! .. 
firsts and 4 seconds out of 20 rated periods (8:00 a.m.- 


ON KRNT, DES MOINES RADIO! 


Hl FIRSTS OUT OF q TIME PERIODS 


MORNING, AFTERNOON and EVENING! 


1953 


WILLIAM DRAGER, formerly director of re- 

search of Morey, Humm & Johnstone, New 

York, has been named research director 
of Allen & Reynolds, Omaha agency. 


turnover as they are of gross mar- 
gins. 

The new _ voluntary agency 
|which is preparing the 1954 ad- 
vertising campaign for Brand 
Names Foundation is H. B. Hum- 
'phrey, Alley & Richards Inc. Mr. 
Abt praised the fine service which 
agencies have given the founda- 
tion in the preparation of its ad- 
|vertising materials, saying that it 
/has had the same treatment as any 
preferred client. 


® The foundation kicked off a 
membership drive at the luncheon, 
asking Chicago members to un- 
dertake mail and personal solici- 
tations of leading advertisers in 
this area. A similar effort will be 
made in other areas to enable the 
organization to increase its an- 
nual budget from the present 
$260,000, so as to expand its activ- 
ities and services. 

James W. Alsdorf, president, 
Cory Corp., Chicago, who is re- 
gional chairman for the north cen- 
tral district, presided at today’s 
| luncheon. 


| Quirk Named Publisher, 


Manager of ‘TV Guide’ 


James T. Quirk, promotion man- 
ager of the Philadelphia Inquirer 
and Triangle Publications, has 
| been named publisher of TV 
Guide. He will succeed Walter An- 
nenberg, president and publisher 
of the Inquirer and Triangle Pub- 
lications, who has had his name in 
the masthead since his firm began 
publishing the national fan-pro- 
gram magazine. 
| Mr. Quirk also will handle the 
| business end of the _ periodical, 
taking over duties formerly han- 
dled by Roger W. Clipp, who had 


| 


THE 
REGISTER 
AND 
TRIBUNE 
STATION 


12 


; ager 


/and Leonard Bach 
| from ad promotion manager of the 


STATION WITH THE FABULOUS PERSON- | 
ALITIES AND ASTRONOMICAL HOOPERS— | 
THE ONLY DES MOINES STATION THAT | 


been doubling as business man- 
of TV Guide and general 
manager of WFIL and WFIL-TV. 
Mr. Clipp will devote all of his 
time to the management of the 
radio and television properties of 
ihe Inquirer. 

Donald Kahn has been named 
promotion manager of TV Guide 
has shifted 
general 


Inquirer to 


manager. 


Babbitt Promotes Parker 

Ward F. Parker, v.p. and di- 
rector of marketing of B. T. Bab- 
bitt Inc., New York, has been 
named to the board of directors of 
the company. 


FOR HIRE! 
THE TOP SALESMAN 
IN THE DAKOTAS 


promotion 


No other salesman can match 
our twice-a-month call list of over 
100,000 live farm spenders! 


“DAKOTA 
Bid bide 


“ABERDEEN, SOUTH DAKOTA 
JP. MALONEY, Advertising Manager 
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Young people are like adults... except in one important 

respect. Like adults, they want to be strong and 

healthy, smart and popular (add other successful 
advertising appeals) . . . but they're much more receptive, more easily 
told and sold. Equipped as they are, with both the wants and the where- 
withal, they constitute a mighty market today . . . and promise to be 
continuing customers tomorrow. Incidently, their hold on their parents’ 
heart-strings gives youngsters a mighty grip on the family purse- 
strings, too! 


There's probably a proper place for your product in their favorite 
reading material . . . the comics books! 


National 
Comics 
Group 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Nabisco Promotes Thompson 


Charles J. Thompson, Buffalo 
sales manager of National Biscuit 
Co., has been promoted to assistant 
merchandising manager of the 
company. Mr. Thompson will 
headquarter in New York. 


“KNOW-ALL” 


eee there’s no such thing! 


Each one of us can do only his own 
best. We set ads only. How well we 
JAY P do it, our FREE samples will show. 


WALK advertising typography 
11 E. HUBBARD ST., CHICAGO 11 © MO 4-6134 


Lazy Merchandising of Druggists Is 
Blamed for Sales Lost to Supermarts 


(Continued from Page 1) 


buy patent and proprietary medi- 
cation (except ethical) in a gro- 
cery store as it is in a pharmacy. 


® He pointed out the danger in 
the precedent set by the Michigan 
supreme court last June 8, when 
it declared that retail food outlets 


BERNARD P. GALLAGHER 
Negotiator an cane Caan ene saan a cam eam aan ene was > 
147 West 42nd St., New York 36, N. Y., LAckawanna 4-1631 


for the purchase and sale 
of magazine properties 


'can legally sel] patent and propri- 
guments that it is just as safe to 


etary medicines. 

Another practice which Mr. May- 
erson condemned, and which he 
said is destroying the profit out- 
look for druggists, is the growth of 
clinics and health centers run by 
doctors. These sell pharmaceuticals 
at a lower rate than the drug 
stores. 

John W. Dargavel, secretary of 
NARD, joined the president in 
castigating the independent drug 
retailers for their lack of promo- 
tional efforts. 

“Surveys reveal that the majori- | 
ty of the druggists rate low in the 
efforts they make to attract cus- 


tomers,” he said. “They use very promotion for druggists by the, gram. And, of course, the big mer- 


Advertising Age, October 19, 


little newspaper space to inform 
the public on the products they 
stock...the service they have 
available...and the facts. that 
spotlight the contributions of phar- 
macy to the common welfare.” 


es “Only a fraction of the drug 
store proprietors contact individ- 
ual consumers through direct mail 
programs and even a lesser num- 
ber utilize radio,” he continued. 
“Then the druggists worry over 


the business that passes their doors | 


in automobiles and cn foot. . .Much 
cf the lost trade is the natural 


consequence of failure to recog- | 


nize that extensive business pro- 
motion activities are unavoidable 
...that competition has made 
them mandatory.” 


s All this, of course, was a pre- 
lude to the presentation of a new 


| U 


More often than not the simplest and most 


successful selling ideas stem from modern design. 


That is why HOUSE & HOME’s editorial formula 
starts with the presentation of the best new 
selling ideas in modern homebuilding design. 
That is one of the important reasons why... 


house+home 


is the #1 magazine among the 
men who know home building best* 


*Evidence on request 


Copyright, Time Inc., 1953 


1953 


NARD. The presentation followed /: 
a rather heated session, in which 
druggists had a chance to air their 
grievances against the manufac- 
turers. 

The promotion will be launched 
with a b&w ad in the Oct. 31 issue 
of The Saturday Evening Post. 

The ad will attempt to convey 
the message that the druggist is : 

an ethical merchant who fulfills 
an indispensable role of service ‘+ 
and aid to the community. ‘ 

The group’s advertising is 
placed by MacFarland, Aveyard j 
'& Co. of Chicago. q 

In addition, druggists will be 
supplied with a comprehensive 
| program to tie in with the ad. This 
includes displays and a direct mail 
' campaign. 


| ? 
s Supplementing this promotion 4 
is a trade and public relations pro- 


chandising program initiated by 
‘the association last May (AA, May 
| 11), under the direction of Harold 
| Meyer with offices in New York, 
continues. 

| In the session prior to the pres- 
entation of the new ad program 
| the druggists were able to let off 
|a lot of steam about unfair treat- 
/ment they think that the manu- 
facturers of drug items have been 
| giving them. 

| The biggest grievance aired was 
‘the profit squeeze. Bert C. Corgan, 
a Denver druggist and v.p. of the 
| association, pointed out that drug- 
gists are being compelled to take 
smaller and smaller profit margins 
| on the items they retail. 


'@ This resulted primarily, he as- 
_serted, from the fact that the man- 
ufacturers insisted upon charging 
the same prices today that were 
| charged 15 or 20 years ago. If an 
| article was 45¢ then, it still is to- 
| day. 

| Meanwhile, all other costs have 
_ been skyrocketing. Such staple 
| overhead expenses as rent, taxes, 
/employes’ salaries and many 
|others have been rising steadily. 
|The druggist is lucky to earn 3% 
on the investment he has to make 
| to operate his store, it was assert- 
| ed. 

The druggist has not had the 
kind of break that other retailers 
have had, and added to this, dis- 
concertingly enough, is the fact 
| that the newspapers, labor and the 
general public criticize druggists 
for making exorbitant profits on 
the drugs they sell, it was said. 


@ Several suggestions were of- 
fered at the session to help im- 
prove the druggists’ lot. 

One speaker criticized them for 
impractical and inefficient buying. 
He cited the case of one druggist 
who is buying the same brand 
item from four separate distribu- 
tors. He is friendly with the sales- 
|men of all four and feels that he 
has to split his order among them. 

It was also pointed out that the 
druggist should spend less time 
than he is now in ordering sup- 
plies. He should spend 90% of his 
time selling his customers. 

More efficient merchandising 
was proposed, too, but several in 
the audience got up to say that 
they were sick and tired of hear- 
‘ing “about that stuff all the time. ’ 


NEWS ITEMS 


- on any subject | 


From newspapers and magazines 
published throughout the country. 
Write for booklet. . . 


PRESS CLIPPING BUREAU 
* 165 Church St., New York 7 
Est. 1888 BA 7-5371 
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SIX WEEKS OF 
BIGTIME TELEVISION 
FOR °87,700 


The Kate Smith Hour is the only nighttime caliber variety show reaching 
the rich daytime television market. It’s the show that turned daytime television — 


into a major medium. 


Now for the first time you can buy as few as six segments of the Kate Smith Hour 


and alternate them over the next vital thirteen week period. 
The total cost is $87,700. 


You will get the services of America’s greatest saleswoman introducing your 


commercials to an estimated six and a quarter million viewers per broadcast. 


You have a choice of two time periods—3: 45 to 4:00 EST Mondays, or 

3:15 to 3:30 EST Tuesdays. Both have extraordinary lineups covering more 
than 80°% of the total TV market. Your campaign will extend through 
mid-December covering the Christmas season, the hottest selling season of 


the year for most products. 


A call right now will reserve the segment you prefer. Call John Lanigan 


at ClIrcle 7-8300, Ext. 361. 
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These 491 leading 
advertisers have 
appeared in 
the Post for ten 
years or more: 


Company 


Eastman Kodak Company 
Mennen Company 
Parker Pen Company, The 
Remington Rand, Inc. 
Colgate-Palmolive-Peet Company 
Stanley Works, The 
Williams Company, The J. B. 
Florsheim Shoe Company, The 
General Mills, Inc. 
Goodyear Tire & Rubber 
Company, The 
Radio Corporation of America 
American Safety Razor Corporation 
Cadillac Motor Car Division 
General Motors Corporation 
General Foods Corporation 
Goodrich Company, The B. F. 
Nash- Kelvinator Corporation 
Oldsmobile Division 
General Motors Corporation 
Packard Motor Car Co. 


+ aM 
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Elgin National Watch Co. & Sub. 
adsworth Watch Case Co. 
Quaker Oats Company, The 
Socony-Vacuum Oil Company, Inc. 
Cluett, Peabody & Co., Inc. 
Prudential Insurance Company of 
America 
Swift & Company 
United States Playing Card Co. 
Bristol-Myers Products Division, 
Bristol-Myers Co. 
American Home Products Corporation 
Joseph Dixon Crucible Co. 
(Ticonderoga Pencils Div.) 
General! Electric Company 
Hart Schaffner & Marx 
Stein & Company, A. 
Union Carbide and Carbon 
Corporation 
Chrysler Division, 
Chrysler Corporation 
Hartford Fire Insurance Company 
= oe Accident . 
ndemnity Company an 
a Hartford Live Stock 
lit é » ern ae ae 
~ ’ inneapolis-Honeywe 
é ve that qua y 2 Regulator Company 
. ympro : Procter & Gamble Company, The 
Y Stetson Company, Inc., The John B. 
(Mallory Hat Division) 
Stewart-Warner Corporation 
United States Rubber Company 
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Campbell Soup Company 
Firestone Tire & Rubber Co., The 
Heinz Company, H. J. 
Hudson Motor Car Co. 
Krementz & Company 
Olin Industries, Inc. 
Santa Fe Railway 
Whitman & Son, Inc., Stephen F. 
American Chain & Cable Company, Inc. 
du Pont de Nemours & Company, 
Incorporated, E. |. 
Lorillard Company, P. 
Webster Company, F. S. 
Westclox, Division of 
General Time Corp. 
American Telephone & Telegraph 
Company 
National Lead Company 
Willys Motors, Inc. 
Barrett Division, The 
Allied Chemical & Dye Corporation 
Buick Motor Division 
General Motors Corporation 
Champion Spark Plug Company 
Gillette Safety Razor Company 
Gruen Watch Company, The 
Hammermill Paper Company 
Hotpoint Co., Division of 
General Electric Company 
Merriam Company, G 
Pontiac Motor Division 
General Motors Corporation 
Studebaker Corporation, The 
Texas Company, The 
United States Time Corporation, The 
Westinghouse Electric Corporation 
American Radiator & Standard 
Sanitary Corporation 
American Thermos Bottle Company 
Carter's Ink Company 
Duofold, Inc. 
Johnson & Son, Inc., S. C. 
Reynolds Tobacco Company, R. J. 
Union Pacific Railroad Company 
Waterman Co., L. E. 
Yale & Towne Mfg. Co. 
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American Tobacco Company, The 
Holeproof Hosiery Company 
Lambert Company, The 
(Lambert Pharmacal Company) 
Scott Paper Company 
United Motors Service, Division of 
General Motors Corporation 
Ford Division, 
Ford Motor Company 
Liggett & Myers Tobacco Co. 
Sunbeam Corporation 
Sunkist Growers, Inc 
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“Why, he’s such a phony he’d wear an eyepatch with an Arrow shirt!” 


Taking a Long Look Ahead 


In the feature section of this issue, AA readers will find the third 
in a series of articles by E. B. Weiss, of Grey Advertising Agency, 
discussing cybernetics and automation and their possible impact on 
production, advertising, selling, and retailing. This particular article 
discusses what may happen to advertising as a result of the devel- 
opments in these fields, and the fourth and final article, to appear 
next week, will discuss changes in mass retailing. 

In a sense, this series is “Buck Rogers stuff.” It takes a long look 
ahead, and it suggests changes that sound fantastic; the sort of thing 
that most people read with amusement and a goodly portion of dis- 
belief. “These things may happen some time,” they say to them- 
selves, “but I guess I can let my kids or my grandchildren worry 
about them. They’re not likely to have much effect during my life- 
time.” 

With regard to some of the things Mr, Weiss foresees, this attitude 
may be correct. But it is most definitely not correct as far as much 
of what he says is concerned. It is extremely significant that during 
the past few weeks it has been practically impossible to pick up 
any serious periodical without finding in it a discussion of automation 
and the effects this science may have on all our lives—not some time 
in the hazy future, but next year and the year after. 

Most of us refuse to concede rapid change, because our technological 
knowledge and wisdom have outstripped our mental attitudes. 
Changes come with lightning rapidity in this hectic society of ours, 
but even though our scientists are able to bring them about, our men- 
tal attitude is still one of holding back. The American people, as a 
whole, are far more adaptable to change—and quick change—than 
any people that has ever lived on earth. And yet we tend to lag be- 
hind reality in our thinking. 

This is not a bad thing, really. It is probably good for society that 
the mind holds back, almost unconsciously, from rushing down the 
new paths which technology and science open up for us. But it is 
vital, for marketing people particularly, to condition their reflexes 
to change—constant change, sudden change, rapid change—and the 
kind of thinking that acknowledges that nothing has ever jelled, and 
that the thing we have just hailed as the very latest may, tomorrow, 
already be on its way out. 


What's the Business Outlook? 


We have commented before on the uneasiness which has charac- 
terized business thinking for most of the years since the end of the 
war, and indeed for several years prior to the war’s end. 

There has never been so sustained a period in American history in 
which business has been so generally good and business men have at 
the same time been so worried about the fact that business would 
shortly fall apart at the seams. The easy belief, so common in other 
eras of prosperity, that things could go on like this forever, has been 
noticeably absent, and business men have done some of the most 
direful head-shaking in history in the midst of record sales and 
profits. ; 

This fear that things-as-they-are are too good to be true is not 
a pleasant one; it helps create ulcers on top of the ulcers that were 
there when things were not good. And yet we have our own private 
theory that this concern for what tomorrow may bring has been a 
major factor in keeping the economy on a pleasantly high level of 
activity. 

The very fact that most of the business community has been keep- 
ing its fingers figuratively crossed about business conditions has, in 
our opinion, been one of the most important reasons why business 
has stayed good. When the majority of business men get happy and 
complacent, and feel sure that good business will go on forever—that 
will be the time to start worrying about what is going to happen. 


What They're Saying 


Community Relations Means 
Being a Good Neighbor 

Good community relations, like 
public relations, hang generally on 
the simple business of being a good 
neighbor. What do you do if you 
are a good neighbor? You get ac- 
quainted. You join with your. 
neighbors in projects from which 
both of you will benefit. You help 
him when he is in need or trouble. 
You talk things over with him. You 
find out what he thinks, what he 
wants of you. You explain your | 
ideas and behavior to him, try-| 
ing to make him think you're at 
least as good a fellow as you are. 

It is the same wedding of good 
deeds with communication that is_ 
needed for any good public rela-_ 
tions program. But the wedding | 
is easier to manage On a small 
scale in the local community than 
it is on a national scale. 

The term ‘good deeds” needs a 
little explaining. The first social 
responsibility of any business is, 
of course, to operate honestly and 
fairly. Just as you can’t be a good 
neighbor if you have a noisy, quar- 
relsome household, you can’t have | 
good community relations unless | 
you treat your employes right. 
And you must, of course, offer 
honest values in your products 
and services. 

But good social behavior in 
business extends also into doing 
many extra helpful things that 
make life in a community better. I 
think of a service station operator 
who is liked for helping school 
children across an intersection. I 
think of a New Jersey druggist 
who offered ice cream treats to 
children for all A’s on report cards. 
I think of a business executive who 
gives part of his time as a member 
of the school board. I think of em- 
ployes who in their leisure hours 
are leaders in Boy Scout and other 


youth activities in the community. 
These are “good deeds.” Whether | 
they are done on a small scale or a 
large scale they represent the spir- | 
it of neighborliness that builds| 
good community relations. | 
—Conger Reynolds, p.r. director, 
Standard Oil Co. (Ind.), at the “‘ex- 
plaining Your Business” conferences 
sponsored by the U. S. Chamber and | 
the Tulsa and Kansas City Chambers 
of Commerce. | 


Man's Efficiency Challenged 


What about some of the more) 
|radical ideas we hear mentioned 
from time to time: jet-propelled 


cars, atomic-powered cars, cars 
that convert into airplanes at the) 
flip of a switch? | 
Fantastic? Surely, to us. today. 
But then the very idea of an auto- 
mobile would have been fantastic 
to people a hundred years ago. 
All the seemingly tremendous 


| progress we have made since is in 


fact only a start toward what is 
possible. We can get an under- 
standing of this fact if we consider 
how inefficient we still are in 
utilizing the resources potentially 
available to us. 

For example: the total solar 
energy which falls annually on 
one acre is equal to that of 250,000 
gallons of gasoline. This is equal 
to the present annual consumption 
of 300 cars. 

A good crop of corn plus the 
stalks will fix about 3/10 of one 
per cent of this energy, which 
would be equal to that of 700 
gallons—about enough to run the 
average car for a year. 

So here is a challenge: how 
much more efficient than a corn 


stalk can man make himself? 


—Charles A. Chayne, v.p., General 
Motors Corp., speaking at the Amer- 
ican Club of Paris on Oct. 1. 


The Crepe Hangers 
We've permitted those primari- 
ly obsessed with jitters (those who 


thrive on gluts and who always) 


counsel caution) far too much 
chance to create an epidemic out- 
break of bad business. 

They might easily send us plow 
head-on into another depression. | 
And a funded reserve (private 
enterprise stowing away money 
required to be spent intelligently 
to build products and consumer 
acceptance) could level out our) 
economy. 

Properly established to protect | 
the government, the reserve Sys- | 
tem places the burden for main-| 
taining our economy—for leveling | 
out our peaks and valleys of a. 
free economy—right where it be-| 
longs: on private, free, independ- | 
ent business. 

This is the method in which we. 
will force continued jobs for all 
in industry. 

This is the method by which we 


will increase our drive for produc- | 


tivity and efficiency in distribution 


in all years. 
—J. K. Lasser, New York tax author- 
ity, speaking before the Associated 
Business Publications in San Fran- 
cisco, Sept. 29. 


Advertising Age, 


' own 


October 19, 1953 


Rough Proofs 


| American publishers mailing to 


Latin America say the postal rate 
is being increased 600% Nov. 1. 
Postmaster General Summerfield 


must think there’s as much money 


in selling magazines as Chevrolets. 


“National brands unprofitable 
for retailers, NRDGA’s Burston 
says.” 

Seems as if they just keep ’em 
in stock to help build the traffic. 


Hewitt, Ogilvy, Benson & Math- 
er flatter New Yorker readers of 
their ads by introducing such eso- 
teric words as “ineffable” and 
“doyen” to an audience noted for 
the catholicity of its vocabulary. 


“The big shots in our big cities,” 
says Elon Borton, “get the head- 
lines and the large salary checks.” 

And sometimes also the ulcers 
and the coronaries. 


“The ladies, bless ’em, now own 
70% of the nation’s private wealth, 
and they spend 85¢ of every Amer- 
ican dollar,” says NBC Spot Sales. 

And the ladies, bless ’em, are a 
lot easier to sell than the men. 


Jack Webb and “Dragnet” are 
repeating earlier episodes for ad- 
vertisers under the name of “Badge 
714,” much to the confusion of 
everybody except the agencies, ac- 
counts and stations directly con- 
cerned. 

* 


British Conservatives have re- 
affirmed their desire for compe- 
titive, commercial television, and 
now all they have to do is to per- 
suade BBC to move over. 


Nancy Ann Miller, chosen as 
Miss Specs Appeal for 1953 in a 
Bausch & Lomb contest, is so de- 
lectable that you will be excused 
for thinking of her in somewhat 
similar but even more flattering 
terms. 

e 


What is sometimes referred to 
poetically as Cupid’s darts is brok- 
en down by Dell Modern Group’s 
annual beauty survey into 61 prod- 
uct groups classified under eight 
general headings. 


* 
Fayette R. Plumb Inc., which 
promotes the idea, “Give hand 


tools for year-round pleasure,” 
doesn’t include a note of caution 
under some suggestion such as, 
“The thumb you save may be your 


” 


An agency help-wanted ad en- 
thuses over a copywriter who 
“has milked cows, plowed the land, 
sweated out the harvest.” 

About those cows, now—do you 
insist on someone who has milked 


‘by hand, or just operated the ma- 


chines? 
* 


The appointment of Robert E. 
,Lee, an ex-FBI man, to the FCC 
is not regarded in the trade as 
having anything whatever to do 
| with the battles now raging for the 
‘more desirable tv channels. 


| Copy Cus. 


a 


SO tes se Ree iinee:? ae eee oo SEONG ae apts oad Bot Seige Sn Rate, ae ae ne at ee a ee 3s eae eae 2 on” ease sc AEP aR OE or Sled PaaS a denser a edie Via en Tis Site ae Bet Se = a asin << Ne Re De eee el aie bite > 5 ae “rug Ota UR a) lala os ie a in eee ine es Me ee 
SRR T Ree Gc PRS ae See Nae i i eb ler eet higes tote’ hs ee he eee ee eee er % Ele) Gites coma OOF Peeters fis ae) 5 ore et a Tae SN CRGE DEAS NOON Pie Rg Petter hy Seman. Ye ued RSS) ce i ai One aa CG oc ieee ir 2 Tega Reagan “ASRS as i aa 
Stine etre ies: cist SMe ae Sh oo aaa SAG hs ay el Bee eg ne Te tery Bele OL se aly nd ik ae RRNA Fe Ne ete a eee DS MM ERY Sg ittict Vieih eS Oke Rew pe heaping 2) SIG Ue ee te ae Riga ee Fh ice ee oie Vrs ote Aide ae . ree aden, eae Reet Ne da) 
a ate ay mete, cine MO A = kL seinen jis ed 4 Fe shle pet Be ae a sere F sy ARs oa RS ey. ca Seah Fae ak § Si A he ek ag lesion, At ig hee MAUR. @ penhaay cere oh eS i TR ca fee ce 2 eee eae oa at Al a i iy eng “aaa Tan as or ate hehe ee ee in | 
WON Rome ene 6 8 2, NEM RG LE a a See we ee ee MER ae See gah i? aaa tS Maal Sek Y eee eae esy tae) ata esc eine a rs os aaa ha eS Bie eee Hens Oe ie 8 arate sega eX Gaye Ree soa iter EP ee a 
Pio ee ee Bae. ne NEE Rett ter ted pms hes ae. eit eau. ae liad aye a ie Pat ae tian ESN es 52 Las ASR 4 ha eee a AS) ae ; qeere es Cn dae ae oe ag idee Vere ce 
j xe Pe = ‘ape ee ae Bre ater epee : : ay Naar dB u lS 5 Pl opr eens Saker PT sie las erin se stata ae? ae SS Pe ee a eects ogee : Ree os es ‘ ‘ ee ron Mors) 
re oted oS femgeer ene = ‘ SN ns Sac aerate ‘ Regrets Ce ae ae ieee : dion ck ge 1 > 2? rae iin & Came Bi 
ew a ae “ i Pges os Etta ; i oi a Pee Series 8k eo ep a to c F ‘ Ree hp ees YE a ee: ee a rs 5 2: E Se ar eS ee tae PRE SR Cee ae ee ee ee ye ee 
oe es Bevan a es Ae PPAR a aR ad a ee Mele Ce Oe ES lgemn Mah “Sr Lu. SS eats! Pe nei y, Soe ae Ra age eee eerie Seri ei ee er OO le ie RY See ees 
4s 8, ee Shel Aaa a atm ilk A chil ks AM Be ioe he eee eee re ef z ri #3 Wide irae i Cy ae sist é ; : . : | . | 
RA. rng eee AS aN ‘ ‘ i : * : | : 
ern hae : 3 : : - 
S | ie: ii nay 2 _—— 
ee __ = < 
i 
er eee ’ 
| | 
| a Gladys the beautiful receptionist tL | 
; ; z 
erin hee as ; | GARE ae Re aoe > eee - } die eee 
Within 1 pa oes -. 
wee co Re) eee: ; ae oe a 
ate 3) eee a is a eo - ial sais é 
, oa Se 84a se 5. ae | 
Sos ee a ee ee ; ee oe ee a: 
pe = eee ee ee ee a.) ous 
— 5 <2 ac i Gee fe eS Mees 
ae re a RS ee a ef a i ia 
; Se ee eee ee} : oe ‘ae ee 
a9 mae. are 3 = ge ee eck ? 1a a i | 
: ii 4 Pe SES. Vier Sa ee Sek 82 
a he . hea ee oe re Mm ~d ge 
age OnE Be aha bec ae a fa | 
F . eae 4 ee ee ae Pay" ” : eS ie e 
ag ee A . w ae F cama | oem mngnana . 
(TO es: Fle ot Ss i, ee eee gt aie @ Y Nets 
wor Kg Mes foe, 3 Ze a io : 7 
‘, — ao a o _ wa eS 
7 ¥ ae ie ain. > - a ra ij 
® — iawn he ad oe a a 
eee ai Coe st Beas oe a’. a 
” a ' a he sade ps Nien > ~' aie ‘ 
ee baat Be ie: priced Pigete ca ad : = is 
| ae & eee re ‘asceeiae at : 
. pale eer va Paes § Se tg Pee Me ee, OMe 
ee i Se ee oe Eh ae 
, ae ° eee Re sR 
Mo, i es is Make. og ee BO | 
ss 3 i aa ras j “eS Se | ae es 
fe ye ee Bal erty: Sika Leia coe ean Sey ee Be Gat cs E 
Pubee, fed pate 7 Rapa eee: ESS ste ie td ee a 
a or ie i oe ‘ LS Ste as ae " “3 + i oy 
Pers A Sa: hee Ay a ae 3 RESO e 
a eas I iid 9 a Pr Sea aa ee 
Fut Nee ee ee ee ae wees \\; aes & 
a8 eee ch, SAS” Coca , ’ “ Heat a aanemeees 
ae) - 4 oe Bi SoS asa 6. j é = eee a oe a, Sep gee eer | 
: ep Bons sce Be a SE ee tee: Oa! 
ey ple Z Pilg re ee | Gai. ® ie Sc OR ca ie Je au 
on phage Wabi nas. ae, atime. aS: phy... Spgetpimlln a aia REE, Se Me aii ga 
hoe Sy a. ae pe, Seedeee Ss ee | 
eee Ue ati ee i he ie ae pee Re. a es 
i . fb aatet ee , ep) Reece coe ee 7 a es 
oe lees ac mer MMR eI, a a = ieee te ae eee es 
oan aes ; ade ee ae ine ESSE ten eee } 
rol SS die tae SF, ele ee — ESS Se eee ne ee eee . 4 
Pike Bie tM 2 Ege toed Prieetact eae 2% eee i BSS hie ae Sd 
oD ss. ear - ea a Whew! rope ee eee & pais ce eA ee edn ts heme prinnge ye amy ts Th Pa j 
Se E ae Hog late Per: Lip Coe ee Sagat TDS oa eas ey eae te Re ae eg sn 
see DES, Sel ge! one = is : Sree . may | 
ace ; ; : ‘ 
ree | 
ag ig ' 
oe + 
ae 
Sia ‘ : 
ma 
ind 
y | 
i 
i thee Be 
| 
“ees > 
ge 
mee 
Behe: 
bg ? = 
pee 
ian 
5 P 
ree. 
ees 
rf ts j 
Fel 
ate 
Ne 
see | 
Cae: 
Mee | 
Bis 
iglett 
nahere 
bras 
rome | 
oe 
. Bec 
ae | | 
es 
Be * 
rare | 
re | 
ies | 
on | 
tes, j 
gS 
a ' FO 
| Pe 
Pas | 
aah 
eels | 
' ; - 
a eee 
= ti. ; | 
Toa | 
; | 
at 
ites 
iis 
a it | 
es 
] | 
oe | 
| " 
He | 7 
ae 
: | 
i po 
ee 
9 
Aaglts 
say . | 
ms ee 
tye 
sige a 
nig ee Fe cine oe eee Ree ae. & rma ec * < SaaS oe PAO pag PRE ey, Paya eee ae ee Oh Be as ae caylet Eh ata Behe pea a : FR aS ERAT ROS, Sia as | coe ak ae al 
Lt SNE pte 5 f aay raw biel tS ae! a ec j Z ; Via we 3 ee a ty a. 7 at eke ae Riek ‘ ee roo aes cae Yate aes ve ihe 4 0 Po Daher ae Liga ee Se as he ee, i | > ee 2 ty eae By BRIA eg WER gg Oe oO ga 
Yc: ghee ate ae ROP ts. SMe Ee ER Gee eT Raa ta um eees 2a A NE CI Te oper tay Gi Tet Sheen dite cs Stet MME OD Ty he cape aensts Geniene Ri ge we has Pe Be etc oh MR SER ot Naan AM MA a AC AON al Cte Wien ALL AS Ste Gedy 
Cae Pee e P 7 f We Ate a oP eee em 4 se TS ai ee lay at AN a wt Sy NG ae cP ‘ eel - 3 : ne Fe et : : : wae es sah ah 3 ir 
ve AA: en = 5+" : Co ae! ue ‘ ( Zs Ps - nie hae at a or EPL hh ee Oo ap bt sb? ees | TA. Bae nae ge epee M2 im gee gare Re Ey i oF f “f : pices a Ee ie ibe Ne 


CLINCHES THE CASE FOR YOUR AD 


DELAWARE VALLEY, U.¢.A. 


THE GREATER PHILADELPHIA MARKET 


philadelp 


ss 


FACTOR 


Ps 


Capacity and potential for 
dynamic expansion 


hia are, 
4 billion dollars 


over 
yearly 


mn , 


sion 


BUDGET IN 


«* 


3 billion dollars worth of industrial 


expansion puts big money into the 


FP idee aganrcantt et 
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pockets of 1% million Delaware 
Valley families. Big sales follow 
automatically in today’s prosperous 
Valley. Tomorrow ...even more sales 
at less cost per sale, thanks to 
the “5th Dimension’ — the growth 
factor. Leading Valley growth and 
growing with the Valley, THE 
PHILADELPHIA INQUIRER boosts 


the sales-value of your ad budget. 
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DELAWARE VALLEY, 
The Philadelphia Inquirer 
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is the first newspaper! ~ 


Che Philadelphia Mnguirer 


The Voice of Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 
NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murroy Hill 2-5838 


CHICAGO 
EDWARD J. LYNCH 
20 N. Wacker Drive 

Andover 3-6270 


DETROIT 
GEORGE S. DIX 
Penobscot Bidg. 

Woodward 5-7260 


West Coast Representatives: 
SAN FRANCISCO 
FITZPATRICK & CHAMBERLIN 
155 Montgomery St. 
Garfield 1-7946 


LOS ANGELES 
FITZPATRICK & CHAMBERLIN 
1127 Wilshire Boulevard 
Michigon 0259 
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tee Big Sections 
One Great 


Magazine! 


SBuNLOIA 


PICTURE SECTION—The best in 
pictures of newsworthy, dramatic, 
curious and amusing goings-on all over 
the world—eloquent pictures presented 
singly and in sequence that intensify 
reader interest and increase the 

power of advertising. 
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FEATURE SECTION—Lively, 
stimulating articles on recreation, art, 
science and other subjects which reflect 
the various facets of modern living; 
real life stories and fiction with 
strong local and regional appeal that 
pays off for advertisers. 
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FAMILY LIVING SECTION— 
Attractively presented ideas on fuller 
enjoyment of home life—cooking, 
hobbies, home decorating, gardening, 
home entertainment—provide a natural 
setting for advertising on the day 
when family discussions shape 

buying decisions. 
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| Tribu 


Keyed to 
the pattern of 
Sunday 
living! 


Sunday living is different. 

As the day of relaxation, 
leisurely activity and family 
decision-making, Sunday is the 
day of broader interests, 
greater individuality and 
different reading appetites. 
Editorially designed for 
modern Sunday living, the new 
Chicago Tribune Magazine 
provides a new degree of 
Sunday reading satisfaction. 


People have a more intense 
interest in things with which 
they can identify themselves. 

When they read the new 
Chicago Tribune Magazine, 
they read about 

appealing situations that they 


Edited for 
preaing Season | participation 
readers! 


The largest single audience in the multibillion dollar midwest market! 


VOICING the wider scope of today’s interests and edited with 
an intimate understanding of today’s mode of Sunday living in 
the midwest, the new Chicago Tribune Magazine Ke adver- 
tisers a new depth of penetration in this rich market. 

In addition to its own powerful appeal, the new Magazine 
draws strength from the dominant position of reader preference 
held by the Sunday Tribune itself. This market-wide preference 
has earned for the Sunday Tribune an audience of 1,500,000 
families and made it the midwest’s most powerful advertising 
medium. 

Your advertising in the Chicago Tribune Magazine reaches 

64% of all the families in Chicago. It reaches 48% of all those 
living in 840 cities and towns of 1,000 or more population. In 
no other medium can you penetrate so deeply all levels of mid- 
J west buying power. In no other can you make a more effective 
; drive for volume sales and a strong consumer franchise for your 
N= brand. 

uller You can use monotone or color rotogravure in the Chicago 
cing, Tribune Magazine at rates lower than those of any leading mag- 
azine or Chicago Sunday supplement. For only 14 cents per fam- 
ily, you can buy a full page in color every week for an entire 
year. Why not ask a Tribune representative to show you what 
this new selling force can do for your sales in 1954? Get in touch 

with him today. 


In tune 
with social 
and economic 
changes! 


Today's broader distribution 
of income has brought about a 
new way of life for millions. 
New pressures and new desires 
have shaped important 
changes in reading tastes. And 
these changed conditions are 
basic ingredients in the 
editorial formula of the new 
Chicago Tribune Magazine. 


The closer an event is to home, 
the more interesting it is. 
While the new Chicago 
Tribune Magazine is world- 
wide in scope, its pictures, 
articles and features are 
selected for their midwest 
significance and appeal to 
midwest readers. 


Midwest 
in appeal 
and 
character! 


Chicago Tribune 


ADVERTISING SALES REPRESENTATIVES 


New York City 
E. P. Struhsacker 
220 E. 42nd St. 
MUrray Hill 2-3033 


Chicago 

A. W. Dreier 

1333 Tribune Tower 
SUperior 7-0100 


Detroit 

W. E. Bates 
Penobscot Bidg. 

W Oodward 2-8422 


Los Angeles 
Fitzpatrick & Chamberlin 
1127 Wilshire Bivd, 
Michigan 0259 


San Francisco 
Fitzpatrick & Chamberlin 
155 Montgomery St. 
GArfield 1-7946 


MEMBER. FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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and 
Stop Motion 


AT LOWEST PRICE 
IN TV HISTORY | 


FILMACK STUDIOS 1323 SOUTH WABASH AVE., CHICAGO 


Newhoft, Blumberg Merge 

Theodore A. Newhoff Adver- 
tising Agency and Frank L. Blum- 
| berg Advertising Agency, Bal- 
timore, have merged operations. 
The new agency is known as 
Newhoff-Blumberg Advertising 
Agency, with offices at 529 N. 
Charles St. 


Los Angeles Agency sete 


Audience Tested Advertis 
Los Angeles, has moved to 1150 * 
Beverly Dr. Audience Tested Pro- 
ductions, film making subsidiary 
of the agency, has moved to the 
same address. 


‘Stearns Leaves FC&B 
Farmer's Bank Names Doremus __ Hal Stearns, space buyer in the 

Farmer’s Bank of the State of New York office of Foote, Cone & 
Delaware has named Doremus-| Belding, has resigned. Mr. Stearns’ 
Eshleman Co., Philadelphia, to future plans have not been an- 
handle its advertising. ‘nounced. 


WE HAVE DONE EVERYTHING WE 
COULD TO MAKE BOYS’ LIFE AN 
ATTRACTIVE ADVERTISING BUY 


I. two years time we have built the net paid circulation to 
850,000. We expanded and improved the magazine by revising its 
format, using color more effectively, adding such editorial bonuses 
as a 12 page color comic section, and new and better features and 
stories. 


We worked our page cost per thousand down to $3.76 and will 
continue that trend when we go to 1,000,000 net paid (1954). 


Two years ago we started a long-range research program to develop 
a sound foundation of market and media facts on which to base 
our promotion to you. 


We have done all this because we firmly believe that boys are 

a rich and promising market for present sales and future brand 
loyalties. And, of course, we also take pleasure in publishing a 
magazine with the notable distinction of being cherished by its 
readers and warmly accepted and recommended by everyone else. 


Finally, we wish to thank our advertisers for their quick recognition 
of our market. January to August 1951 had accumulated 79,617 
lines of advertising. The same period in 1952 registered 

97,839 lines. Now in 1953, the figure is 112,837. 


When such names as Nestlé, Post, Swift, Pepsi-Cola, Association 
of American Railroads, Mars and Dole join us, as they 
did this year, we know we have registered. 


We honestly feel both proud and confident because we’re 100% 
sold on our book and that makes it easier to sell you. 


td * 
Boys’ Life ror au soys 


published by the Boy Scouts of America 


2 PARK AVENUE, NEW YORK 16, N. Y. 

9 WEST WASHINGTON STREET, CHICAGO 2, ILL. 
80 BOYLSTON STREET, BOSTON 16, MASS. 

2412 W. SEVENTH ST., LOS ANGEZ‘ES 5, CALIF. 
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Seattle BBB Lauds 
Auto Dealer's Ad 


SEATTLE, Oct. 13—“This is proba- 
bly the year’s worst automobile ad 


—but we think it makes sense,” 
Stan Sayres Inc., Plymouth-Chrys- 


ler dealer, headlined a five-column 
two-color advertisement the other 
day. Among those who thought it 
made sense was Frank J. Zeorlin, 
manager of the Better Business 
Standards Assn., the local affiliate 
of the Assn. of Better Business 
Bureaus, who complimented Mr. 
Sayres on it. 

The Sayres’ ad showed a border 
with claims like those of many an 
automobile dealer today, such as 
“Set your own allowance,” “Su- 
per-Colossal Allowances,” ‘Name 
your own terms,” and “Cash for 
you and a new car too!!” Then in 
red ink these ads and claims were 
crossed out. 


@ The copy continued: 

“So we will drop our reputed 
conservatism and admit there are 
more new cars available than 
eager buyers (‘we can get an 
extra carload, or a trainload’)... 
acknowledge that we like others 
have new models coming... aban- 
don for now our long cherished 
idea that we are in business to 
make a profit ...see if the Seattle 
public wants to buy some Chrys- 
lers and Plymouths (new cars and 
house cars) at real bargain sav- 
ings (from $200 to $800 savings 
for you!)” 

The copy promised not to “cam- 
ouflage the deal with fantastic 
finance terms that penalize you 
with excessive charges and insur- 
ance costs” or “hide this program 
behind a lot of confusing words.” 

In response to this plain talking 
Mr. Zeorlin wrote Stan Sayres 
(also owner of the Slo-Mo-Shun 
speed boats): “Thanks a million 
for what you have done. It should 
cause certain automobile dealers 
to stop, look and listen before they 
write the next wild ad.” 

“Local bureaus,” he pointed out, 
“have been struggling to hold up 
the standard of advertising prac- 
tices in the automobile field, but 
present conditions have made it an 
exceedingly tough job and one dif- 
ficult to accomplish. It will be my 
pleasure to forward your ad to the 
National Better Business Bureau.” 

Honig-Cooper Co. here is the 
Sayres agency. 


Heitkamp Elected President 


Frederick B. Heitkamp, form- 
erly executive v.p. of Daystrom 
Inc., Elizabeth, N. J., has been 
elected president of United Wall- 
paper Inc., Chicago. Daystrom is 
the parent company of United 
Wallpaper. 


GENUINE 
SLOSSY 
PHOTOS 
ia Quautities 


SELL BETTER: 


Sherp, clear, : . 
crisp! Prompt ; — 
Delivery! eh  R 


where required. 
additional (each subsect) 


PHOTOMATIC co. 


53-59 E. Illinois $t., Chicago 11, Illinois 
Phone: WH iteholl 4-2930 
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HARD SELLING MANUFACTURERS 
USE HARD HITTING CAMPAIGNS IN 


RETAILING DAILY 


MANUFACTURER 


CAMPAIGN 


Ce ot the Pech Phe 


_— 
- “ese + mie 


Retailing 


AGENCY Som Seseets  Leqsed Depth. Steady Order Writing 
in ~y At Chicago Gift Shows 


— 


| 
| PRODUCTS 


COLONY FURNITURE CO. Furniture 34 ADS . . . with much of the space being used during Ernest William 
major trade events . . . as many as 10 teaser ads and a Greenfield, Inc. 
double-spread in one issue. 
ENGLANDER CO. | Bedding | 26 FULL PAGES on Retailing’s “premium-position” back Leo Burnett Co., Inc.| | pa 
| page. 


GENERAL ELECTRIC CO. 


B. F. GOODRICH CO. 
(KOROSEAL DIV.) 


HARDWICK & MAGEE 


i 


{ 1 
Radio & TV, | A MINIMUM OF 150 ADS . . . including 81 full pages, 3 
_ Major Appliances, | double-spreads, 1 4-page color insert and 65 smaller-size 
"Electric House- | ads. 

_ wares, Table Tops’ 


Benton & Bowles, Inc. 
(for Textolite); 


Maxon, Inc. (for Radio-TV); 
Young & Rubicam, Inc. (for G. E. 
Appliances and Electric Housewares) 


a oo —a 


Plastic Fabrics 52 FULL PAGES throughout the year, with the heaviest 


| concentration of ads at key selling periods. 


+ 


Griswold-Eshleman, Co 


+ 
| Floor Coverings (24 BIG-SPACE ADS on the first page of Retailing’s Floor 
| | Coverings section PLUS 7 full pages for special supple- 


|Ments and trade events. 


Ernest William Greenfield, Inc. 


OTPOINT, INC. 


| 
Major Appliances | 26 FULL PAGES on Retailing’s “premium-position” back page 
PLUS a minimum of 5 full pages and 3 double-spreads 
for trade events and special supplements. 


ee 


J. R. Pershall Co 


PUBLICATION IN THE HOME GOODS FIELD! 


THE ONLY DAILY NEWSPAPER OF THE HOME GOODS INDUSTRIES 


A FAIRCHILD PUBLICATION + 7 EAST 12TH STREET, NEW YORK 3, N. Y. 
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HIRE HOPPY - 


THEN HOLD ONTO YOUR HAT! 


26 brand-new half-hour films 
are now available for you! 


“Kid stuff” they called it when Hopalong sat 
down to play on NBC TV. 


Today, 46% of his audience is adult and 
there’s hardly an advertiser, a viewer or a man 
in the street who hasn’t felt his influence, 
doesn’t know his face. 


Why ? Because Hopalong Cassidy is one of a 
handful of truly great salesmen in America 
today. He has moved mountains of merchan- 
dise for an impressive group of sponsors. It’s 
no unusual feat for him to produce record sales 
—such as the 200% increase he pulled out of 
his hat for Nehi beverages. 


NBC FILM DIVISION now offers you this 
million-dollar opportunity—wrapped up in a 
new package of 26 half-hour films. 


Here’s why Hoppy is any local or regional 
sponsor’s best proven investment: 


1. In 12 out of 14 ARB markets this Au- 
gust, he got the highest rating of all shows 
in his time period (exceeded only by Chi- 
cago baseball, Los Angeles boxing). 


2. In share of audience here’s the box 
score: New York, a 7-station market, 66% ; 
Detroit, 53% ; Cleveland, 79% ; San Fran- 


cisco, 51%. In Boston he outpulled compe- 
tition more than 6 to 1. 


3. Average viewers per set is a high at 2.6! 


Hire this great salesman — at a local market 
price. Call or wire NBC FILM DIVISION today! 


~ & * 


With “Hopalong Cassidy,” NBC FILM DIVI- 
SION again proves its leadership and stature 
in Syndicated TV. It has one basic commodity : 
the finest show you can buy on film—from quar- 
ter and half-hour series to brand new feature 
pictures. For top production, you can depend on 
NBC FILM DIVISION —and be assured of: 


1. Widest choice of high-rating hits in the industry. 


2. Million-dollar production for exclusive local 
sponsorship at local budget prices. 


3. Market-tested advertising, promotion, publicity, 
exploitation and merchandising as an integral 
NBC FILM DIVISION service. 


OTHER HIGH-RATING NBC FILM DIVISION SHOWS: 
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Harcourt Joins ‘Judge’ 

William H. Harcourt, formerly 
with Gourmet, has joined the ad- 
vertising department of Judge 
Magazine, New York. 


Philco International Moves 

Philco International Corp. has 
transferred its sales and adver- 
tising departments from New York 
to Philadelphia. 


a 
SIGHS OF LONG LIFE* 
FOR QUANTITY BUYERS 
THE ARTKRAFT* SIGN CO. 


. Division of 
Arthraft Corperation 
900 Kibby St., Lima, Obie, U.S.A. 
"Trademarks Reg. U.S. Pet. Of. 


Stewart-Warner Backs Swayze 
Stewart-Warner Corp., Chicago, 


will sponsor John Cameron 
Swayze, news commentator, on the 
NEC radio network, 9:30-9:35 p.m. 
EST, on Tuesdays, Thursdays and 
Fridays, starting Oct. 20. Com 
mercials will promote Alemiie lub- 
ricants. The contract for the fuil 
radio network was signed for 52 
weeks through MacFarland, Ave- 
yard & Co., Chicago. 


‘Catalog’ Increases Rates 


‘can Society of Mechanical Engi- 


neers, New York, will increase its | 
rates. A page will cost $495; two. 


pages, $750, and _ three 


$1,000. 


pages, 


‘LIBEL 
SLANDER 
HAZARD: 


ADVERTISERS © AGENCIES e CLIENTS 

are all exposed daily to claims for LIBEL, 

SLANDER, Invasion of Privacy, Viola- 

tion of copyright. 

INSURE THIS HAZARD! 

Our unique policy is adequate and 

amazingly inexpensive. Experience 
proves — it's smart to be protected. 


WRITE FOR DETAILS 


-AND RATES 


EMPLOYERS — 
REINSURANCE 


CORPORATION 


. ‘ 
Insurance Fechange.. 
Kansas City Mo, 


The 1955 edition of Mechanica! , 
|Catalog, published by the Ameri-. 
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SIGN ON—Caught in the act of signing on the Arthur Murray Dance Party over 
the NBC-TV network was James Hirschfield, president and general manager of Con- 
solidated Royal Chemical Corp., which will feature Liquinet and Krank shave 
cream on the weekly show. Standing, left to right, are Leonard Lavin, Consolidated 
sales manager; Nathan Hirschfield, treasurer of the company; Joe Sample, Dancer- 
Fitzgerald-Sample, and Edward R. Hitz, central division sales munager for NBC. 


Advertising Aye, October 19, 


Windstorm insurance covers this risk... 


Dp 
a 


cs 


but only REILLY gives you ‘reproduction’ assurance 


that protects your advertising dollars . 2 


Tornadoes can cause 


untold damage. That's why 


there's windstorm insurance. Crushed dots on a 
printing plate can cause untold damage to an 
advertised product. That's why there's “reproduc- 
tion” assurance in the form of Reillytypes. 


With Reillytypes (identical duplicates of original 
engravings) you're assured of faithful reproduc- 
tion right down to the most minute detail. And 
with Reillytypes, you'll save up to 75% in full 
color work over other methods of reproduction. 


This form of Reilly “ 


reproduction” assurance en- 


ables today’s advertisers to get full value from 
their advertising dollars. 


YOU CAN REALLY RELY ON Reill 


HOW REILLYTYPES 
ASSURE THE BEST REPRODUCTION 


@ Skilled engravers painstakingly inspect each 
engraving for defects before molding. 

@ Exclusive Vinylite molding process guarantees 
full dot depth retention, soft edges and deli- 
cate vignettes. 

@ Unique check-control system incorporates 
teams of skilled craftsmen working with spe- 
cialized equipment to cover every phase of 
production. 

@ Streamlined production and service methods 
assure prompt delivery and careful handling. 


Y ELECTROTYPE 


NEW YORK 


Other Divisions of Electrographic Corporation: American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; Lake Shore Electrotype, 
Chicago; Michigan Electrotype, Detroit; New Haven Electrotype, New Hoven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta. 
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Federal Judge Says 
TV Film Deletions 
May Be Damaging 


| PHILADELPHIA, Oct. 13—A fed- 
-eral judge here has warned that 
deletions from old film:; by televi- 
sion producers which may damage 
/a person’s reputation can be the 
/worst form of deception. 

Judge George A. Welsh of U.S. 
district court made this statement 
at the beginning of a trial brought 
/by Al Ettore, former heavyweight 
|boxer, charging that televised 
‘movies of his fight with Joe Louis 
'in 1936 held him up to ridicule. 

Defendants in the case, which is 
_ being heard by a jury, are the 
| Philco Television Broadcasting 
|Corp., formerly operator of WPTZ 
/here, and the Chesebrough Mfg. 
'Co., New York, sponsor of the 
show. 


® Movies of the fight, in which 
Louis knocked out Ettore in the 
fifth round, were telecast in De- 
cember 1949 and 1950, but the 
film showed only four rounds. The 
third round was deleted. 

When the suit was first filed in 
1951, Mr. Ettore claimed his per- 
formance in the third round was 
far superior to his opponent’s. He 
is asking $200,000. The jury was 
shown the sound films in their 
original form and in the deleted 
form. Mr. Ettore admitted he had 
sold radio and motion picture 
rights to the bout, but “never heard 
of television at that time.” He in- 
sisted he won the third round, but 
the other rounds were even. The 
fight was stopped in the fifth. 

“I know how good I was at the 
fight,” he said, “but the way 
they showed it on television made 
me look like a bum.” 


s Judge Welsh’s statement fol- 
lowed an argument among cou- 
sel about tne admissadility of 
evidence. 

“There is more to this case than 
Mr. Ettore’s effort for monetary 
recovery,” the judge said. “It may 
well develop how far this new 
agency, television, can go in its 
deletions from pictures and 
speeches. Deletions if improperly 
practiced can be the worst torm 
of deception, and if a loser was 
portrayed showing omy the cases 
ne lost, it would make him look 
tike 30¢.” 


Young St. Louis Admen Elect 

Ted Pepple, Magic Chef Inc., has 
oeen elected president of the St. 
Louis Junior Advertising Club. 
Other officers elected are Bob La- 
Blaine, Acme Paper Co., Ist v.p.; 
Bob Ebinger, Beacon Paper Co., 
2nd v.p.; Howard Trimpe, Te-Co 
Inc., 3rd v.p.; Angelo Constantin, 
St. Louis Globe-Democrat, 4th v.p.; 
Jerry Smith, Reprotype Inc., sec- 
retary, and Jeff Coie, Aloe Scien- 
ific, Wweasurer. 


Motorola Publication Bows 


| Motorola Inc., Chicago, this 
‘month introduces an_ external 
|house organ, “Crest,’’ with an in- 
litial circulation of 450,000. Sub- 
‘scriptions are sent to customers 
and prospective buyers with the 
compliments of their local radio 
and television dealers. It is printed 
in four colors in a pocket-size for- 
mat and is produced by Brown & 
Bigelow Co., St. Paul. 


Buys ‘Journal,’ Nevada, la. 

The Journal, Nevada, la., has 
| been sold to Donald Hall and Dean 
and Marjorie Carey, all of Sara- 
nac, N. Y. Mr. Hall will be general 
manager of the paper. The paper 
was sold by Clayton Hanson, who 
has been editor since 1945, and 2 
group of eight stockholders, most 
of whom were employes ef the 
paper. 


Graham Gets Agency Post 
David B. Graham, formerly as- 
sociate editor of “Ross Reports on 
Television,” has joined the TV 
|}commercial department of Dan- 


| cer-Fitzgerald-Sample, New York. 
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@ Market conditions in the building industry are changing... 
and sales and advertising patterns, successful from 1946 
through 1952 will not work in 1954. With production exceed- 
ing demand in most product categories . . . the building picture 
today must be appraised in total. Advertising plans for 1954 
must sight the whole target: 


(1) new residential building; 
(2) light commercial and industrial building; 


(3) farm building — 
and 
(4) the vast remodeling and repair business 


that accounts for 42% of the light con- 
struction market. 


PB means Buying Power! 


That’s why PRACTICAL BUILDER with its large builder 
circulation, éxposing advertisers to every facet of 
Builder Buying Power has been so far ahead of other 
builder magazines in advertising gains in 1953. But 
that’s not the only reason . . . PRACTICAL BUILDER 
also provides the greatest advertising read- 
ership, as proved by its results for adver- r 
tisers ., . and all this at the lowest cost, 
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, Practical _ 
Builder 


Blue Book of the Light Construction Industry 
5 South Wabash Avenue «+ Chicago 3, Illinois 
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Well-laid plans: Careful tie-up of advertising and sales promotion is typical of the 
R. T. French Company. Shown here in conference at Rochester are officials of French’s and of 
Atlantis Sales Corporation, French’s associate selling company. (Left to right) Charles R. Young, 
Sales Promotion Manager, Atlantis; Wright H. Prickett, Jr., Assistant General Sales Manager, 
Atlantis; W. R. Knott, President, Atlantis; O. L. Westgate, Vice President, Atlantis, and Ad- 
vertising Manager, French’s; J. D. Cockcroft, President, The R. T. French Company; W. W. 
VanMeter, General Sales Manager, Atlantis; O.C. Rowntree, Assistant to the President, French’s. 


Well-tested product: Strict laboratory con- 
trols have helped to make French’s the largest-selling 
mustard in the world. And thorough panel-testing 
of recipes constantly widens its uses. Housewives all 
over America request nearly half a million French’s 
recipe books every year. 


Never underestimate the power of a woman! 
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How the R. T. French Company made mustard a grocery 
list “must’”...credits Ladies’ Home Journal with major role 


More than three generations ago, the R. T. French Company 
of 1 Mustard Street, Rochester, N. Y., started out in the 
spice and condiment business. 


Prepared mustard was then hotter than fire and a 
glacially slow seller. 


But when Francis and George French developed 

French’s Cream Salad Mustard, they knew they had a product 
with real volume potential. Here was a mustard of 

creamy texture and milder but full-flavored taste... 

a welcome addition to a variety of favorite dishes, 

and a natural complement to the fast-growing “Shot dog”’. 


‘“‘We began national magazine advertising on 


Good merchandising: First in the field to 
‘ dress up the jar and abandon the old-time carton, 
- French’s was first, too, to give the jar a recessed 
bottom for easy stacking. Promotion spotlight, al- 
ways on Mustard, is shared from time to time by 
Worcestershire Sauce, quality spices and condiments, 

and other food products. 


LADIES’ HOME 


A Curtis Publication 


ag oe 


French’s Mustard in 1923,”’ says O. L. Westgate, French’s 
Advertising Manager. ‘“The schedule that year included 
two half-pages and two one-quarter pages in LADIES’ Home 
JOURNAL. It was a small start, but sales began to climb 
almost immediately. Each year thereafter as sales increased, 
magazine advertising was increased proportionately. 


“Today,” Mr. Westgate says, ‘‘after 30 years of adherence 
to this policy, our advertising expenditure in 

national magazines is greater than the total sales of 
French’s Mustard when we started magazine 

advertising. During all this time we have 

always considered LapIESs’ HoME JOURNAL an 
indispensable member of the team.”’ 


Continuous advertising: “Pick a good magazine and stick with it” has been French’s 
advertising motto. Now, more than ever, with Ladies’ Home Journal leading every other magazine 
that carries advertising, in newsstand sales and circulation gains*, this experienced advertiser 
turns to the Journal to produce yearly sales increases. 


*Almost half a million gain in the last year, biggest of any magazine for 
that period. Over 5 million monthly average for first six months of 1953. 


Bonk ee re ae 2 ie ceca en Ge rhe gene ty ee PY Ae Wie es eg oe & WIN Uh & ea eee ) Se RR eee a Ser aF RCs 5 Cie Sine) ae Ee oe Ped ete he ees” oS 07k, thee Ce od Me ee ate ee - _—. 1 O8 | a ee fe ee” ed 
Ae ge hele RR cP) aaa eat Panes oY « £5 Seana pe ast eve ae as ae OF ap Mae : eee Bade” 7 ee as ee ey 4 es. Re iain: a § seat Sanam css ie PE cine WERE Wil pal oar, et ys Be he a aS E58 a 
eS aes TNE Sa pas ee: Re ress | eee. es Ds Seon ee kg eee Se ES he a et < Co ee + Vera SN CAME he eae Oe ae RE" Fie Ne A NS ell bn Meer aca AER aie: 2, 5 Aaa kh 
nes ae 1 pe Nt as els a Per ete he Wh te Pn Ni ath aay ae : gee cote Reape By Sate TRS ME aS 2S eS es ll Se *~ ee So Sn Wiese Sir haere ee pa ok ONS ieee Ca ancy Se Leese eae teas Se, Saas 
bee pe ates srt Pee Fr, Nin ees Stn eee Baath Sak et toe eke agente or. hie Pia! 2 egee a ea Ree. hs ae “ie bane. ae ee ae : Te Be: ee as pitas \ AF OTe os ee : rimming) PS On 
Bes tn pana ee Pe attra Oe Na tee einaaary oe ects gee ae Ee, ue Aa. i ae pt ees satan ee x tees rh a Y eee See ae Ds Pk ors: aa 
a ed ath oe al S Pe Tha Hs a ceed Fi Se a as or Eee : Pe . = peri ae : E pie ih) he Ae ot Agi ae Me, Pe Mi 
Re Sia pS Rae = Pot, Sie i ete ee me au cee ne me a E ‘ 469 oe a ee Fi ee Se gna en" a ae xe Sy r aes . Mi ic tees Raat Sy sas 
Bias wine t ce Spe ee nimpigrenera yg fe ink Sy ae eee ete. ee ree ale f oe ee ie ie aoe eae st ae kg oe ee de 
a AS ae ae ESS Erp rales eS se eee Re a Re ee eg eS a ee PSO iy ae ORE 2 tS MARE oo es ac Mee Sy oS AT we eS 
“ 4 sain oi : c a . 2 ¥ . : th : . Pe ee. 
Pa oe . - i ; E » ri i) " ¥. 
— a 
a As : 
es, eke eh x 
ie tr kPa 
Rebs. Ce Rag sae 
Ra OE I 2a 
, et ee , 
pistes 
ar See : 
ihe 
iyo 
fie oa a a * “ a ‘ 
8 _ g neo re fas 6% [ae ; : s 
ee = j e ee a = 
: . ve 
* 9 4 Fas 3 sag ee Z i 
| : : , “ - a if 
ee, : ts ~ oo ‘ 
ee x ; oe 7 > 
peepee oo - “sy ake 
% s ‘ bi pier 
a at 
re 
na 
Sie = ae 
i re 
te ger 
‘ = 
eee 
PONG 
ot. eee 
cae 
Oy 
e <a 
se 
ieee 
Moy 8 , 
see 
eee 
vg ede a 
a a 
.. 
Be Ped : 
ee 
be Se ee 
bie 
aS 
ES 
ae is 
ee: 
> eee 
ani 
br a 
— Tee 
| e - ¢ ie t ° hese =f ; Scene 
a eae: . ei, = Bisa Sacre” cane * © ‘ . : i } 
‘4 * ae oy: eS .: ier ee ee c eh : ie D5 kare teas as 
t ne = ‘ Bie ; rae 1 ea eerie = iar “ee i reas ‘ 3 
j og! +3 es — _ Sox 5 e —. * be ee 7 ieee Fa ee , : a, : fs 
i Sua > Fu ae ? fa ” ‘ a cS ; jt ae 3 4 Ss he oe uth gy a 4 ete = BS ve yep egieage te rie ter 
j ie Sot i kis Dats a " , ee q 5 cigs ia’ ey ia ae ated Bagi -_ : : Ais, age ro a iii 2 
| ae Ghee) 8. Wei a a hee eae = be “a en ee cng es ae ae ER. Se m ie «4 | ee io ‘ ie he sie a ‘yee 
; ae ee eeee a ah eS tg" ae ; Ramee ee es ie et le ~ 1 shame’ * fg a 5 Ut = i Rana ‘ag rr. ee ’ iM te ten Gee ile 
| ' veep Lt ibe ey a ee bike See Smeets S rte =p SERA a At Ud aeahlip de bn fo es, ea ~, a 
; Pa 4 ti ee eee aie tk a 4 MN Gc te TE | Mma Reh SN saa nae oo a é OO fii ae Us e é 
“a g ike Pnieai aaa Gai? hk, aa - a «* gone or a eae aia OE ae oe ere. . : 
site) 4 t | Bee es oe r% : eee aa eee hols ae \, y ‘a Oo, EO nie af Cigna ees ea as Ce aes é one 
{ ee . ¢ omy . = BE a4 yon “ge RMS 54 [ee Rae OS “e hie eee, SR Se is Ta) gp AN 3 
; : , ‘ ae P ? ears. ae ‘ Oe ue Dee Gy 5S Bae AU ae ‘Bens’ . ea te 
: ee ae : - ‘ mot ae y oF 11 ees Hae 1 a i: Pee 3 iy see lf Soe ae. Mee oc NETEe ewer sithes ire a ” Bye oe 
. ‘ 4 : ‘oC ae an Peet Tee “AG ag } eee ea | ‘ ' : 4 a a ae ae ee aed pe ot 
. . # ‘ : a ie, Gee a le . Piso war 2 : 4 3 7 a oes 2 a Oe ee bo Sm 
~ » % - = sat . _ i 5 Agee ane ceo Oe is i ‘ « am eS Be, 3 eas ae i ee 
Rate, Bs: ce ee Be a eS eres eee i: b 4 se ee a ag i a ia a toe Se Soy 
a bo Pies 2 s ‘ bckaee Pes ie ee 4 Ae a> E s . he - > , ) te at Me 5 See a rer ee 
P| Py eng stig Tee = 3 ; i Mee ag gg tT eet me i Rate y .. ee. y f —_ * a Mate SS eg a oP Tals 5 oat 
él Ls . at - J : ‘ co ais ge i a I os j : Ah F ae > ae Ae 
F a ‘ Ft 2 rare. . aaa fehl S > oe Z * hea ie ll 2 is wae ha Rs a 4 o a8 vis wees: 
- +  llallice Bs i eee ae rt 2 Lies. ek | : — " eee Peete es 
+a ee ~ a . - he. eat ie ee Sree ey pe as ; pie me a hs Te ae i ’ ae “epee ee 
4 } 4 > % “ ae cy Tae We ONEEED: 8, ec) % gt es ee a : i - «a iat ge, 
TS a fee bey , awe ee coe SEN, at , wae \ 72 . 4 ; y oe Aa 
a ~~ " Shae ae a. as vy, Seen gE Lae i Ve Ee ; 3, fi e . fi 
i Ny “ee - 3 9 : " Seep ‘ ret Ft, Mts ae eee : -. Soa el J | 2 4 - ag eee 
> , 5 le i. Aare * ge testa =e A L > 
i i tT) See tet cad “ad oe sl The Jie ¥ EO” | eat \ Als oe 4: nee ae 
j , bs ‘ a mot , a ae By iig eigen afi ae, ¥A! " - . , a A Ss a Rissa oo 
4 = nT 7 - pee Z ae < i . at ‘ ei + by * se ee 
ork Fa ~~ ee ee 7 ila HE Pryde ; oe ~ : f ae i eed a 
! - a a” — ; —_—— - nes iy) (pom: | amevestus eR apes lie hey aa . of Fe a ‘ Dre re he 
" ~ * a aoseteee ee AO s “ a aa Sesaiooe * cage 8 : t Meyers Bi or a ee - ay : ae Oe) aedih re rae 
; S | : > mn *, ae <S ie none wag ee oe RAS. . me a" Pes, 7" ; ei) 
i a ; 4 . = Sh ee sere ; ee eee ae 4 i pes ier 
F % : . «4 a ea = Ea es 7 feces Eo ‘ Sarat i j raps " oe a 
2) Ms 5 got = ae Sh ee ee Seems 
- : 5 ; . x P ee q AL eaeeare iii 
J te, 7 UF ne ee 53 i Ps Sara) uw = ie 
%. S) ‘ St E We jaw ay: ‘ Cha : ; ea Ae ea ae eer ees, : "a ore 
a Sen “i % ’ a ? 'e tr : 
> 5 r : ss ‘ me NP - E Te aed oie tees aa Gea cs os were - Be Re 
am *. 5 7 7 | oad gam cure se : 3 : “A ae = ¥ cree 
te , at 7 — a rr —_ a: ae ae iy caer \opuapee a teh cs att : : pe ay 
a * A: Pad Ped EL ~ igh es Aa paso te rt a ones ar? gat 
pe : J 3 _ Spire Siepeortons cath Ce , : batee i 
3 ’ 7 ~,* : - he] pee 2 r i rami os a ( ‘ Fes arcieg eg aie 
- 4 ¢ 4 jw -_" ese bigee # Cieey ie “me = eames Ue s. ee 
< sa? rs gt —~ j kt PS Bre is x = aie Ce iy ia a Be aes 
sat : Sh if ee 4 A AE ea E? Sac ot oe REL ite ee Dae nae I SRR ire capes 2 027 Aa a RR IESES, - x alamas i — entail eae eS 
? 4 2 Zs 3 2 q Yee ee Ry, eeee se iS Ser |e A eae i r a 1 Sa? oe ae ae eS ak Selly alah, ae I ai oa NS, OS Sa Re og re < ee ee ee ee are 
ef: , Pa ih : BN ert Saige RS es ee ay Same ea ane mene Re poo ae nM a agen eee Ss Fore ‘ 
aac & — = ’ : - ss ; ae é eo 
pS , ‘ a” . ‘ : ee is 
‘vee 
Sage Pas 
. ea Lit 
, ae 
mes 
: ee 
, een 
: 
} 
] - ee oe. 
: faible 
= aa ioe ee te : a2 _ 
i Rae, See i Sx ae ee 
| Ce Meee ie ieee - sf Z Pay ey 
i 5 Pe ey ; De ics: r Spee 
“I » 
| ba ee a 
| = ° Pi ees 
i : o. +} 
‘ cae Bath : “ Fy i eS ae oh © an i a? 8 Mest Bee ean: + ae : ig s ? 4 o 4 Fo on . ‘ a = 4 a “* si Tae : Pig 20 5 9 oa Nae eke 
eg an r) ; ‘ F E : Ss “. r % “i> . ; ee Sheer) re wan ‘ 2 aS" ez of ek. ‘ Pee ise ‘ ay ‘ 5 Ag ue Gah LPs \ 
z a aot Me a iter e TE Y ee eed We Wiig Jeter, aoe : sg ee La ate ee Pera: RO Ab ES PN eth oP ane Pa, Tr sO ae eS : See, Se I a le a RE EE Yog! Pa, Ue ee nee ee are ee Bs 
c J Sep Oe eh as eS) , Pao ee ‘ Me ie £ : pe * oi ee : i iy is. tik F k ey, y ats gh ae per a4 ¥ oe oa a 5 ee ase eS dete f. ens 
= Ai y -_ aie ee em ~~ , € a a mie AS BY a © oe) ¥; as py er >. ps? | dS. Sinn Rey TEP ae ie Bie ait x ma Y : 


EW we tale 


But every headache in our shop means one 


-Ll¢t 


ELECTRO-MATIC 


less in yours. And the color process plates we deliver 
will make us both feel good. 


TINT GUIDE FREE. A really handy gadget with full 
gray scale and corresponding tone values in standard 
red, yellow and blue. Write or phone for yours. 


We - 


10 W. KINZIE ST.. CHICAGO * DELAWARE 7-1277 
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NBC Chides Reps 
as Inconsistent 
on ‘Three Plan’ 


New York, Oct. 13—National 

Broadcasting Co.’s rebuttal to the 
Station Representatives Assn.’s 
criticism of its new “Three Plan” 
for selling radio (AA, Oct. 5) 
came in the form of a letter to af- 
filiates. 
_ The letter, which was signed by 
Wiliam Fineshriber, v.p. in charge 
of the radio network, stated, in 
part: 

“I am confident that you will 
not be misled by comments from 
self-interested critics who seek to 
attack our sales plans as an ‘in- 
-vasion’ of the spot field. These 
critics seem deliberately to over- 
look the fact that the strips under 
the Three Plan create new oppor- 
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® In aviation, only American Avia- 
tion combines the proof of readership 
of A. B. C. paid circulation with the 
completeness of coverage of C. C. A. 
audited controlled circulation. 

For the TOP of your media list, the 
most powerful circulation audience in 
the aviation world: 


CLASSIC ATION BY BUSINESS 
& mousrey 


1) MANUFACTURERS 


A Aircraft - 10,034 20 
B Aircratt Engines ” 270 
C. Aireratt & Engine Parts & Accessories 2.228 
D. Airport & Ground 108 


£ Matericl & Supplies 
2. AIR CARRIERS 


A. U.S. Certificated Air Tramport Companies 11,926 sit 
OU S Regiutered Corgo & Irregular Carriers “7 
C. Foreign se " 


3. TERMINAL AIRPORTS 


4. Nonterminal Airports, Fised Base Operators, Dealers ™ 
& Distributors, Contract & Miscellaneous Flight 
Serviews & Flight & Ground Schools, Except Students 


6. GOVERNMENT 
A. U.S. Federal 
1 Military (Civilians) 
2. Civil 


B State, County & Municipal 
C. Foreign, Military & Civd 


TOTAL OF CLASSIFICATIONS | thru § 


6 PRIVATE & INDUSTRIAL PLANE OWNERS 1747 


7. CONSULTANTS 1“ 
§ EDUCATIONAL INSTITUTIONS, LIBRARIES se 
9 STUDENTS Cie 


10 BANKS, INVESTMENT HOUSES, INSURANCE 
COMPANIES & STATISTICAL SERVICES 


130 170 
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6/80 2.706 3s 
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1394 7321 


11, TRADE ASSOCIATIONS, PROFESSIONAL 


ah) SOCIETIES, CLUBS, PUBLISHERS & ATTORNEYS 


12. AIR SHIPPING & TRAVEL SERVICES 


13. U.S, ARMED SERVICES 
A Come Oficers 


B Enbsted Personne! 


Chart at left shows classi- 
fication and breakdowns 
from CCA statement of 
May 1953, including both 
paid and directed circu: 
lation, 


dvertising Age, October 19, 1953 
tunities for our affiliates to de- 
_velop spot business for themselves 
‘through the sale of one-minute 
announcements in the body of net- 
work programs, without any pro- 
gram expense to them, and sub- 


|ject only to network sale. 


| “They overlook the fact that a 
network sale in these programs is 
a sale of full national coverage. 
completely different in character 
and effect from a national spot 
campaign, and one which does not 
threaten spot business. And they 
also gloss over the fact that the 
health of the stations’ spot busi- 
ness depends largely on the main- 
tenance of strong network pro- 
gramming, which is one of the 
primary over-all objectives of the 
great new efforts being made by 
the NBC radio network. 

“I believe that the NBC radio 
affiliates recognized all of these 
facts when they endorsed our new 
plans at the Chicago meeting: and 
I do not think they will be im- 
pressed by arguments of some spot 
representatives which are so con- 
tradictory on their face—contend- 
ing on the one hand that adver- 
tisers will not be interested in 
network sponsorship under the 
Three Plan because it lacks ‘the 
flexibility of national spot,’ and 
asserting on the other hand that 
advertisers will be so interested in 
the Three Plan that they will di- 
vert funds from spot radio to buy 
network participations.” 


Tea Assn. Elects Officers 


Samuel Winokur, v.p. and gen- 
eral manager of Seeman Bros., 
'New York, has been reelected pres- 
|ident of the Tea Assn. of the U.S.A. 
Other officers elected are C. Wil- 
liam Felton, v.p. of Henry P. 
Thomson Inc., and Edward J. Vin- 
nicombe, a director of McCormick 
& Co., v.p.s, and Edward C. Parker, 
president of Tetley Tea Co., treas- 
urer. For the first time in the 55 
years of the association both the 
grocery and restaurant fields will 
be represented on the board of di- 
rectors. Hugh J. Davern of Grand 
Union Co. will represent the gro- 
cery field, and R. M. Howell of F. 
G. Shattuck Co. will represent the 
restaurant field. 


‘Today’ Gets More Sponsors 


Tetley Tea Co. (Geyer Adver- 
tising) has bought 26 participa- 
tions on “Today,” NBC’s early 
morning telecast. American Maize 
Products Co. for Amazo instant 
dessert (Kenyon & Eckhardt) has 
extended its run on the show for 18 
additional participations. ‘“‘Today” 
originates in New York and is seen 
from 7 to 9 a.m., EST and CST. 


GOA Appoints Olson Treasurer 


Donovan M. Olson, formerly 
comptroller of LaCrosse Rubber 
Mill Co., has been named treasurer 
of General Outdoor Advertising 
Co., Chicago. 


‘Gazette’ Increases Price 

The Daily Gazette, Taunton, 
Mass., has increased its price 
from 5¢ to 7¢. 


<2 


Y what is stratification? 


% lt is @ specific way of measuring the general 
characteristics of o y. thus i ing 
the effectiveness of direct mail campaigns. 


= G SEFVICE completely geared to your needs, 
* custom made for many given oreas .. . research 
~ backed by economic mops of counties ond cities 
: showing .. - 

» racial groups « median income 
tk median rent « median value of 
» dwelling-units « educational levels 


write - or call direct —- 


545 FIFTH AVENUE 
MURRAY HILL 


MEW YORK 17, N.Y. 
7 6865 


amuel Fitzsimmons & Co. | 
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oa SUNSET is a small 


o ea regional publication. It is 


comparison, there are some big 


_ things about SUNSET that 


P. may surprise you—some of 
a them even surprise us! 


di- *The seven Western states and Hawati / 


18 (Sunset reprints here a message — 
: one of a series—it is currently publishing 
in leading Western newspapers) 


yn, 
ce 


ae Sunset’s administrative and main 
editorial offices — at Menlo Park, 
California —a place to work, of 
course, but also a place to get more 
enjoyment from Western Living. You 
are cordially invited to visit Sunset’s 
publishing home on any weekday 


i FA A » 
fn A ? 


magazine compared to the large 
oe national magazines because it is 


- regional by choice, so that it may 
ve give exclusive editorial service 
ai- to the West’ alone. But also, by 


In a great many urban communi- 
ties of high value homes in the 
West, Suyser has more circulation 
than any national magazine 


SuNser gained more pages of adver- 

tising than any other monthly mag- 

azine during the first half of 1953 
* 


1800 advertisers will have invested 
more than 4 million dollars for ad- 
vertising space in the twelve 1953 
issues of SUNSET 
oO 

In all transportation advertising, 
Sunset ranks near the top in pages per 
issue (SUNSET ranked third last year 
among 102 leading magazines) 


Only one magazine in the country 
carries more pages of horticulture 
advertising than SUNSET 
e 

SUNSET was second only to Better 
Homes and Gardens in total pages of 
advertising during the first half of 
1953... ahead of all other general 
monthlies, travel, women’s service 
and home service magazines 


LANE 


In Hawaii, SuNset’s circulation is 


greater than that of any other maga- 
zine except one— Life 


* 
Sunset is read by the West's leading 


businessmen, For example: 97% of 
Western travel agents read SUNSET... 
95% of nurserymen...82% of key food 
buyers and brokers...nearly every key 
department store executive and buyer 


A short article in SUNSET on local 
road maps resulted in more than 
10,000 requests at the sources listed 


The regional sales manager for one 
of the world’s largest airlines re- 
ports: SuNseT is the number one 
developer of travel leads from the 
Pacific Coast to Mexico, Central and 
South America, and to the Pacific 


By concentrating ads in Sunser a 
paint mauufacturer increased dis- 
tribution from 250 to 5000 dealers 
in less than 2 years 


In pages of food advertising SUNSET 
out-gained all magazines except Life 
in first half of 1953 

. 


More men on the Pacific Coast read 

SuNseET than any other magazine ex- 

cept Life and Saturday Evening Post 
* 


SuNSET carried more pages of gas- 
oline and oil advertising per issue 
than any other magazine during first 


half of 1953 
* 


In August, Sunset led all home serv- 
ice magazines in total advertising pages 
...including such fine national maga- 
zines as Better Homes and Gardens and 
American Home, And in September 
Sunset led all but one 
e 
SUNSET carried more pages of airline 
advertising per issue than any other 
magaZine during first half of 1953 
* 


Sunser’s circulation is at a new high. 
Average net paid for the first six 
months of 1953 was 565,542 

fe 
October SUNSET is largest issue (264 
pages!) ever published in our 55- 
year history. The November issue 
will be even larger 


Sources furnished on request 


PUBLISHING €9@, 
Publishers of SUNseT MaAGazine and Sunset Books 
Menlo Park, California 


Advertising Offices: San Francisco, Los Angeles, Seattle, 
New York, Chicago, Detroit, Boston, Atlanta, Tyler (Texas) 
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Putman Criticizes NIAA tor Relegation 
of Awards to Side Position at Convention 


of the Chicago Industrial Adver- 
tisers Assn. last night was en-. 
livened by criticism of the hand- | 
ling of awards by the National 
Industrial Advertisers Assn. at its | 
annual convention. The criticism 
was expressed by R. L. Putman, 
president of the Putman Pub-. 
lishing Co., Chicago, whose $5,000 | 
annual awards for the best docu- 
mentation of industrial advertis- 
ing effeetiveness have been wide- 
ly acclaimed. 

Until last June, when the NIAA 
convention was held in Pittsburgh, 
the annual Putman awards, as 
well as others made to members 
of NIAA, were presented at gen- 
eral session meetings. Because of 
the increase in the number of 
awards offered, now ten, the NIAA 
omitted formal presentations in 
Pittsburgh, putting it up to the 
donors to handle the presentations 
informally at the convention or 
elsewhere, as they saw fit. 


Cuicaco, Oct. 13—The yy ood 


® Mr. Putman objected to this ar- 
rangement, saying that the im- 
portance of the awards justifies 
recognition of the winners at reg- 
ular NIAA convention sessions. 

“If NIAA feels that any or all 
awards do not deserve such pres- 
entation,” he said, ““NIAA should 
withdraw its sponsorship. It may 
be that these Putman awards 
should not be tied in with NIAA. 
Certainly they should not be un- 
less NIAA is’ whole-heartedly 
committed to the basic principles 
of these awards. We know that the 
chairman of the awards committee 
recommended, and still recom- 
mends, that such recognition be 
given.” 


a At the dinner Monday evening 
Mr. Putman presented a check for 
$1,500 to Joseph Serkowich, ad- 
vertising manager, LeTourneau- 
Westinghouse Co., Peoria, Ill., win- 
ner of second place in the awards 
this year, and a citation to its 
agency, Andrews Agency, Mil- 
waukee. Citations were also pre- 
sented to Marsteller, Gebhardt & 
Reed, agency for Delta Power Tool 
& Drill unit division of Rockwell 
Mfg. Co., an honorable mention 
winner, and to the Buchen Co. as 
agency for the Harnischfeger 
Corp., Milwaukee, which landed 


NATION S LARGEST TRADE TheRITORY | 


LAST YEAR 


The Times daily was 17th, 
Herald-Post was 26th and 
the Sunday Times was 
27th in Automotive Linage 
according to Media Rec- 
ords first 50 papers report. 


he Z1 Paso Cimes 
An Independent Newspaper 
Morning and Sunday 
El Paso Herald-Post 


A Scripps-Howerd Newspaper 
' Evening 


TWO Separate Newspapers 
30° Line BUYS BOTH! © 


in the top ten. 

Mr. Putman announced that the 
Monsanto Chemical Co. is arrang- 
ing a special dinner in St. Louis 
Nov. 5, when its acting advertis- 


| A similar presentation will be 
made to Clifford A. Faust, direc- 
tor of merchandising, advertising 
and promotion, Proto Tools, at a 
meeting of the Los Angeles chapter 
of NIAA Nov. 19. Proto won third 
place in the competition. Its agen- 


cy is Willard G. Gregory & Co., 


Los Angeles. 


ing manager, W. H. Grosse, will | 


receive a $2,500 prize as the first 
place winner. At the same time 
its agency, Gardner Advertising 
Co., will be honored. 


Revco to Beaumont & Hohman 


| Revco Ine., Deerfield, Mich., 
manufacturer of home food freez- 
‘ers, has appointed Beaumont & 


Hohman, Detroit, to handle its 
advertising. The 2gency’s Chicago 
office will handle part of the serv- 
ice. Previously, Beeson-Reichert, 
Toledo, had the account. 


Keystone Publishers Elect 


I. Z. Buckwalter, general man- 
ager of Lancaster Newspapers Inc., 
Lancaster, Pa., has been elected 
president of the Pennsylvania 
Newspaper Publishers Assn. Rich- 
ard G. Taylor, publisher of 
Kennett News & Advertisers, Ken- 
nett Square, has been elected v.p. 


Advertising Age, October 19, 1953 


Leaves Kaye-Halbert Corp. 
Edward A. Altshuler, national 
marketing director and assistant 
national sales director of Kaye- 
Halbert Corp., Culver City, Cal., 
maker of television sets, hag re- 


signed. 


Names Roland-Bodee 

Sportsmen Accessories Inc., Bea- 
con, N. Y., manufacturer of fiber 
glass fishing tackle and archery 
accessories, has appointed Roland- 
Bodee Advertising Co., New York, 
to handle its advertising. 


she’s about to spend $204,000,000 | 
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Kellogg Contest 
Offers Trip to 
Football Team 


BATTLE CREEK, 


2 Life. In addition, the company 
will use many of its radio and tv 
shows for promotion of the con- 
test, including Arthur Godfrey, 
Super Circus, Superman, Wild Bill 
Hickok and Linkletter’s House 
Party. 

Details of the first prize and 102 
additional two-way prizes will be 


on every package of Kellogg’s corn | 
Micu., Oct. 14— flakes and Kellogg’s Pep packages. 
Kellogg Co. will kick off a new Every entry must be accompanied 
contest next by tops of two corn flakes or 
month with a full page in the Nov. Pep packages or one of each. 


All contestants have to do is 
complete in 100 words or less the 
sentence, “I think (name of school) 
high school football team should 
go to the Orange Bow] game be- 
cause....” 


_ The winner gets a trip for him- 


self and a companion to the foot- 
ball classic, Jan. 1 at Miami. He 


-also takes along with him the en- 
‘tire high school football team of 


his choosing. He also gets a $1,000 
U. S. savings bond. The school 


chosen by the winner gets $2,500; 


for its athletic fund. An alternate 
prize of $7,500 will be given to 
the school, for whatever purposes 
local school authorities deem ad- 
visable, if, for any reason, the 
football team cannot attend the 
Orange Bowl game. 

Leo Burnett Co., Chicago, is the 
agency. 


Alcoa Boosts Insect Screening 


Aluminum Co. of America, | 
Pittsburgh, has expanded promo- | 


in that order. 


represented by.. 


for a television dial. . 


...In the 
daytime 


It’s part of her daily routine to reach 


. for a shopping list 


. for the things on shelves she wants 


to buy. All in the daytime and usually 


She’s one of the nation’s 26 million 
housewives who — each day — spend 26 
million howrs with daytime television, 
and 204 million dollars at the store. 


And one of every three of these dollars 

is spent in the markets of the 10 stations 
represented by CBS Television Spot Sales. 
They’re stations that since 1951 have— 


.. doubled in daytime audiences— 
with 13,500,000 different viewers 


.. doubled in daytime economy— 


with costs-per-M as low as 34 cents 


. tripled in participation of sponsors— 


with close to 2,000 messages weekly 


So talk to your customers in the daytime— 
and show them—before they spend all 

that money. Dollar for dollar, you’ll get 
your biggest share through the stations 


CBS Television Spot Sales 


Representing wcss-Tv, New York ; WCAU-TV, Philadelphia ; 


wtor-tv, Washington ; wBTV, Charlotte; WMBR-TV, Jacksonville ; 
WABT, Birmingham ; wBBM-TY, Chicago; KGUL-TV, Galveston- 
Houston ; Kst-Tv, Salt Lake City; KNxT, Los Angeles and 
CTPN, CBS Television Pacific Network. 


Sources on request 


tion of its insect wire screening. 
The program includes television, 
consumer and trade publications, 
participation in trade shows and 
publicity. Ads are scheduled for 
American Home, Better Homes & 
Gardens, House Beautiful’s Build- 
ing Manual, House Beautiful, 
House & Garden, Life and The 
Saturday Evening Post. Fuller & 


‘Smith & Ross, Cleveland, is han- 


dling the promotion. 


Bacon, Hartman Names Two 


Tom Evans, a recent graduate 
of the University of Florida, has 
been named assistant media di- 
rector of Bacon, Hartman & Voll- 
brecht, St. Augustine and Jackson- 
ville, Fla. J. C. MacMillan, director 
of public relations, has been pro- 
moted to manager of the Florida 
executive office. 


Raymond to Rollman & Peck 


Miner Raymond III, formerly 
associated with Stockton, West, 
Burkhart Inc., Cincinnati agency, 
as senior writer and manager of 
the radio production department, 
has joined the creative staff of 
Rollman & Peck, Cincinnati. 


[Stickin Around 
with KLEEN-STIK 


Stand Up and Cheer! 


That’s what KLEEN-STIK P. O. P. 
displays do for the products they’re 
pushing — right in front of the custom- 
er’s eyes! KLEEN-STIK All-Over 
Gummed Stock makes marvelous shelf- 
= back-bar signs, bumpe r rhe 

loads of others. And KLBEN-ST K 
“Strips” n’ Spots” give birth to socko 
ideas like these: 


Table- 


Topping 
Trio 


If one KLEEN-STIK piece is 
good, two should be better— 
and three, colossal! That’s how 
J. W. THOMPSON, Ad Mer. of 
DOUGLAS FURNITURE 
CORP., Chicago, figured—and 
he was so right! Now, every 
Douglas Dinette Table carries: 
(1) a handsome KLEEN-STIK 
product label; (2) a style label 
featured in Good Housekeep- 
ing; (3) a colorful 3-D “‘stand- 
up’’ attached by a couple of 
KLEEN-STIK Strips. All three 
go on quick and easy the K-S 
**peel-an’-press’’ way, and stay 
on to TELL and SELL! 


(lat ae Acquainted ! ) 


_ Business Going to the Dogs? 


Not if yeu give, our dealers clever, force- 
ful P. e this piece by ACME 
BREWERIES! ‘Gees up like a tent — 
fastens eas ie to counter or shelf 
with KLEEBN-S IK Strips for two-sided 
selling appeal. Or, slit it neatly into a 
pair of separate displays for mounti 
on any smooth, hard surface. “Bull 
idea by STU ROGERS of A. CARLISLE 
& CO., San Francisco printer, plus the 
talents of two agencies—BLITZ AD- 
VERTISING of ortland, and FOOTE. 
CONE & BELDING’s San Francisco 
office. 


Run, do not walk to your regu- 
lar printer or lithographer for 
KLEEN-STIK. And for a hat- 
ful of terrific ideas on how to 
use it, write on your comp’ny 
letterhead for our swell *‘Idea- 
of-the-Month”’ service—free! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue ® Chicago 1, Ill. 
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Censuses, Will Have Report by Year's End 


WASHINGTON, Oct. 13—The fu-|taken at five year intervals, Con- 
ture of the big national censuses of | gress refused to provide the funds 
business and manufactures were|in 1947, and the postwar program 


among the problems considered 
last week by a special “intensive 
review committee” established by 
Secretary of Commerce Sinclair 
Weeks to evaluate the statistical 
work of the Bureau of the Census. 

The committee, under Dr. Ralph 
J. Watkins, director of research 
of Dun & Bradstreet, New York, 
includes nine leading statisticians 
from industry, labor and agricul- 
ture. 

The three-day session was be- 
hind closed doors. However, Sec- 
retary Weeks let it be known that 
the committee is supposed to file 
its recommendations by the end 
of the year. 


s While Dr. Watkins had accepted 
the assignment several weeks ago 
(AA, Aug. 3) his appointment and 
the names of the other committee 
members were released for the 
first time as the group assembled 
for its initial meeting. 

In addition to Dr. Watkins, it 
includes Dr. Murray R. Benedict, 
professor of agricultural econom- 
ics, University of California; Dr. 
John W. Boatwright, general 
manager,  distribution-economics 
department, Standard Oil Co. of 
Indiana; Stephen Dubrul, executive 
in charge, business research staff, 
General Motors Corp.; Dr. S. P. 
Langhoff Jr., v.p. and director of 
research, Young & Rubicam; J. A. 
Livingston, financial editor, Phila- 
delphia Bulletin; Myron S. Sil- 
bert, v.p., Federated Department 
Stores Inc.; Lazare Teper, director 
of research, International Ladies 
Garment Workers Union, and Mer- 
rill Watson, executive v.p., Nation- 
al Shoe Manufacturers. 

Rexford C. Parmelee, formerly 
director of the statistical standards 
division of the National Production 
Authority, is serving as executive 
secretary of the review group, with 
offices in Federal Office Bldg. 3, 
Bureau of the Census. 


s The committee’s agenda has not 
been released, but officials of the 
department said it is obvious that 
the committee will have to con- 
sider the future of the big econ- 
omic censuses. 

While they are supposed to be 


More than 


65,000 


Negroes 
in New York buy 


Johnson Publishing Co., Inc. 
1820 South Mihigon Avenue, Chicago, Ill 
nahapale deta iv dé 


was a year late getting under way. 
Again this year Congress turned 
down the business and manufac- 
turing censuses despite the fact) 
that almost $2,000,000 had already | 
been invested in preparations. 


| 


ity, some Commerce people— 
mostly economists who are not 
overly concerned with small-mar- 
ket data—believe the census pro- 
gram should swing away from 
“benchmark” type studies and 
concentrate on sample _ studies 
which will produce a steady flow 


of “trend” information. 


s The committee is also under in- 
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Census Review Committee Studies Business | In view of congressional hostil-;and trade data produced by the, 


bureau to determine whether pri- 
‘vate business shouldn’t assume 


/pense involved in this work. 

“An objective of the committee,” 
Secretary Weeks said, “is to make 
sure that in the light of modern 
conditions the bureau is doing 
|what is essential. The study is 
-aimed at the elimination of pro- 


| jects of which the value is proven 
‘structions to examine the product to be less than the cost warrants's At last Thursday’s meeting the 


1953 


in time, money and effort on the 
part of the government, business 


| and the public. 
/more of the responsibility and ex-_ 


“Equally important, the com- 
mittee will design and propose 
such changes and new programs 
as they judge necessary. Its work 
will be a projection of improve- 
ments already started or planned 
by Dr. Robert W. Burgess, direc- 
tor of the census.” 
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committee was welcomed by Sec- 
retary Weeks, and James C. Wor- 
thy, Assistant Secretary of Com- 
merce for administration, and Car] 
F. Oechsle, acting assistant secre- 
tary for domestic affairs, ad- 
dressed the group. 

After lunch with Ur. Burgess 
and other members of the Census 
staff, the committee spent the 


afternoon with top Census offi- 
cials. The group also met with ex- 
perts from the Office of Domestic 


Commerce and other statistical 

agencies of the government. 
Another group of meetings is 

contemplated in about a month. 


Reinsberg Joins WBBM 

|. Mark Reinsberg, formerly with 
, Industrial Marketing, has 
named assistant to the promotion 
manager of WBBM-TV, Chicago 
|outlet for CBS. He succeeds Jack 
Curry, who has been named pro- 
motion manager of WEEI, Bos- 
‘ton. 


been | 


Canada Dry Slates 
Newspaper Ads for 
Domestic Whiskies 


ing the war. 


29 


kies which was discontinued dur- {advertising in large cities where 


‘there is a strong demand for bour- 


“For a number of years,” King- bon. 
man Moore, v.p., said, “Canada | 
Dry has been putting away first nie Walker Scotch, Cinzano ver- 


Canada Dry also imports John- 


quality whisky in anticipation of | mouth, Pedro Domecg sherries and 


New York, Oct. 14—Canada Dry this step. We made no move to en-|Spanish brandies, Strega liqueur 
Ginger Ale Inc. has reentered the ter the market until we had the | and Otard Cognac. In addition, the 


domestic whisky field with three calibre of whiskies we wanted in|!company manufactures the Nuyens 


brands—F.O.B. 


an 86-proof straight bourbon, and come.” 
Fine Arts, a blend of straight whis- 


Present plans call for newspaper 


(Fine Old Bour- quantities sufficient to assure a/jline of cordials and liqueurs. 
bon), a bonded whisky; Old Ebony, continuous supply in the years to 


J. M. Mathes Inc. is the Canada 
Dry agency. 


Smith Forms Own Agency 


dl iron | 


The IRON AGE is a pounding force in the 
mighty ocean of metalworking . . . a force 
for obsolescing old methods and equipment, 
for greater production, for superior materials, 
for better products and a more prosperous 
industry. 


True before World War 1 when metalworking 
was 25 percent of all manufacturing, it is 
more dynamically true today, with metal- 
working mushroomed to almost half of all 
industry . . . $47 billion worth of market, and 
indicating no intention of walking. 


This can have startling profit significance to 
you because it not only means The IRON AGE 
has grown physically — from 19,475 total 
circulation in 1947 to more than 35,000 today 
. . . but that the scope and strength of its 
reader service has grown lustily, too. 


Sit down with your own tape measure and 
take the size of every magazine working this 
market. Inevitably, your perfect fit will be The 
IRON AGE... for plant coverage, buying 
power coverage, editorial content and cover- 
age, readership, advertiser acceptance, cost, 
you-name-it. 


Only The IRON AGE covers metalworking the 
same way you sell — horizontally. As the in- 
dustry widened itself, The IRON AGE went right 
along with it, reaching into the worthwhile 
plants and finding its own natural level with 
the four buying functions — Administration, 
Production, Engineering, Purchasing. 


This is why The IRON AGE has the trimmest 
waste-line of any metalworking magazine you 
can buy ... and why you can buy it at the 
tidiest cost — $11.15 per page per thousand. 


Arthur E. Smith, formerly a v.p. 
of Alport & O’Rourke, Portland, 
Ore., agency, has formed his own 
Portland agency in the Terminal 
Sales Bldg. 


Names Smithson, Wyman 

Raymond Imported Motors, Cin- 
cinnati, has appointed Smithson, 
Wyman & Withenbury, Cincinnati 
agency, to handle its advertising 
and public relations. 


Names Marsteller, Gebhardt 

WKJF-TV, Pittsburgh, has ap- 
pointed Marsteller, Gebhardt & 
Reed, Pittsburgh, to handle its ad- 
vertising. 


office 
‘executives 


ABC audit 
June 1953 


published since 1933 by the 
NATIONAL OFFICE 
MANAGEMENT ASSOCIATION 


132 W. Chelten Avenue 
Philadelphia 44, Pa. 
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Evinrude Opens — 
Ad Campaign on 
All-Year Basis 


MILWAUKEE, Oct. 14—Evinrude 
outboard motors will be featured 
in an advertising program to be) 
placed in newspapers, magazines | 
and television during the next 
three months. 

Hugo Biersach, Evinrude Motors | 
advertising manager, termed the) 
new campaign “record-breaking” | 
and said the drive is especially 
notable because it is being con- 
ducted during the boating indus- 
try’s off season. 

Mr. Biersach said that Evinrude, 
the world’s oldest manufacturer of 
outboards, is using space in Sun- 
day editions of 44 newspapers, | 
one-minute spot announcements | 
on television stations in 59 cities | 
and full-color pages and spreads 
in nine outdoor, boating and gen- 
eral men’s magazines during Octo- 
ber, November and December. The 
drive will be divided into two) 
phases, the first emphasizing the 
“Whispering Power” quiet oper- 
ation of the company’s motors and 
the second phase having a Christ- 
mas theme. 


® Evinrudes have been on alloca- 
tion to dealers during the spring 
and summer months for the past 
several years, Mr. Biersach re- 
ported. Though production was up 
this year 60% over 1951, and 40% 
over 1952, he said Evinrude was 
not able to approach the demand 
during the season. “We are in- 
creasing our productive capacity 
by 85% and are using this adver- 
tising campaign to help spread the 
demand over the full year so sales 
and production can be balanced,” 
he declared. “We are confident 
that with such a strong demand 
for Evinrudes, this advertising and 
availability of more motors this 
winter will cause thousands of 
people to buy their motors early.” 

The 3,000 Evinrude dealers 
throughout the country are being 
urged to tie in with the campaign, 
and special promotion kits are be- 
ing sent to them. 

Evinrude has just started a $1,- 
500,000 building and expansion 
program here. . 


4.48 4 Sales tool 


An annval report can be 
an important sales tool if it 
is easy to understand, and at- 
tractive in format. 


WE'VE PRODUCED some of the 
best, two of which have recently 
won industry awards. It takes 
imagination, experience, a flair 
for visualizing statistics, and 
good taste. And with 
Chartmakers’ complete art 

and production facilities you 
can be sure of producing an 
annual report of which your 


company can be justly proud. 


THE BEST VISUALIZATION 
COSTS NO MORE AT... 


The Chartmakers, Inc. 


180 LEXINGTON AVENUE 
NEW YORK 17, N.Y 
MUrroy Hill 86-2760 


NIAA Names Research Group 


A sub-committee of the Advi- 
sory Council, Industrial Adver- 
tising Research Institute, of the 
National Industrial Advertisers 
Assn. has been named to study 
“Yardsticks for Evaluating Indus- 
trial Advertising Research.” Mem- 


'bers of the committee are Ross M. 


Cunningham, associate professor 
of marketing, Massachusetts Insti- 
tute of Technology, chairman; 
Wroe Alderson, Alderson & Ses- 
sions, marketing and management 
consultant, and E. J. Klock, man- 
ager of marketing research, Gen- 
eral Electric Co. 


Barash to ‘Popular Science’ 
Ted Barash, formerly of The 
American Weekly and American 
Broadcasting Co., has been named 
promotion manager 
Science Monthly, New York. 


of Popular 


Special Promotions 
Can Be Dangerous, 
Ralph Smith Says 


New York, Oct. 14—Beware the 
special promotion that gets too big 
a percentage of the advertising 
budget, warned Ralph Smith, v.p. 
of Sullivan, Stauffer, Colwell & 
Bayles, at a meeting yesterday of 
the Advertising Women of New 
York. 

In Mr. Smith’s view, it costs in 
terms of product advertising con- 
tinuity, and there’s 


selling copy that builds a real con- 
sumer franchise. 
“The consumer fails to learn 


always the, 
danger that such promotions will | 
rob a campaign of good, sound | 
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the real reason he or she should established ones. They also main- 
buy that product in preference to! tain, he said, that promotions 
any other,” he said. “Copy—the should not rely solely on consum- 
essential selling message—is al- er impact for effectiveness. To pay 
ways more important than any off, 1¢ sales or a contest, or a 
specific promotion. In any con- factory pack have to be merchan- 
sumer promotion, the big splash dised to the sales force, the whole- 
and the big news of a promotion saler, the wholesaler’s salesman, 
should highlight the basic, essen- the retailer and right on to the 
tial copy story outlined in the gen- consumer. 

eral copy platform.” 


‘Putman Publishing Names 2 


George Wilson McFedries, for 
12 years president of McFedries 
X-ray Co., has joined the sales 


® A l¢ sale, he said, will boost | 
sales and share of market for a 
product “while it runs.” But “the. 
big question is, what happens after he 
the shooting and_ shouting are | Ghicaga, home <a | oo 
over? F ‘merly midwestern representative 
Most experts, Mr. Smith went of Moore Publishing Co., has been 
on, believe promotions are much named Chicago representative of 
more likely to have a lasting re-| Food Marketing, a Putman pub- 
sult for new products than for lication. 


use, plan If this Spac 
engineering 
Cc must 


their . 


oibeie Knowing how to reach these important buying infilvences 
ee in the plants that do the most buying is second in im- 


, 
: : 
; portance. 


Plant Engineering's phenomenal growth in the past six 
yeors has earned its place as the unofficial magazine 


of the plant engineering men in this country. 


Pinar em tern te eh ph, Rd pee as So ee a Siete Cres IRS aan oo RRS cel ay ps Eo tins J tiper eke Soe es ees See ate Sa ee ge 895 nm, en ste ee Re Se Ste ae OM OY! FEST (eae ie RA EIe Beever ameisey ste Ge 
Re, a Tg ee. Cama gh wR so, emer aay Seer to enemies Soe YS np Memes pm PS So (RL Oe eS NC aie. Meee Le See ae Se Re em 
De i ee 2 a ee ee eee 
a hs, cs oa ., aoe ni Nc 8 SN ae ee hy te ae ia: Phe pas eae ae a ee Ra NS a a Bone & — ae 
“oo a aa SEA RRR PE bn » 
, = ee Adve 
Bc 
. to 
; N 
195 
pie 
. Bir 
= illu 
a frie 
the 
Ru 
Bil 
I 
ver 
Pu’ 
“be 
wh 
en you 
mone | 
ae a8 Bo: 
nae —_—_——— Ci Oo-«w-"'"  —— ee ww ar 
ee ; ee ae : ae oe Pi ia. rae 3 ; 2 es ee . eee ey es oe a ie “ pron ‘3 x ne ee ae Ree na : Sag 
oo | Se MN ee 
ee Ne RS, CE a nO: een ere RE ee Re nee a 
ae The Faced PY fig prOUPe. cnt, ea ee 2 } 
ae | nents “ wn into rh Dep rum tion . - ee eee Bk % 
om ks ce) «nee ifice : a8 on ae co: 4 Samat Be ol el cea ai ‘ 
oo | me Oo" plant Ener ,youts SPP ncudin’ i 5 aii 2 a on 2 ge or 
sie | me TPS nsible fF oy plants ion and | Se a a 
ee " resp sigh = ‘ supe”. ment aad y en ae ae oe 
a | Be 202. contrar’ ayy eatiPh ction of , Sa - 
peed : : outside nt of constr e ¢ . * ieee 2 Hapobiat Ne Oe tad AES ee Ree See; we os j 5 
Sie | ae rocurem™ sigh and al for th ; “ ae Ra aoe BA sai 
om RR wires. jest ( Y oe 8 eee ee ¥ 
ae a : } ~ ; Ree eR cc ee eee ree fee. 
Been ing spec nao" geparn nditio 4300 = 3 Bee eee ae ee 
Sees ee mania sihatio™ r pian son othe ah é ew Machines 
Boasts Br ‘ yer powe perave ad (2) eae is Oe us quired for the b are to be re een 
: Be‘ sisses and ane! testiné nich Tn ee supply wrapiant engineer. As 
abe a is wit 4c ent, me- eee pens get er Se must dete ‘ e Specifj 7 eS 
| Ze and yam ee | rmine j cations, Ti , 
; aero? ce Der yeepine» ws of : new work c in what are. 
: ee es “ nam 5 “ oul as the 
ae es Mine Maint with hove, 0nd remsport" —— make the" Re Performed [iy uu 
ee a te CHaTee™ nena” og ——- © —e es © nece < a 
sores a is OY oak main : cludio all alte % rer eS MEN) 2 to anaty ar- ‘: : 
ae te ag pom ent, me": g and exceP see 2 ee ak Space ts cy 
ae BE) cquiP™. puild DE work ©, of) i si 
Race aes all yericle® reuctiO® its, and wert» sil alae ee its Ponce ¥ 
oe Be OO, al) COs PEON ric PO’ as CD Via move i: i | 
eo SE 005? " pyildIPP elec 5 ails ae” ea e tr “ cia 4 
ae a ae yor pr ch 8 —ogsed EE 220the, -"SPortati,) pm é ‘ 
aan eee mmegities sue" comp SEE Space. VTk ana.” ePartme,, ae 
cn ee pen age a0 oe ef a a herten® Space ig in Suitable o- Pant aie 
< be & - ‘ hg ie oe aa to pian be calleq P lant me BS Soe 
7 % Es Ge sf 2 a Aas ies ats pees i e Nve re) é ~~ Br ‘ a S 
sats es PE ate eee SE PUildin, "°° or to 1 °°) SPace came 
eh A fig kG Pe "Ce the “new ae you 
ee yk MOOS Cr nal a ee ee ee V@able Pace has aa 
a {oO aks oo: os ee ae S a sh Work be been made T 
- panv® 4): - ge ea ... ir” falls hej, Plant en, it by nn 
a Pop OF siete ares a ee Stallaticy, 2 ulb burn. ™&intenanc® , 
eon: Be ey ea Sas a es pe oe ann ) ou ae ot 
S . ee hs oe SE 22) new 9 ™8hinery i in. 
ee : rs se z Goan Oe gem: Bee en cele Se yi sae near phe eae eae ee engine ; Change is geht ee gat ae 
ee he ae Seg Soe pe eS iibe: arama? lve Te ee See ea ae : By et cies lo cin a Cae Ting. ie asin es eee h 
Ben Fes Sins iat een fs, aera eo ee Fa Ne p ‘ Re OC ay the 
es ’ Ti mec NS Te en. 47 Choe A ¢ ; , 
is a ‘ | y _ 
a 1. ft 
re 
* In 
nh d 2. Re 
| Pe... 
| 3. Re 
: ee in 
é 4, Pi 
ee 
pt 
are | it 
ot | For: 


Advertising Age, October 19, 1953 


BofA Is Going in for Curiosities 
to Tell Advantage of Newspapers 


New York, Oct. 15—Back in 
1950, Time turned out a promotion 
piece called “Strictly for the 
Birds” which contained whimsical 
illustrations of such feathered 
friends as the Extra-Marital Lark, 
the Furtive Scotch Swallow, the 
Ruffled Spouse and the Duck- 
Billed Platitude. 

Now comes the Bureau of Ad- 


fly in the face of experience with 
one wing tied, and who'd rather) 
use advertising methods that might | 
succeed, instead of those that can’t 
miss. 

But the bureau’s “curiosities,” | 
unlike Time’s, are not confined to. 
things with wings. There’s also the 
Flat-Footed Fuddy (who insists 
on products that don’t move off 


top local executives of national and 


‘regional advertisers, their field 
‘sales forces, distributors, whole- 
'salers and retailers. 


Erwin, Wasey Prepares for 
British Radio-Television Ads 


The London office of Erwin, 
Wasey & Co. has established a 
radio and television department. 
While Britain still does not have 
sponsored radio and tv, British 
agency executives believe the 
present government will soon ap- 
prove use of the media, according 


to Howard D. Williams, Erwin, 


vertising, American Newspaper his shelves), and there’s the Walky | Wasey president 
asey sident. 


Publishers Assn., aith another Gawky (who trudges from store) Chorles L. Hutchi th 
“bevy of sideshow curiosities” to store rather than shopping the, aries L. Hutchins, on the cre- 


which will decorate a new ad drive easy way—reading the newspaper; NOT SO RARE AS THEY LOOK—These are three of the odd creatures Robert Os- ative staff of the agency’s Los 


ses Angeles office, h n named to 
you’ll be seeing shortly in daily ads). | born has drawn for the Bureau of Advertising’s new monthly ad series. te 9 the wernap lhe he neg Bove 


papers. You'll see a One-Wing| About 900 newspapers are ex- newspaper as the first and most;want maximum sales from their|in the London office. 
Boasty-Bird, for instance. That’s pected to run the monthly ad se- important advertising medium, the advertising.” 
a national advertiser who tries to ries, which will “promote the basic medium, for advertisers who The drive is aimed especially at Torrington Boosts Gordon 


Robert M. Gordon, with the 
company since February, 1953, 
has been promoted to sales man- 
ager of the air impeller division, 
Torrington Mfg. Co., Torrington, 
Conn., maker of spring machinery 
and air impellers. 


OAK 


CHRISTMAS 


Ate 


BALLOONS 


AAR 


RUDOLPH 


THE RED-NOSED 
REINDEER 


@© tm 


Knowing the buying influences of your product is basic . . . in the creation of s y/ 
your advertising campaigns. : : 

The buying influence of the Boeing Aircraft Company provides a typical 
example of just how important the plant engineering men are in the purchasing 


of industrial plant equipment. Here is an excerpt from an article on the 


Plant Engineering Department, written by Mr. Roger Holman, Assistant to 
the Vice President of Boeing Aircraft Company. Note the highlights of this 


article shown here. 
Me. 612 FS 


HERE’S WHY... 


1. Reaches over 36,000 pliant engineering men... more than any other 
industrial business magazine. 


2. Reaches over 26,000 plants in the United States, which are responsible 
for purchasing 85% of the country’s industrial plant equipment. 


3. Reaches more plants with 100 employees or over, than any other 
industrial plant operating magazine. 

4. Pin points your sales message to the number one buying influence of 
plant equipment, at the lowest cost per thousand. 


5. Guarantees editorial material in every issue of vital interest to all of 


ae REMEMBER SELL THE PLANT ENGINEER — 


Test”. Technical Publishing Company, 110 South Dearborn St., Chicago, Ill. eee. ; 


Neo. 418 FS 


Santa Claus, 

Rudolph the Red-Nosed 
Reindeer and Frosty the Snow- 
man balloons have great popular 
appeal with millions of young- 
sters. These quality Oak balloons 
in several shapes and sizes are 
truly outstanding for winter pro- 
motions. Order as soon as possible 
for Christmas use. Write for de- 
tails and prices. 


World's Largest 


| Manufacturer of 
Toy Balloons. 


‘I OAK RUBBER Co 


Ravenna Ono 
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He's out on another survey, making weekly 

tabulations of grocery store inventories. 

Ask about your product in the No. 1 Test 

Town for “Metropolitan NEW YORK." 

BAYONNE CANNOT BE SOLD 

FROM THE OUTSIDE 

THE BAYONNE TIMES 

BAYONNE, NEW JERSEY 


NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 


Bernhard & Co. Predicts 1953 Will 
Be a Peak Year in Paper Production 


New York, Oct. 14—Paper pro- 
duction this year will reach a new 
peak, principally because of in- 
creased activity in industries using 
paper products and because of new 
uses found for paper, Arnold Bern- 
hard & Co. predicts in the current 
issue of its investment survey, fabrics for shipment of heavy 
“The Value Line.” /products such as cement and fer- 

“Specific factors underlying the tilizers. The pre-packing of food 
industry’s higher operating level so for retail distribution is a relative- 
far this year,” the report says, “in-|ly new outlet, while the frozen 
clude increased activity in the food industry constitutes a rapidly 
printing and _ publishing fields, | growing customer.” 
generally expanded retail sales, | The report points out that pro- 
sharply higher output of television | duction of more than 13,300,000 
sets, radios and household appli-|tons of paper and paperboard in 
ances, as well as continuing prog- the first six months of 1953 is 
ress in developing new uses of pa- |9.8% larger than output in the 
per and paperboard. ‘first half of 1952. 

“Substitution of paper cartons 


for wooden crates in the handling 
of lettuce, citrus fruits and other 
farm products is making a large 
contribution to current expansion 
in demand for container board. 
Multi-wall paper bags are displac- 
ing bags made of various textile 


Tacoma 


itself.” 


. . . says FRANK BATHURST 


General Manager, S G W Fine Foods, 
Pacific Northwest District, Seattle 


“When we are making long-range promotion 
plans, or when we are faced with market condi- 
tions which require over-night action, we always 
include Tacoma in our plans. 
area comes a large part of our business, and 


From the Tacoma 


is far enough away from Seattle to be 


treated as a separate and complete market in 


Mr. Bathurst continues, “To distribute 


merchandise in the Pacific Northwest without 
adequate promotion in Tacoma would be like 
wearing a coat without sleeves!” 


THINK TWICE ABOUT TACOMA! 

It's a separate, distinct, impor- 

It's covered ONLY 
by the dominant News Tribune. 
That's why—on Puget Sound— 
you need BOTH Seattle and 

"Tacoma coverage every time. 
Ask Sawyer, Ferguson, Walker 
Company. 


tant market. 


Oma and you'll always.buy tf | 
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MECHANIZED—National Card Co., 

chine which holds 75 varieties of greeting 

cards costing 10¢, 15¢ and 25¢. The ma- 
chine will be available for $350. 


ening off in the current quarter,” 


“ ible slack- | 
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the report continues, “production 
for 1953 as a whoie should approx- 
imate 26,500,000 tons. The 1952 


previous peak for a calendar year’s 
output was 26,000,000 tons in 
1951.” 


s The report notes that produc- 
tion volumes in 1951 and 1952 were 
influenced by a cycle of inventory 
expansion and contraction on the 
part of paper users. This resulted 
in a decline in over-all production 
as inventory reduction programs 
found reflection in curtailment of 
new orders. 


Advertising Age, October 19, 


New. 
York, is introducing this card vending ma- | 


“Physical output and dollar sales 
totals of the paper industry have | 
been expanding at a faster rate | 
than manufacturing activity as a} 
whole for an extended period,” the | 
report says. “Sales of the indus- | 
try in 1952 account for 3.14% of | 
all sales by manufacturers com- 
pared with 2.89% in 1941.” 

Despite the industry’s strong | 
growth trend, the Bernhard report | 
asserts, the industry will not be 
wholly immune from the moderate 
recession in business _ activity 
which is expected in the coming 
year. 

Demand for paperboard will be 
cut back along with contraction in 
output of refrigerators, washing 
machines and other household ap- 
pliances, it concluded. 


Coulter Joins Camenisch 

William S. Coulter, formerly a 
senior account executive in the 
Louisville office of Griswold- 
Eshleman, has been named execu- 
tive v.p. of Camenisch Advertising, 
Louisville. 


1953 


Coming 
Conventions 


*Indicates first listing in this column. 

Oct. 19-20. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club. 

Oct. 19-20. Boston Conference on Dis- 
tribution, 25th anniversary meeting, Hotel 
Statler, Boston. 

Oct. 22-23. Audit Bureau of Circula- 
tions, annual meeting, Drake Hotel, Chi- 
cago. 

Oct. 23-25. Midwest Intercity Confer- 
ence of Women’s Advertising Clubs of 
the Advertising Federation of America, 
Edgewater Beach Hotel, Chicago. 

Oct. 26-27. New England Advertising 
Executives Assn., annual meeting, Parker 
House, Boston. 

*Oct. 31-Nov. 2. New England District, 
Advertising Federation of America, Hotel 


Taft, New Haven, Conn. 


Nov. 5-7. Southern Newspaper Publish- 
ers Assn., annual meeting, 50th anniver- 
sary, Boca Raton Hotel and Club, Boca 
Raton, Fla. 

Nov. 8-10. National Newspaper Promo- 
tion Assn., midwest convention, Edge- 
water Beach Hotel, Chicago. 

Nov. 14-15. Fifth District, Advertising 
Federation of America, Kentucky Hotel, 
Louisville. 

Nov. 16-18. Public Relations Society of 
America, sixth annual conference, Shere- 
ton-Cadillac Hotel, Detroit. 

Nov. 16-18. Advertising Trades Insti- 
tute, 2nd Advertising Essentials Show, 
Hotel Biltmore, New York. 

Dec. 27-29. American Marketing Assn., 
winter conference, Mayflower Hotel, 
Washington, D. C. 


Dixie Products to Allison 
Dixie Products Inc., Cleveland, 

Tenn., manufacturer of gas ranges, 

has reappointed J. Howard Alli- 


lson & Co., Atlanta, to handle its 


advertising, effective Jan. 1. The 
agency currently has certain por- 
tions of the account, and prior to 
1953 handled the Dixie Ranges ad- 
vertising. Fulton-Morrissey, Chi- 
cago, has the account at the prées- 
ent time. 


WKY Expands Promotion 


Wally Kinnan, in charge of pub- 
lic relations of WKY and WKY- 
TV, Oklahoma City, has been pro- 
moted to manager of public rela- 
tions and publicity. Dallas Wyant, 
formerly sales promotion manager 
of WOAI and WOAI-TV, San An- 
tonio, has been appointed promo- 
tion and research manager. 


Paramount Auto to Hunt 

Paramount Auto Supply and 
Auto-torium Stores, San Francisco 
marketer of automotive special- 
ties, has named W. H. Hunt & As- 
sociates, San Francisco, to handle 
its advertising. The agency has 
resigned the account of Mehren 
Industries, Los Angeles automotive 
mail order company. 


BACKGROUND: 


James M. LeGate, Genera! Monoger 


5,000 WATTS-610 KC-NBC Affiliate 


Notional Rep . George P. Hollingbery Co. 


erience 


Our WIOD call letters 
are backed by over a 
Quarter of a Century of 
solid, successful sales 
experience in Miami .. 
Dixie's newest Key Market. 

So, why not clasp hands 
with the Local Boys who've 
proved that WIOD's 
know-how brings them brisk 
results the year ‘round? 

Our Rep... your 
Hollingbery Man will gladly 
furnish any figures you 
need on the station or the 
market. Call him. 
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| TOP S...Where It Counts! 
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*surveYy upon request 

This independent survey 
establishes the Daily 
News as first in read- 
ership among Chicago's 
agency executives. 
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CHICAGO DAILY NEWS 


Chicago’ 
pth HOME Newspaper 
a ar, S. KNIGHT, Publisher 
PLAZA, CHICAGO 6, ILLINOIS 


NEW YORK 


DETROIT 
A SAN FRANCISCO LOS A 
a NGELES 
TENURE EI araeaas ___MIAM 
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New Plymouths 
Introduced with 
‘SEP’ Gatefold 


Detroit, Oct. 13—Newspapers, 
magazines, radio, television and 
painted bulletins are being used tc 
introduce the 1954 Plymouth this 
month. 

The announcement campaign is 
only the opening gun in the big- 
gest barrage of advertising in 
Plymouth history. 

A series of a half-dozen one-col- 
umn teaser ads began on Sept. 30 
and Oct. 1 in 1,733 daily newspa- 
pers around the nation. They were 
published until the day before the 
new Plymouth’s debut in dealer 
showrooms. In announcing the 
Oct. 15 opening date, the teaser 
ads gave information on a $25,000 
“Win a Plymouth” contest. 

Full-page announcement ads are 
also appearing in evening papers 


tomorrow and morning papers the | 
following day. The same 1 ,733 | 
newspaper schedule is being used. | 
A pre-announcement ad appeared | 
in 479 Sunday newspapers Oct. 11. | 
Followup ads, ranging in size from | 
1,400 to 860 lines, are scheduled to | 
break on Oct. 16. | 
s The feature ad in a heavy mag- | 
azine schedule is a gate-fold in-| 
sertion in the Oct. 17 Saturday | 
Evening Post. The ad displays the 
1954 Plymouth across a continu-| 
ous panel of three full-color pages. | 
The dramatic layout gives a close-_ 
up of the interior of the new model | 
and an exterior view. The fourth | 
page, which folds over to cover. 
two-thirds of the full-color part. 
of the ad, contains only the copy, | 
“Lift this page for the lift of seid 
life.” 

Power steering, Hy-Drive, no- 
shift driving, a new over-all length 
and new colors and interiors are 
among the features emphasized in| 
the magazine campaign. 
= In addition to the gate-fold 
spread in. the Post, full-color 
spreads are scheduled for Collier’s, 
Life, Look, The New Yorker, 
Newsweek, Time and U. S. News 
& World Report. One-page full- 
color announcement ads will also 
appear in Country Gentleman, 
Farm Journal, Progressive Farm- 


. THE MANUFAC. 


HOW GAS HEAT SERVES .. 
TURER 


GAS HEAT provides manufacturers with a direct 
channel to reach dealers, jobbers, manufacturers, 
and representatives who are interested in gas 
heating. There is no waste circulation. It is the 
only magazine that provides detailed market 
data obtained from surveys of gas heating men, 
including an annual industry-wide survey of 4500 
dealers. The aim of GAS HEAT's program of contin- 
uing research has been to supplement the valuable 
information supplied by A.G.A. and G.A.M.A. by 
developing data on trends and sales that par- 
ticularly relates to gas applications for comfort 
heating, water heating, clothes drying, and waste 
disposal. The keen reader interest GAS HEAT enjoys 
among manufacturers is evident by the fact that 
32 of them wrote to us, praising the content of 
one article alone. Over 168,000 copies of GAS 
HEAT articles have been reprinted by us at the 
expense and request of manufacturers, in addi- 
tion to the indeterminate number of offset copies 
of articles reprinted by manufacturers with our 
permission. 


GAS HEAT 


HEATING PUBLISHERS, Inc. 


2 W. 45th St., New York 36, N.Y. 
(MUrray Hill 2-4786) 


ee 


er, American Magazine and Town 
Journal. 

A number of followup ads are 
scheduled for magazines, newspa- 
pers and Sunday supplements. 


During the announcement week, | 


Plymouth also is sponsoring six 
half-hour radio shows. Radio and 
tv spots are being used for all ma- 


jor markets. Outdoor advertising | 


consists of two-step teaser painted 
bulletins in more than 25 cities. 


N. W. Ayer & Son is the agency | 


on the account. 


Hart-Conway Boosts Kearns 


Mrs. Anna Louise Kearns, long | 


associated with Hart-Conway, Ro- 
chester agency, has been promoted 
to agency comptroller. 


Form Agency in Asheville 


Claude DeBruhl, William L. 
Spry and Evelyn A. Spry have | 


started Claude De Bruhl Agency, GATEFOLD—This makes up three pages of a four-page gatefold 
ad in the current Saturday Evening Post. The fourth page, folded 
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Here are facts 


...hot claims based 
on “what folks say!” 


434 feet proof of readership 
circle all bases .. . and then 
some ... at Comiskey Park, 
Chicago. Each 84” x 11” sheet 
has 20 names (with firms and 
titles) of readers who took 
known action —all from a sin- 
gle issue! 


No name left out .. . no “pick- 
ing for quality’’...just known 
facts of reading. 


Why not “make us prove it?” 


“seeing is believing’. . . we'd 
welcome an opportunity to 
show this proof to you in per- 
son... so you can check every 
name on this 434 feet of proof 
(if you've got the time!) . . . so 
you can decide for yourself. 

Just write us, “Come on 
over, bring the proof”. . . and 
we'll be there. 


9,984 
KNOWN READER ACTIONS 


from a single issue of 


CHEMICAL PROCESSING 


AMAZING? ...Yes, itis . . . yet such reader action is the logical 
result of EDITORIAL LEADERSHIP plus truly EFFECTIVE CIRCULATION 
COVERAGE.* 

It is amazing only in comparison with “proofs of readership” 
usually offered advertising buyers. 

No other chemical magazine has ever submitted such over- 
whelming, indisputable facts of reader interest...of reader action. 

This is a new kind of “readership study”. . . which surpasses 


all others in — 
a. Quantity of sample 


b. Soundness of technique 
This is an Aupit of the KNOWN FACTs of reader performance, the 
direct result of readership. 
How is this audit made? . 


*98.13% of Chemical Processing’s circulation is 
standards ever set by ony audit bureay. 


. the copy at left tells the story. 


““Verified’’ by CCA Audit, as meeting the highest 
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‘New’ Bows; Magazine Reports Inventions 


PHILADELPHIA, Oct. 13—New 
Magazine, which features new 
ideas and inventions available for 
manufacture or sale, has gone out 
to more than 4,000 manufacturers 
and is now on the newsstands. 


the magazine, and it is sponsored 
by New Ideas, American, which he 
heads. 

New is located at 1211 Walnut 
St. here. A subscription is $3.50 
a year. 


The first issue, dated October, 


includes everything from a port- 


able refrigerator to a new way to. 


fasten buttons. 

The magazine will be issued 
quarterly for the time being, AA 
was told. In addition, subscribers 
will get supplementary bulletins 
on new inventions available for 
immediate purchase or lease. 

Each of the new items included 
in New are pictured, described 
with estimated cost of manufac- 


ture and where it is for outright | 


sale or royalty lease. 
Joseph H. Mulqueen, formerly 
with Life and Quick, is editor of 


‘Drug Topics Red Book’ Out 

Drug Topics, New York, has is- 
/sued the 1954 edition of its “Drug 
Topics Red Book,” an annual price 
_reference guide. The book is being 
distributed to all retail druggists 
(both independents and chains), 
‘chain drug store headquarters, 
|wholesale drug companies and 
‘leading hospital pharmacies 
throughout the U.S. 


Joins Griffith-McCarthy 

Floyd Snoderly, formerly art di- 
_rector of Edwin C. Huster Co., 
‘Knoxville, has joined the art staff 
‘of Griffith-McCarthy, Tampa, Fla. 


‘Colonial Products to Long 


' Colonial Products Co., Dallas- 
town and Red Lion, Pa., maker of 
‘birch kitchen cabinets, has ap- 
pointed W. H. Long Co., York, Pa., 
‘to direct its advertising. Plans call 
for an expanded 1954 promoticn, 
using magazines, business publi- 
cations, Sunday _ supplements, 
newspapers and television. 


Paulsen Forms Benelen Co. 


ager of market research of Roberts 
Co., Los Angeles, has formed 


ment service. Offices are located 
at 1424 W. Olympic Blvd., Los An- 
geles. 


Flintkote Div. Names Benn 


The industrial products division 
of Flintkote Co., New York, has 
appointed Gale Benn Associates, 
New York and Syracuse, to handle 
company and product publicity. 


Ben L. Paulsen, formerly man-' 


Benelen Co., a business manage- | 


Comet Rice Holiday | 


Dressing Will Have 


National Promotion 


Houston, Oct. 13—Comet Rice 
Mills will use 80 newspapers in 21. 
states and five national magazines | 
in November and December to. 
|/promote a new holiday dressing 
which includes both white and | 
brown rice. Radio and television | 
‘spots will also be used in some) 
| markets. 
| In addition, special merchandis- | 
| ing aids, including store banners, 
\related-item tie-ins, price rack | 
|Strips, shelf talkers with free 
recipes, and tie-in mats will be 
distributed to dealers. 

Magazines to be used are Better, 
|Living, Everywoman’s, Family | 
Circle, Life and Woman’s Day. 

Tracy-Locke Co. is the agency. | 
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PUBLISHING 


PUTMAN PUBLISHING COMPANY 


111 East Delaware Place, Chicago 11, Illinois 


Publishers of: Food Processing 


Food Marketing * Chemical Processing 
New York * Cleveland « Detroit « Rochester, N. Y. 


eee 


St. Louis * Los Angeles * San Francisco * Portland ses aes 


io aa 


THESE “AIDS” 


HELP, TOO! 


Ask for any...orall... 
there’s no charge 


How to Buy Better EDITORIAL VALUES — 
Answers to 37 questions every 
advertising buyer should ask. 


How to Buy Better CIRCULATION VALUES 
—Answers to 23 questions 
that puzzle advertisers. 


AUDIT OF KNOWN READERSHIP — a real 
“readership study”. . . built with facts. 


i. 
mw hh 


Hi 


on i 


You can search 
the country 
over... 


, East, West, 
North, South... 


..» from ocean to 
ocean if you wish 


and you'll never 
find 

services and 
quality 


- to compare 
with Pontiac's Six 
Unified Services. 
Why don't you inquire? 
You'll be pleased with 

the care and attention all 
your problems receive! 


O ‘ 


UNIFIED SERVICES 


@ ART 
@ ENGRAVING 
@ PHOTOGRAPHY 
@ ELECTROTYPING 
@ TYPOGRAPHY 
@ COLOR PROCESS 
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if 
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la 


812 WEST VAN BUREN ST. 
CHICAGO 7, ILLINOIS 


call 


/ HAymarket 


1-1000 
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Burdick Joins Republic Light 


Lyle D. Burdick has been ap- 
pointed sales manager of Republic 
Light, Heat & Power Co., Buffalo. 
Mr. Burdick will be in charge of 
sales activities and public relations 
for the Niagara district, and Ba- | 
tavia and Dunkirk, N. Y. 


Process Filters to Warner 
Process Filters Inc., a subsidiary 

of Bowser Inc., Buffalo producer 

of filtration equipment for the 


brewing, chemical and processing | 


industries, has named Harold War- 
jner Co., Buffalo, to handle its ad- 
| vertising. 


Zone" 


aii dindin dina a ea ae 


MONTHLY 
GROCERY 
loti veewubd 


Write for the new 
Market Book - - - com 
plete data on the 13 county 
Fort Wayne area. 


* The News-Sentinel 


Outstanding Merchandising Help 
for General Advertisers! 
* 


s+s- The continuous audit of consumer purchases 
of competitive brands of grocery products in 
the Fort Wayne Market - - - and monthly re- 
ports to its advertisers of food products - - - 
is illustrative of the type of exceptional mer- 
chandising cooperation rendered to general 
advertisers by Fort Wayne newspapers. 


“| FORT WAYNE 
a 


"Golden 


Fort Wayne Newspapers, Inc. Agent for 


% The Journal-Gazette ~ 


Fort Wayne, Indiana 
Nationally Represented by The ALLEN-KLAPP CO. 


Advertising Age, 


Lighting Fixtures Are Biggest Item for 
Electrical Wholesalers, ‘EW’ Study Shows 


New York, Oct. 13—Lighting 
fixtures comprise the biggest item 
(15.7% of total sales volume) of 
‘the average independent electrical 
wholesaler in the U.S. Yet many 
distributors are planning to cut 
|down on their inventories because 
|of cutthroat competition. 

These facts were brought out in 
;a@ recent survey conducted by 
| Electrical Wholesaling, a McGraw- 
| Hill publication. 

Lighting fixtures have become 
increasingly important as a vol- 
"ume producer over the last few 
years, the magazine reports. Of | 
‘distributors surveyed, 54% said | 
‘that lighting has accounted for a 
‘rising percentage of their total | 
| business. Only 15.7% reported. 
|that lighting sales have slipped; 

| 30.3% reported no change. 
® Biggest competitive enehinie: 
faced by electrical wholesalers to- 


day, the survey shows, 
cutting. 

Of those replying to the survey, 
37.9% listed that as the major cur- 
rent problem. Second on the list is 
direct sales by manufacturers to 
contractors and users, which was 
listed first by 24.2%, and 9.1% 
said their biggest worry was lack 
of education as to what constitutes 
an adequate lighting installation 
on the part of contractors, archi- 
tects and consumers. About 7.3% 
said they were worried about 
manufacturers making special 
deals with a few distributors. 

To meet such competitive con- 
‘ditions, the magazine says, distrib- 
}utors are cutting down on some 
lines, and are expanding their 
sales efforts on fixtures that are 
least subject to price cutting. 


8 In commercial fixtures, 39.6% 
of the wholesalers reported they 


pore Fine Furniture 


CONSIDER HH. WHERE, EWC. 


MANUFACTURERS OF 


Publisher 
Mr, Richard A. Hoefer, 

HOUSZ BEAUTIFUL MAGAZINE 

572 Madison Avenue 

New York, ¥.Y. 


Dear Mr. Hoefer: 


Since the beginning of Willett nat 
back in the Spring of 1945, 
apparent that we are counting 
House Beautiful in the job to 


more heavily each 
be done, 


the American reteileremer 
audience. 


power and, likewise, have seen the 
editorial acumen, 


with 
jian eae thie Fall a 
fo with it, we have bought 
Beautiful than ever before. 
will be excellent. 


action per copy 
sells both sides o 


Fine CJ urnilure 


= 
soorwesrT KENTUCKY STREET, LOUISVIL 


July 17, 1953 


tonal advertising 
it has become increesingly 


It is our considered 


opinion that Houre Beau iel 8 1 
tiful wields the most influence upon 


ful's 
hand of House Beauti 
Advertieinewise we know yo of House Beautiful 


ransit 
tion of our new Trans 
the iatretes nd the merchandising prorram to 


House 
color advertising ip 
wr ceat cently , we know the resulte 


Very cordially yours, 
CONSIDER H, WILLETT, Inc, 


Henry ¥. 
President 


FURNITURE MART 
PERMANENT EXHIBIT GPACE—322 AMERICAN 


ett, KENTUCKY 


year on 


Henry W. Wates, President, 
Consider H. Willett, Inc. 


CONSIDER H. WILLETT, INC, 
has been “counting more heavily 


each year on House BEAUTIFUL 


ional solid 


LS. Nel 


les 


var 


Bal ouse Beauti ul —" 


since the beginning of national 
advertising in 1945.” More evidence 
that it pays to be a REGULAR 
House BEauTiFUL advertiser! 


|have cut down; 19.1% 


is price | 


October 19, 1953 


o have added 
to their lines, and 41. 3% said they 


/are maintaining about the same 


|/number of items in stock. 

In industrial fixtures, 34.5% 
have cut down, 15.7% have added, 
and 49.8% are maintaining current 
inventories. 

In residential lines, 35.7% have 
cut down, 11.5% have added, and 
52.8% are maintaining their pres- 
ent lines. 


At present, EW reports, the 
average independent electrical 
wholesaler handles 5.2 different 
manufacturers’ commercial light- 
ing lines, 4 industrial lines, 4.7 
residential lines, and 1 street 
lighting line. 


® A trend toward specialization in 
lighting is noted, the survey shows. 
At present, 82.7% use general line 
salesmen to handle lighting sales, 
while 6.9% of the distributors are 
organized to sell lighting on a 
purely specialist basis. But 33.6% 
are not satisfied with present sales 
setups and plan to develop special- 
ization, most of them by adding a 
lighting specialist. 


Toytown Promotion Set 


For the 25th consecutive Christ- 
mas, Butler Bros., Chicago, is stag- 
ing a nationwide Toytown promo- 
tion. More than 2,300 Ben Frank- 
lin, Butler Bros. and Scott stores 
will participate with special Toy- 
town sections and trimmed win- 
dows. A full-color page in the Dec. 
15 Look, captioned “Capture 
Christmas in Your Toytown Store,” 
will keynote the promotion. Twen- 
ty toy manufacturers will be fea- 
tured in the ad. A kit will contain 
display pieces, posters, banners, 
pennants, etc. A full-color book 
entitled “Santa’s Toytown Fun 
Book” will be given to children 
attending Toytowns. Friend-Reiss- 
McGlone, New York, is the But- 
ler Bros. agency. 


A.C. Nielsen Boosts Five 


A.C. Nielsen Co., Chicago, has 
promoted five members of its staff. 
John H. Betjemann and Arnold C. 
Ramlow have been promoted to 
client service v.p.s in Chicago, and 
Donald R. Harper and H. T. 
Murphy to client service v.p.s in 
New York. Paul F. Powell has 
been advanced to v.p. in charge of 
retailer services in Chicago. 


Offers Business Press Aid 

A business press editorial divi- 
sion has been formed by CRT As- 
sociates, Yonkers, N.Y., publish- 
ing consultant. Writing and re- 


writing for news and features, and 
magazine makeup and production 
services will be offered on a fee 
basis. A staff of four editors and 
writers is available. 
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Do you recognize this fam 


ORE THAN 430 national advertisers do. 
Their recognition takes the form of 
buying invitations to Negroes via API 
newspapers. Many have used Negro pa- 
pers for five, ten, twenty-five years and 
more. Included are more than half of the 
nation’s leading newspaper advertisers. 


This colored American market is 15,000,- 
000 strong; is spending $15 billion this 
year. It’s as large as the Pacific Coast 
market — the states of California, Wash- 


— 


THE FRED J. PRIDES typify the many Negro families 
who use their modest incomes to create comfortable 
living, built around the homes they are purchasing. 
The story of the Pride family is, in essence, the 
story of Negro progress today. By their way of 
life the Prides epitomize changes which have made 
the Negro population America’s fastest growing 
and most important new consumer market. 


END OF THE DAY for Paula Vivian Pride, 31%, and 
2-year-old brother Frederick Eugene, kneeling for 
bedtime prayers. But parents’ day goes on. Church 
activities, good music, horseback riding and swim- 
ming help fill the Prides’ leisure hours. Time is al- 
ways saved for reading a Negro newspaper. 


. Pere ” M4 . 
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ington and Oregon combined. 


API newspapers offer the most effective 
contact with this market. For Negro 
newspapers go far beyond mere coverage. 
Witness the fact that their readers pay 10 
and 15 cents a copy, because they’re the 
only source of news written exclusively for 
and about Negroes. Negro newspapers 
have built a rare relationship of intimacy 
with the Negro family. No other medium 
approaches it. 
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HOME FROM A PLEASURE TRIP, the young Prides leave 
the family car under the same watchful eye which 
serves Fred Pride well as an administrative ana- 
lyst for his city’s administration. Holder of a 


ASSOCIATED PUBLISHERS, 


31 West 46th St., N. Y. 36, N.Y. 
JUdson 2-1177 


The resulting high readership (70 to 100% 
for all pages, both men and women, a re- 
cent survey for one API paper disclosed) 
produces extra interest, impact and moti- 
vation. 


This can create brand preference for your 
product; strengthen an existing loyalty. 
For full facts about any or all of these 
markets, write, phone or wire. 


MOTHER'S LITTLE HELPER drives up with more clothes 
for the family washing machine. Family coopera- 
tion such as this enables Mrs. Pride (a graduate 
of Wilberforce and Atlanta U’s School of Social 
Work) to serve as Assistant Director at the South 
Broad Street U.S.O. 39.7% of all Negro wives are 
employed, making time-saving appliances a “must” 
for the home. 


Bachelor of Science degree in Business Adminis- 
tration, Mr. Pride has also done extensive graduate 
work in economics. Negro education at the col- 
lege level has increased 59.4% in the past decade. 


inc. 


166 W. Washington St., Chicago 2, Ill. 
ANdover 33-6343 
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BASIC MEDIA REPRESENTED BY API 


BALTIMORE, AFRO AMERICAN 
BIRMINGHAM, MIRROR 
CHICAGO, DEFENDER 
CINCINNATI, LEADER 
CLEVELAND, CALL AND POST 
DALLAS, EXPRESS 

DETROIT, MICHIGAN CHRONICLE 
FORT WORTH, MIND 

HOUSTON, INFORMER 


KANSAS CITY, THE CALL PHILADELPHIA, 


LOS ANGELES, THE EAGLE 

LOUISVILLE, DEFENDER 

MEMPHIS, TR! STATE DEFENDER 
MINNEAPOLIS, SPOKESMAN 

NEWARK, NEW JERSEY AFRO-AMERICAN 
NEW ORLEANS, LOUISIANA WEEKLY TAMPA, FLORIDA’SENTINEL 
NORFOLK, JOURNAL AND GUIDE 


RICHMOND, AFRO-AMERICAN 
SAVANNAH, TRIBUNE 

ST. LOUIS, THE ARGUS 

SAN FRANCISCO, SUN-REPORTER 
ST. PAUL, RECORDER 


WASHINGTON, AFRO AMERICAN 
{AFRO-AMERICAN 


FRO h 
(AFRO-AMERICAN NATIONAL) Gi Gaco DEFENDER 


THE TRIBUNE 


More Advertisers Use Negro Newspapers Than Any Other Medium Designed for Negro Families 
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CUTS INQUIRY COSTS—Unusval fold-over reply form developed by Paulson-Gerlach which has cut inquiry 
costs substantially for Heinn Co. At left, outside of a self-mailer, showing the inquiry form itself, occupy- 
ing @ quarter of the total space on one side of the mailer. In center, the reverse side, showing how 


Fold-Over Reply 
Form Cuts Inquiry 
Costs for Heinn 


MILWAUKEE, Oct. 14—-A special 
fold-over reply form developed by 
Paulson-Gerlach and Associates 
for the Heinn Co., manufacturer of 
loose-leaf systems and other sell- 
ing helps for industrial firms, has 
proved effective in cutting direct 
mail inquiry costs. 

Casting about for a method of 
reducing inquiry costs early last 
year, after it and its client were 
satisfied that copy themes on its 
regular mailing pieces were on 
the beam, that size and format 
were right, and that the list was 
good, Paulson-Gerlach turned its 
attention to the inquiry card. 

The form then being used was a 
detachable part of a self-mailer 
printed on soft paper, which the 
prospect usually mailed back in his 
own envelope. Could the inquiry 
form be arranged so that no envel- 
ope was needed? 


ws Experimenting with several 
blank dummies suggested a practi- 
cal fold-over form which consists 
of the standard business reply card 
printed on the inside spread of a 
self-mailer. The “card” is smaller 
than its coupon, which appears on 
the reverse side of the printed 
sheet. When the oversized coupon 
is torn out, the business reply form 
occupies half the area on the other 
side. 

Instructions printed in the cou- 
pon area tell the recipient to “fill 
out and clip this form; fold it as 


REFRIGERATING 
ENGINEERING 


offers the largest circulation 
and deepest penetration 
in the plants of 
manufacturers of refrigeration 
and air conditioning 
equipment and appliances. 


@ - 
REFRIGERATING ENGINEERING 
Published by 
THE AMERICAN SOCIETY 
of REFRIGERATING ENGINEERS 
4115 Edwards Road 

Cincinnati 9, 


Eimburst 2492 


40 W. 40th Street 
New York 18, N. Y. 
LAckawanne 4-8943 


the address side of the form takes only half as much space. At right, the card is torn out and folded; 
stapling it makes it mailable like an envelope. Comparative data on cost per inquiry for this type of 
reply form are analyzed in the accompanying story. 


indicated, with your name and ad-!as effectively as an envelope) shows the cost per inquiry of each, 


dress inside. Then staple it and would. 
drop it in the mail.” The fold-over 


| graded in points, with 100 indicat- 


During the first nine months of|ing the most productive mailing. | 


| 


feature gives the business reply 1952, Heinn used four different | The higher the figure, the more, Month 
form enough substance to be mail-| kinds of mailers in eight different|expensive was the cost per in- | January 


able, and hides the sender’s name , mailings. 


The 


following 


table quiry: 


| February 


Cost per 

Inquiry: 

Type of Best, 100 
Mailing Worst, 560 
B 440 

A 510 


MAGAZINES READ BY: 


Engineering” 


D.C. 


Bank presidents 


Buyers of office machinery and supplies 
Best customers and prospects of 60 in- 
dustrial companies 
U. S. purchasing agents 
Top executives and professional men in 
the construction industry 
Executives who select industrial sites 
Presidents of U. S. corporations 
Engineers listed in ‘‘Who’s Who in 


U. S. truck owners and prospects 


““Men on the way up”’ 


Us a business man— 


He is one of more than a million TIME-reading 
family heads who buy, or influence the buying of, 
goods and services for their companies. 


Evidence on rogues, 
The following research reports present the facts 
of TIME’s readership among the top men of each 


market listed. Please send, by number, for the 
reports you are interested in. 


NO. OF REPORT 
1096 


1053 
1124 


1093 
1090 
1110 


1069 


Buyers of materials handling equipment 1111 
Government officials in Washington, 


1111-A 
1105 
1047 
1102 
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Advertising Age, October 19, 1953 
March A 560 | lished headquarters in a newly ac- 
April c 550 quired building at 1478 Chestnut 
May D 20 Ave., Hillside, N. J. The move will 
June A 363 consolidate the eastern division 
July D 100 sales office, formerly located at 
a 100 Park Ave., New York, and the 
August no mailing general and export offices and 
September D 165 laboratories, for many years lo- 


Type A: Self-mailer with detachable re- 
ply form for return in envelope not fur- 
nished. 

Type B: Self-mailer printed on card stock. 
Detachable reply form mailable without 
postage or envelope. 

Type C: Printed folder and separate 


business reply card in first class envelope. | 


Type D: Self-mailer with fold-over reply 
form which, though printed on soft paper 
stock, requires no postage or envelope. 

While Heinn and its agency do 


cated in Brooklyn. 


Joins Empire Advertising 
Victor W. Bowyer, formerly dis- 
trict sales manager in northern 
and southern California for Col- 
appointed western sales manager 


tising Co., San Francisco. 


‘Henri, Hurst Names Harney 


not attribute all of the better re- | 


sults achieved by the new form 
(Type D) to the development of 
the reply form, they think enough 
of it to use it constantly, and re- 
port that there is no sign that its 
pull is slacking off. 


Huber Ink Division Moves 
The ink division of J. M. Huber 
Corp., Red Bank, N.J., has estab- 


John (Phil) Harney, previously 
an assistant account executive for 
Ruthrauff & Ryan, has joined the 
service manager group of Henri, 
Hurst & McDonald, Chicago. 


Allen Joins Kiesewetter 

Ben G. Allen, formerly with Vic- 
tor & Richards, mail order organ- 
ization, has joined the copy staff 
of Kiesewetter, Baker, Hagedorn 
& Smith, New York. 


‘of Motorola Co., 
gate-Palmolive-Peet Co., has been | 


Sales Execs Told 
They Must Inspire 
Creative Selling 


Cuicaco, Oct. 13—The responsi- 
bility for inspiring the creative 
selling that will be needed in the 
near future in salesmen rests on 
the shoulders of the sales execu- 
tives, Robert Galvin, executive v.p. 
told the Sales 
Executives Club of Chicago yes- 


: : ‘terday. 
of Western Empire Direct Adver- | 


Mr. Galvin gave the group sev- 
eral pointers on the technique of 
creative selling to show them how 
they can best inspire their sales 
forces. 

The basis of the creative mind, 
he said, is a questioning attitude, 
and this is fed by the fuels of first 
hand experience, travel, reading, 
study, hard knocks and human 


/emotions. 


While it is true that some of us 
have more latent talent to con- 


|vert this fuel into creative ideas, 


all of us can, with application, use | 


these fuels, he asserted. 


@ The best way to do this, Mr. 
Galvin said, is to set up a target 
for the sales force of the kind of 
idea which is wanted, get a new 
variation on the idea and work it 
over until a new idea emerges. 
By using this conscious tech- 
nique, by encouraging new ideas 
in salesmen instead of seeking out 
criticisms of it immediately, cre- 


ativity can be stimulated, he said. | 


Mr. Galvin also suggested that | 


the tools of imagination and cre-| 


ativity can be sharpened by en-| 
gaging in hobbies, games and writ- | 
ing and by doing. 

At the sales executives’ meeting, | 
Leon Jolson, president of Necchi 
Sales Corp., was given the club’s| 
first annual New American Sales 
Executives Award. Mr. Jolson, 
formerly a Polish citizen, arrived 
in the U.S. from a Nazi concentra- 
tion camp in 1947 with $1.67 in his 
pockets. Since then he has organ- 
ized the Necchi organization to 


i LS 


yNhin— 


He and his wife and their friends are consistent 
best customers for all types of better products 
and services. Their interests are broader, and 
their means way above the national average. 


Evidence On Aoguest, 
The following reports present the facts of TIME’s 


readership among known buyers of better mer- 
chandise. Please send, by number, for the reports 


you are interested in. 
MAGAZINES READ BY: 


NO OF REPORT: 


Best charge-account customers in 21 


leading department stores 


Television set buyers 
Home appliance buyers 
New auto buyers : 
U. S. college graduates 
Life insurance buyers 


1089 
1122 
1117 
1108 
1015 
1128 


Women members of department store 


college fashion boards 


U. S. holders of air travel cards 


Buyers of men’s shoes 
Guests at U. S. resort hotels 
U. S. college students 
International air travelers 


1070 
1061 
1068 
1083 
1121 
1131 


In TIME’s International 
Editions, more than 850 
advertisers are reaching 373,000 
of their best customers 
throughout the rest of the world. 


LED 


Whatever you are marketing —from 
plant equipment to pianos—your 
prime prospects are the readers of 
TIME. Circulation is now 1,700,000 
families — America’s largest audience 
of best customers. Best customers in 


two positions to buy. 


| ecutive v.p. of Chicago Car Advertising 


C. H. Murphey, for the past 13 years ex- 


Co., Chicago and New York, has been 
elected president. 


sell the Italian-made Necchi sew- 
ing machine and has built it into 
a $25,000,000 business. 


Coolican, Devereux Merge 
James S. (Bud) Coolican Inc., 
Syracuse agency and public rela- 
tions consultant, has merged with 
Devereux & Co., Utica agency. The 
enlarged agency will operate under 
the present Coolican name, with 
Mr. Devereux as v.p. and general 
manager of the Utica office. 


Raclin Appoints Agency 

H. L. Raclin & Sons, Hubbard 
Woods, Ill., has named Patton, 
Hagerty & Sullivan, Chicago, to 
handle advertising for its Nilcar 
frozen products—pink lemonade, 
lemon juice, grape juice and lime 
juice. Samuel Croot Co., New 
York, has been handling this ac- 
count since September. 


Cosmair Gets U. S. Franchise 

L,’Oreal of Paris, maker of pro- 
fessional products for the hair with 
distribution in 29 countries, has 
licensed Cosmair Inc., Rahway, 
N.J., to make its products in the 
U.S. An_ extensive advertising 
program is planned. Shevlo Inc, 
New York, is the agency. 


IT TAKES ILLINOIS’ 


nd LARGEST 


EVENING NEWSPAPER 


(Chicago excluded) 


The DAILY 


PANTAGRAPH 


to Deliver 


ILLINOIS" 


th Largest Market 


(Chicago excluded) 


BLOOMINGTON 


AND ITS GREAT PLUS MARKET 
A Standard Metropolitan County Area* 


Here's a growing, buying market, 
now more important to your 
schedule than ever, For the first 
time S. M.'s Survey of Buying Power 
designates Bloomington as a 
Standard Metropolitan County 
Area.* Sell this great potential 
with the only media offering 
complete coverage!!! 

* Copyright 1953 — 


Sales Management 
Survey of Buying Power’ 


Represented by Gilman. Nicoll & Ruthman 
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drums for radio. 


men, with Norman Nelson, manag-|the entire broadcasting day. 


Sets in use for this portion of the 
The act was broken in for news-|audience ranges above 30% for 


A major part of Mr. Nelson’s 


This presentation was devoted to an- 


swering the self-imposed question, 
of television, 


H : . ‘ing director of the association, ; 
California Radio making the presentation. 
: 4 week, Mr. Nelson will make his | 
Pitch Emp hasizes | pitch to agency men. | since the adven‘ r 
Auto Sets-in-Use The SCBA brochure emphasizes | what has really happened to media 


| the high percentage of south Cal-|in Los Angeles? 
New York, Oct. 13--The South- | ifornians who have radio-equipped | 

ern California Broadcasters Assn. | automobiles—72%, compared with @® In the case of d the 

came to town last week to beat the 65% for the country as a whole. | broadcaster said the total circula- | was a 5.5% decrease in listening 

| tion of the city’s five papers has | 

| decreased 5.5% from 1950 to 1953, | 


| while the average 


| gone up 14.9%. 


line rate has 


_? GREATEST ADVERTISING 
GAIN IN THE FIELD! 


THE FIRST 3 ISSUES OF 1953 CARRIED 
NEARLY TWICE THE ADVERTISING OF 
THE SAME ISSUES IN 1952! 


American Motel Magazine : Chicane 3, Biiacte | 


The average increase in gross rev- | 
enue reported by Southern Cal-_ 
ifornia stations for the first quar- | 


| same period in 1952, was 14.6%. | 
| Since 1948, radio revenue in) 
Los Angeles, which has seven tv | 
stations, has increased 25.8%, ac- | 
cording to the FCC reports, Mr. 
Norman continued. 


® The broadcaster said that ra-| 


increased more than 16% 


‘sets, not counting car radios, port- 
‘ables or sets kept in business 


| tv 
newspapers, the | 


| 
| On the other hand, Mr. Nelson | 
‘said, more advertisers are spending | 


more money on radio every year. of this year, Pulse showed the av- | gggieee= = oe ee - 


ter of this year, compared with the pointed out. 


dio homes in Southern California | 
in the! 


Advertising Age, October 19, 


or 
the worlds best all-weather oil! 


oe 


\last three years, with 66.2% of the! - 


homes now owning two or more 


places. The area under scrutiny 
has 41% times more radios than 
receivers. 

Mr. Norman admitted that there 


hours per day per home for 1953, 
against 1950, but said the gain in 
number of homes gives radio a 
9.6% increase in total hours of 


listening per day. ; Amazingly allows starting like thinnest wiiter 
In Los Angeles in May and June | gif-ge/ protects and lasts like a summer oil! 


; H | hg ft des? 
erage home spending more time. SS £ ~ 
per day with radio (3.7 hours) | guggcece--- | nee * 
than tv (3.16 hours), it was| — iilcce scenic ccasen gp wooed 


sii eae 
| 
| 


, f ; f yf 

Ogilvie to Lannan & Sanders You expec! more from wpe "" 
Jim Ogilvie, formerly associated | : 

with Dixie Advertisers, Jackson,) OT & COLD—Standard Oil Co. (Indiana) 


Miss. has been appointed pro-| will introduce its new winter motor oil 
duction manager of Lannan & San- | with this two-color newspaper ad. 
ders, Dallas. He succeeds 


Earle | 
Plyler, who has b med head | i 
Fivies, who has been named heed | Standard to Bring 
Out Non-Thinning 


Caught in the 


MIDDLE 
on plate 
production? nd 


Let SUPERIOR 
Take Off the Pressure! 


HE deadline is on top of you . . . finished art 

has just arrived . . . there’s no time to make 
plates — but you must. What then? You simply 
call SUPERIOR, of course — because SUPERIOR 
has the big plant, the modern equipment, the 
90 expert craftsmen who can do the right thing 
fast, the full day-and-night operation that can drive 
your job through without sacrificing one iota of 
plate quality. Why not call or write SUPERIOR 
today? Try us on your current plate job! 


. SUPERIOR ENGRAVING CO. .., 


215 W. Superior St., Chicago 10, Illinois 


OFFSET LITHO PLATES... Black and white or 4-color, 


offset litho results usually stand or fall on the skill and care 
with which the plates are made. SUPERIOR’S big staff turns 
out exceptional work which gives your offset printing fidelity, 


sparkle and depth. Send today for 


big difference SUPERIOR quality makes. 
LETTERPRESS ENGRAVINGS ... Illustrations fairly leap 


off the page when printed with sharp, clean, correctly etched 
engravings by SUPERIOR! Here you get all the quality that 
only years of experience and the most modern methods and 
equipment can produce. Let us help you boost the beauty and 


selling power of your advertising. 


A skilled 40-man night staff keeps 
Chicago's largest night shop hum- 
ming—takes the pressure off those 
ticklish rush jobs! 


e Telephone SUperior 7-7070 


Operating day and night shops with the largest night photo engraving shop in 
Chicago! Complete “Superior Service” includes: Typesetting © Black and White 
and 4 Color Process Engraving @ Black and White and 4 Color Offset Plate Making 


vision department. 
Lube Oil This Month 


| Cuicaco, Oct. 13—Standard Oil 
Co. (Indiana) this month will in- 
troduce an all-weather motor oil, 
Permalube SAE 5W-20. 

The lubricant is intended to 
give “excellent winter performance 
at temperatures well below zero 
and full protection and good econ- 
omy even in the warmest unsea- 
sonable weather,” according to 
Dwight F. Benton, v.p. in charge 
of sales. 

Standard reports that the new 
oil flows more freely than many 
5W and 5W-10W cold weather mo- 
tor oils and also resists thinning at 
higher temperatures. Detergent 
additives also are used. 
| 
_@ Advertisements will appear in 
/187 daily newspapers with full 
page, two-color insertions in many 
‘markets. Fifteen tv and 52 radio 
stations will be used. 
| Point of sale banners, pole signs 
;and moving displays will play up 
the slogan, “Hot today? Cold to- 
day? Change now for winter, any- 
| way.” 

McCann-Erickson, Chicago, 
the agency. 


is 


Perpetual Boosts New Home 


| Perpetual Building Assn., Wash- 

ington loan and savings associa- 
_tion, promoted the opening of its 
new building Oct. 5 with a half- 
hour simulcast over three Wash- 
ington television stations (WNBW, 
WMAL-TV and WTTG) and seven 
radio stations (WRC, WMAL, 
| WGMS, WGAY, WOL, WUST and 
| WOOK) featuring tv star John 
|Daly. Spreads and pages were used 
|in local newspapers plus insertions 
in 29 trade publications and in 
suburban weeklies. About 20 ra- 
‘dio and television spots featuring 
Mr. Daly were used prior to the 
opening dedication broadcast. Kal, 
|Ehrlich & Merrick, Washington, 
handled the campaign. 


hich sh the 
proofs which show Hathaway Names Richards Inc. 


Hathaway Mfg. Co., New Bed- 
ford, Mass., maker of curtain fab- 
rics, men’s wear linings and cotton 
dress goods, has appointed Fletcher 
D. Richards Inc., New York, to 
handle its advertising. In addition 
to magazines, the company is using 
a three-week participation on 
Dave Garroway’s “Today” over 
|NBC-TV. Previously, Abbott 
|Kimball Co., New York, handled 
this account. 


Miss West to Gerstenkorn 


| Beatrice Kimm West, formerly 

|with the Los Angeles office of 
Barnes Chase Co., San Diego, has 
joined the staff of Henry Gersten- 

| korn Advertising, Los Angeles, as 

‘media director and _ production 
supervisor. 

| 

Worthington to Workman 

| Dick Worthington, formerly a 

|free-lancer, has been named an 

‘industrial copywriter of Ted 

| Workman Advertising, Dallas. 
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Starting October 21st, the October 26th issue of JUDGE, the new 25¢ weekly 
of satire and humor, will be available only at leading newsstands 
except for a select list of charter (numbered) subscriptions at $10.00 per year. 
There will be no special offers or complimentary subscriptions. 
Distribution 200,000. Advertising rates: Inside 4C page $1,000; B&W page 
$600, 2 col. $400, 1 col. $200, minimum space accepted 1/2 col. $100. 


The story of JUDGE—past, present, and future, is being 
enthusiastically received wherever it is shown. The JUDGE 
presentation is available to interested advertisers and their 
agencies upon request, 
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Once again there's 


O a greying generation, the reappearance of Judge 
will bring to mind another magazine, the old and 
original Life. 
Like Judge, Life was a humorous magazine, and 
its masthead carried the ebullient slogan: While there's 
Life there's Hope. 


The two magazines co-existed merrily through the 


era climaxed by the booming twenties—the most 
prosperous decade America had ever enjoyed, and 
one of the most memorable. 


But Judge and Life both wavered under the eco- 
nomic blasts of the early thirties. For a while there 
was no Judge at all, no Life, and no great amount 
of hope on the American scene either. 
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eJudge...and LIFE... 


In 1936, a completely different LIFE made its ap- and say: “It isn’t the Judge we used to know.” 
pearance, and although many mourned the old, the But look what happened to Life. 
new LIFE became the most widely read weekly maga- ; 

, x Good morning, Judge. 
zine of all time. 


Now Judge is back again on the newsstands, in the 
homes and clubrooms of America. And some old- 
sters—harking back —will probably shake their heads 


; eduled the above 
—, a in the first issue of 


ativertisement to a? wale Wedines, October 21 


the new JUDGE, on = 


JUDGE MAGAZINE INC., 9 EAST 48th STREET, NEW YORK 17, M. Y. * TELEPHONE PLAZA 5-2070 


Ge emu aiis 5s, re ia ee eee ee PUR Sot Nar, ata Bees oe. Pe ena ICS 4 pe 1 ee Mice ce Hen: Sennen eee Ty rR «sa poe pee Pee tay : i ommmmnadhan year —— reer Apa i no aia ea Nand apa op ame att in eal pes $ aT a ueeret atti 
Gite ees eS ees eer tae Ogee he New iy Pg ae pe zee aa Vee ee eee baer Mab ark Niu! gi ate ps ae al 2 ae REM SSS SR RN Sin es 8S a pemieea <ceeea ee ae sel eR rea Pike aes. Oe 
oe cia ; SNE BE SOLES 5 <5 Saat saeambeee "ava, Ore Re eee os een ge oe eaten SO Spe aoee erent Nee see Maik Maan h teu he AT as DN Me elie os ee ree a Sa eine 2a 5a er ee OR Seah CEN ee PE puss penne ee Te 
ee i ee Re a a er eR eee meee oe Soar! gh ae ae eee i, 7 cu eeeEne «Seta Mepere erer SaMee  Le bc 
wee. Baie eee Oe i ee eae SR Nea eg iS ear: 7 las amo th i 3 ae oe eee cay See) on vee poi eee cs ee ee eg a ee 
aS Reaper eee ‘ — : ‘ Saas oy : : is és ae ‘ : a ¢ , : : PEL ow, yee fs 7 : ee te ae 
ao esta be, - SAG ates me SS SCR PRY =n pea phony AEE HN Rp PONT ILS REE UO RRS 1S fOr en mana sui Pose rep gig) sae Me Pegs os = SS 7 a : at Sin A RPM Nant ak a A 7 . bipin eaNi nt Peethes : 
‘ 
eat * 
ane * Be Nis em oot IRO tae Sis ; \ ES Phe be cae + SE Pere Ae SPAR ee BS 
— 
i { 7 
| 
‘ : ,) ; 
ao — avin a —— aie | 
a a> a ! P F : 
i ° . . . 
. , 
" ‘ 
f { e ‘ . ‘ « ‘ e 
| , ys a | ; 
' ' o . . 
] i — ‘ ee —_—- , \ i aie fs 
i } b) : sini hoe 
J a ee on 
} >, pom ag 
— \ LT . : i ae 
/ 7 yy 5 | 
! | 4, a ee 
, —. }% re, — hh} vie 
i a ' Js 
‘ ee, | no 6 7 4/ F . 9 | oe : 
oe | eM ; ~ é Z “a : i-vete xa ase e 
' — b comemmmenimmiemmaass: ese ian 
pre et 
' cn \ ea) bad = - er Sai 
| f / i ae ee i. Jen - ‘i ene 
r Si RR Oe nam 
j Lana 9 ‘ eer eneeatin ; 
Fs os — » fue 
en _ —> +p ZZ fe te 
sce \ os 5 - ; pee eee 
ge Ag oP é Be atk 8y ib , a aie 
Ss (i. TA ay eee, > es ce ere 
= yo oes oe . . ae oe —- 3 
i ~ : > q ‘ 4 A J eS os Woden en Z “SS - " , re 
ee noc > at 7 ee ai on - “Ss “i 
te me f 2 ee ¢ 
See ge tee) /e 3 
i ee M at es ce 13s ee | a: — : pees 
— yee ae = bh "] eis 5, en ‘ ) ue 
Mee. ice “tat | att \ 
eda ee WY q | , ee te &_ Dat 4 oer Goe Sh 
ae a % ee sf . 7 ean. 
i Scum” i 4 a ee gt a 
: : : PS ; ; 
. a od nh § - a ae i, .7. ae 
F ¢ pi ae | : a 
ban 4 
7. 
: / Cele 
he: 
EE eat 
“ - A A * 
J x . t ze $ 
i he aro 
1 
: 
) fie 
‘ Ve Me ea 
% . Soli in 
| me) oe Siin 
' pet 
a 
_——— = f Ae 
' ee — - —— ck Dea aa 
i , 3 Pa ene ED : sete 
' % re te eee 
t a ae a thy 
| / ane 
P “SS ; 
— —, 3 
i et — Se) i a Se 
i _— . ; ; 
, ee we om { ey 
Ss ed ¢ ad + Re J a - nea os 
oo -_ = — - _ ea 
t ~- m" - ~ " P - _- a sts ie 
— o - - . — ~ - 
~- 7 « eo oe ~ = : pa i. Fe 
ss Sanat 
bs aces 
pen, eee ae 
awn eee 
tial Ra 
inteaeteagtiaantteaediaiiias Recah Astute 
ee ee 
P we 
‘ape Sa 
Lie e 
: =, hoe 
ee) 
io eae 
wee 
ay - 
Be 
ane 3 
i> ae 
: aes 
fe ee 
Bee 3% 
: caer 
eo 
ears 
Siac sh S| 
ae 
| a yee 
Fe tiaes Si 
pee 
ers 
ean 
Bo</ 
a Shes. 
ae M, ee’ 
ae _ i 
nes; 
wa sect ‘ 
ita 
eC aes 
as: 
4 , r : ' nt : f IRR a eer & e é < Bones gs 5 eee 
Dee Sie es Se ee he te PO dint ected Z Fey OF ae ee, Se . g eR ee eG reget ; be ie Se ae ct ; 2 jee wits 
te ats eae deen Yate Saree re hehe tts Te os ee eee, SPE tee Eee Sat Reng es a F] reer Ria be AR rat Pe oe > 4 Pe av was fas Weegee om Le PTA? aa OE A oe Stats ee ye be * eer Fy ter i eB SEPT I t 
a es a eas 4 4 ae re rie Sg : = wa ‘ % © en et * Mee en ; a ae Sak Cees gee. tS air abs = éy i EE tans rate Mabe Pa " ee hae ek padi ia a 4 , oe oy s at on o “s lee, ey. Ya eg. Be ge BS nt aoe oe ey 5 


44 


PHOTOGRAPHIC 


OF THE WEEK 


Lehauteets ; 9 apr mt “0 4 Oe 4 Yat 
4 ee AET ob ie £ 


REVIEW 


see 
SRST 


| STEINWAY 


ORGANIZING COMMITTEE—These advertising executives met 
recently to organize support for the Joint Defense Appeal dinner 
of the American Jewish Committee and Anti-Defamation League 
of B’nai B’rith to be held in New York Nov. 17. The Advertising 
Council and Franklin Bruck, president of Franklin Bruck Adver- 
tising Agency, will receive awards at the dinner for ‘meritorious 


Advertising Co.; Samuel Dalsimer, senior v.p., Cecil & Presbrey, 
JDA division chairman; Leo M. Rogers, Rogers Engraving Co., 
and Eugene Sanger, Enterprise Advertisers Service. Standing 
are Stanley |. Fishel, H. W. Fairfax Advertising Agency; Sidney 
Bruck, Kaplan & Bruck; Harry C. Waterston, Waterston & Fried; 
Harry Parnas, Cecil & Presbrey; Hal Salzman, H. A. Salzman Inc., 


Advertising Age, October 19, 


Now~ 
after 100 years~ 
you can own 


the GREATEST 


Oe of them ail cae ee 


1953 


services to the community.” Seated (left to right) are J. R. 
Kramer, of the Meyers List; Harry B. Cohen Sr., Harry B. Cohen 


BACK TO SCHOOL—Guest of honor at a recent meeting of the Advertising Club of 

Boston was James E. Oravetz (left), Ketchum, Macleod & Grove, who is first winner 

of the James Thomas Chirurg Advertising Fellowship in business administration at 

Harvard. Chatting with him after the meeting were (from left) Mr. Chirurg, president 

of James Thomas Chirurg Co.; Donald K. David, dean of the Harvard Graduate 

School of Business Administration, and Edward C. Donnelly Jr., president of John 
Donnelly & Son and the adclub’s; president this year. 


BOW TIE BOOM—Dorothy Collins, star of “Your Hit Parade” (NBC-TV), fingers the 

spot where she usually wears a bow tie while discussing marketing plans for the 

new Dorothy Collins ties for women. Isador (left) and Haskell Nemeroff, executives 

of Crown Co., Chicago, which will manufacture the ties, look over the contracts. 
Jones Frankel Co., Chicago, is the agency. 


and Julius S. Lowenthal, chairman of trades and industries for 
JDA in Greater New York. 


CENTENNIAL—Steinway & Sons is using ads like this to mark its 100th year in the 
piano business. The Saturday Evening Post is carrying four full-color pages, The 


New Yorker gets six b&w pages, and House Beautfiul and House & Garden get 
several pages each. N. W. Ayer & Son is the agency. (Story on Page 45.) 


NEW AANR OFFICERS—Meeting as a group for the first time are the new officers 
of the Los Angeles chapter, American Assn. of Newspaper Representatives. Left 
to right are Jess M. Laughlin, Reynolds-Fitzgerald, secretary-treasurer; Stanford 
Manning, West-Holliday Co., v.p.; Victor Baumgartner, Fitzpatrick & Chamberlin, 
past president and new director, and William Mayer, Hearst Advertising Service, 


WRITER'S HONORS—Madelyn Pugh (left) 
receives an award from Theta Sigma Phi, 
national professional fraternity for women 
in journalism, for her part as one of the 
three writers of “I Love Lucy.” Presenting 
the award at a meeting of Los Angeles 
alumnae is Jean Meredith, publicity di- 


president. 


BETWEEN FIREWORKS—Several major issues were aired at 
the Magazine Publishers Assn. meeting in Rye, N. Y. (AA, Oct. 
12), and during one (upper left), Fred Lewis, Hearst Magazines, 
got up to argue for ceilings in computing dues. Others in the 
picture (from left) are A. P. Mills of Heorst; A. E. Winger and 
David R. Conniston, Crowell-Collier Publishing Co., and Victor 
Roth, Macfadden Publications. Lunching together were Bernhard 


rector for Benton & Bowles, Hollywood. 


Aver and David W. Brumbaugh, Time; Kent Rhodes, Reader's 
Digest, and Robert E. Cowin, also of Time. At lower left, the 
winner of MPA’s golf trophy, Richard L. Leeds of Baby Talk, 
accepts his prize as Richard Sanderson, Family Circle, perpetual 
MPA golf chairman, beams on the sidelines. On their way to 
the golf course were Gibson McCabe, Newsweek; Marvin Pierce, 
McCall Corp., and A. L. Cole, Reader's Digest. 
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Steinway Schedules Dignified Hoopla 7's207.t2tson co. sex vor, 
to Mark 100 Years of Piano-Making 


(Picture on Page 44) 


do the job. 
But Steinway & Sons, a family 
business that has been rolling se- 


To ensure that Steinway scrapes 

New York, Oct. 15—People have its share of the cream off this 
been killing off the piano for promising market, 
years. First the phonograph, then plans a number of special events 
the radio, then talking pictures and 
were going to wipe out the piano. through Robert S. Taplinger & 
Now television has been picked to Associates—throughout the cen- 
jtennial year, in addition to its 
advertising. 

Monday’s concert, no prosaic a 


restrained hoopla— 


the company 


is using fractional pages in 510 
newspapers, half and full pages in 
a number of magazines, and radio 
and tv spots across the country to 
/push its Prestone anti-freeze. The 
campaign, biggest in Prestone his- 
tory, will run over a four-month 
period, starting with probable 


freezing dates in each market.) 


Among the magazines scheduled 


are Collier's, Life, Look, The Sat- | 


-urday Evening Post and Time. Wil- 
liam Esty Co. is the agency. 


, Hubbard Joins DCS&S 


L. J. Hubbard, formerly market 


dately and profitably along for 100 fair, will feature some 35 or 36) consultant with Crossley Inc., New 


years, looks at the future serenely. | distinguished pianists, é 
The piano business is still in good|New York Philharmonic-Sym- joined Doherty, Clifford, Steers & 
shape, its officials affirm, despite | phony Orchestra, directed by Di-|Shenfield, New York, as director 
some 44,000,000 radio homes and /mitri Mitropoulos. Centennial cel- 
ebrations are planned for no less 


perhaps 25,000,000 tv homes. 


“If, as the tv people say, they |than 57 countries. 


are keeping people home and re- 


make music, and the piano offers 


The centennial celebration was 
creating the family, the demand|made possible by voluntary con- 
for pianos is going to grow tre- | tributions 
mendously. People at home like to | dealers, 


from Steinway’s 


an easy and pleasant way to make | their own initiative. 


it,” they say. 


# Neither Steinway nor the com- 
bined industry seriously challen- 
ges the box car figures of radio 
and tv. Not while there are a mere 
1,000,000 usable pianos in the U.S., 
and the industry annually pro- 
duces only 150,000. 

Nor is the Steinway operation | 
geared to speed. With its emphasis | 
on fine craftsmanship, Steinway | 
travels at a production gait of | 
about nine months for the comple- | 
tion of a piano that has long been 
advertised, through N. W. Ayer & 
Son, as “The Instrument of the) 
Immortals.” In a century it has | 
turned out some 342,000 instru- | 
ments. | 

The average piano sale, more- 
over, takes about three months | 
from nibble to clinch—“partly be- 
cause it is a serious investment 
(anywhere from $1,475 to $6,900 
for regular models, to $40,000 for | 
a special deluxe job), and mostly | 
because 75% of all sales are de- 
cided by women,” according to 
Steinway. 


s The company, now run by the 
fourth and fifth generations of the 
Steinway family, has been a con-. 
sistent national advertiser since | 
1900. It first used newspaper ad- | 
vertising in 1854. It has retained | 
the same advertising agency, Ayer, | 
since 1900 (AA, July 24, 1950). 

In the past 50 years the company 
has commissioned more than 100 
oil paintings which have been used 
in magazine ads. The originals are 
on display today in Steinway Hall . 
on 57th St. 

The centennial season, which 
begins next Monday with a super- 
special concert at Carnegie Hall 
and runs through May, 1954, will 
be marked by four full-color ads | 
in The Saturday Evening Post, | 
six b&w pages in The New Yorker, | 
and several page insertions in. 
House Beautiful and House & Gar- | 
den. Music and piano trade maga- 
zines will also be used, and dealers 
will get mats and packaged pro- 
motional material to tie in with 
the magazine ads. Steinway does | 
no co-op advertising. 


a Steinway, which produces about 
3,000 pianos annually (2% of the 
150,000 turned out by the indus- 
try), takes in 10% of the indus- 
try’s gross. In 1947 its profit was_ 
$529,000; in 1948 and 1951 it was | 
$435,000; last year it was only) 
$55,000. The company can’t ac- | 
count for the decline in 1952, at | 
least not specifically. “Perhaps we | 
were not aggressive enough.” 

But William R. Steinway, v.p., 
expects a sharp upturn in sales 
this coming year. He counts on 
“the growth of mass piano instruc- | 
tion in our public schools,” as well . 
as on the rising economic well- 
being of consumers and the mush- 
rooming growth of suburban liv- 
ing. j 


358 
who three years ago 
formed a centennial committee on 


plus the| York business research group, has 


‘of research and member of the 

‘agency’s plans board. 

} 

Swezey Heads NARTB Group 
Robert D. Swezey, WDSU-TV, 

New Orleans, has been elected 

chairman of the Television Circu- 

lation Study Committee of the Na- 

tional Assn. of Radio and Televi- 

sion Broadcasters, Washington. 


45 


Magazine Promotes Duram |Mactadden Names Miss Lang 

George Duram has been pro-| Lillian Lang, formerly v.p. of 
moted to eastern advertising man-|the women’s products division of 
ager of Family Weekly, New York. | Ben Sackheim Inc., New York, has 
He has been with the Sunday sup-| been named fashion merchandis- 
plement since last June, when he|ing and promotion director for 
resigned as media director for Le-' Photoplay, a Macfadden maga- 
ver Bros. Co. | zine. 
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rene. witha Desplagmacter 


>< A Ring Binder that STANDS, SITS or LIES FLAT 


Zz At a flip of the fingers, it becomes a hard-hitting sales toel. 

Ze. Displaymaster props up at a 30° angle when prospect is stand- 

= ing, 60° when prospect is sitting. This better vision means 
siTTiIN@ better presentations. Sets up and takes down in a flash; no 
fussing with gadgets. Also 100s of Other items! 


SEND FOR FREE FOLDER 
tp 1702 WEST WASHINGTON BLVD. ° 
. Sales Jools, Jue. CHICAGO 12, ILLINOIS 
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7th in a series of tributes to American Advertising 


Agency 
Art Director 
Sam Portnoy 
W. B. Doner & Co. 


QUALITY CONTROLLED 


Agency 
Production Mgr. 
Edward Galdikas * 

\} W. B. Doner & Co. 
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COLOR PROCESS 


ENGRAVINGS 


Chicago's largest fine photoengraving plant... 


JAHN & OLLIER ENGRAVING COMPANY 


*From Kuehne Mfg. Company 
four-color, double-page adver- 
tisement appearing in 
House Beautiful. 


Advertiser 
Fred Kuehne, Jr. 
Kuehne Mfg. Co. 
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© black & white 


© color process 
for letterpress 


© color offset 
reproduction 


817 West Washington Blvd., Chicago 7 + MOnroe 6-7080 
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New Promotional Group Will Try to Return 
Plastering to Its Old Role in Building 


WASHINGTON, Oct. 13—A new); The new standards will be rig- 
promotional group, the National |idly enforced by the new group 
Bureau for Lathing and Plastering, backed by the unions, and this 
with headquarters at 1401 K St. .fact will be emphasized in the pro- 
N. W. here, has been formed to motion. Also stressed will be that 
help the plastering industry re-'sanitary and fire safety features 
capture the position it held in the|of plastering are superior to dry 
building field before the rise of | walling. 
dry walling with panels, plaster; Initially, on the national level, 
board and other materials. architectural and building trade 

The group will launch an adver- 


Advertising Age, October 19, 1953 


publications wil! be used, with|and facilities. Mrs. Marjorie M.|eastern advertising manager of 
/consumer advertising to come lnt~ | Sater. formerly with Kuhn in Popular Science, has been pro- 
er. The list of publications sched- | COPy and account work, has joined | moted to advertising manager of 


| ; 
uled will be released later in the that magazine. 
month. | 


Pacific National, where she will 
\serve in a similar capacity. 
Fugazy Names McGuinn 

Pacific N 2 Kuh N.Y. Publisher Promotes 2 Fugazy Travel Bureau, New 
acific National Buys Kuhn Stuart Bernard, formerly assist- | York, has named James J. Mc- 

Pacific National Advertising ant advertising manager of Out-|Guinn & Associates, New York, to 
Agency, Portland, Ore., has pur-|door Life and Popular Science | handle its international publicity. 
chased Randolph T. Kuhn Adver-| Monthly, has been promoted to 
tising, Portland, which was owned | advertising manager of Outdoor |Northwest Gardens‘ Moves 
and operated by the late Randolph) Life. Both magazines are pub-|! Northwest Gardens & Homes, 
'_T. (Cap) Kuhn. Pacific National | lished by Popular Science Publish- | Seattle monthly, has moved to 
| will absorb the accounts, personnel| ing Co., New York. Lee Adass, | 2626 15th Ave. W. 


tising campaign next January, di- 
rected chiefly at architects and 
builders and home_ owners. 
Reincke, Meyer & Finn of Chicago 
has been named to handle this— 
drive. 

The group represents the joint; 
efforts of plaster contractors and | 
plasterer and lathing unions. Plas- | 
tering manufacturers will also help | 
the group out in an unofficial ca-| 
pacity. Edmond F. Venzie, Phila-| 
delphia contractor and president 
of the Contracting Plasterers In-| 
ternational Assn., is president of | 


the new organization. | 


e Mr. Venzie’s contractors group) 
and two labor unions—the Wood, 
Wire and Metal Lathers Interna- 
tional Union and the Operating | 
Plasterers and Cement Masons In- | 
ternational Assn.—are contribut-_ 
ing $5,000 each initially toward) 
the founding of the organization. 

Member contractors will be as- 
sessed 3¢ per hour per man to help 
finance the promotion. Of this, | 
%%¢ will go to the national head- 
quarters’ promotion and the re- 
mainder will be spent locally on 
newspaper, radio and _ television 
advertising. It is estimated that 
there are about 7,000 legitimate 
contractors who may belong to this 
group. They employ between 120,- 
000 and 130,000 plasterers. 


# In addition, the new group has 
set up some rules—standards of 
performance—to insure the quality 
of plastering work. According to 
Mr. Venzie, shoddy practices by 
greedy contractors who have had 
no regard for the plastering in- 
dustry as a whole have led to the 
falling off in use of plastering on 
new construction and the substi- 
tution of other materials. These 
practices, which have given the 
industry a black eye, have resulted 
in overcharging for plastering jobs 
and poor quality jobs in which 
skill has been sacrificed to speed 
and materials used have been 
skimped, Mr. Venzie says. 


est 


the country for 


Westinghouse Electric Corporation 


the science 


Selling with signs | 
NEON PRODUCTS, inc. 


America’s largest and most experienced 
manufacturers of illuminated signs. 


600 Neon Avenue, Lima, Ohie 


sei Th Rate Pa Haye ee ean ai DoS iver f ote ook Ae et : PB reba A Bs 2 sake Say 3K gee Vie ies At ny 2 lag RIS SE SN Rd Se oh Poe Ra Se eco MLS eee Cg a, Lew me cy Maem Ae RR eM Aa” he coat ea Asem eu eais  SL o N PE US Oe 28 led A ge ee a eh cg Bye We NG ine! eed Me 
peti 2" ah co gs kN Mines ha eer (ts (oe eens rome ei nat ire Ae : alts je LPN os EI eg et bie eam fen str Ree ee we ; es cy i Cet COS Wee = cece ge me Groningen ¥ pa At SE oat i lees © eA Gt oe ee one pes ee a me aos eek 2 
‘ wire e ee a CN e's Sl Mn pe th eo Sat Patines! <.. Staan ty a ena aT FSP Bi ee Ph Sa a Naa em al hat AGS Pa tose hab go § BAR ih nce 7 ae OS shi aR lk” Sniper me eat re Pea Se a 2 ce Ret tae ee a ge ale fe lle iad, Me es ats ae 
pepe De eet % Tes aaa aa Bele) et ayy Phe a ais arye'rik a] aspartame raat mG te ia ia aba Taga aS on eee ey Mae oe 1k See Fee efi > 28 eee has Se Ba eee a os L veal arc oe ae ee EOCe er or as Pei cy Seats Rae ae age) ig ct) eee? ate ee 
Coo eae ae cients SS pe Os ; fie aaa lS ON ce Te ee gS gegen et id ey eae et ea eos fae set aah TOME. NAH ethene: = 4m ah eae aera sy opin ips eh ee os ee ae ye haa cg an eee ae ae Seder ie rin 
kg a ee RS eek ee a Se at eS ae A cee 
sd ata eee i > . E 3 Sy ihe eee | * 4 oe i Ae ho eRe Re ae en. NSE Pash es tens can Toe OMe a ok dee RE ae eis Ips or eer, See Saat aoe ee ce jar ies Peer ae? Gas es cs ee to bade sa | ete Se 
ee a iin a * ee eb eees eee 2 A Ecaks: 7 A eos ia a Mee nanan gece. ROS BSc SR eee a Bae ae eee 
ae ae Ee eke Ws ot Sas ad, 1 ieee cane ES apne es, aN CAST I. ed ae eas Fh rea i Re re ee a peoRge sk Soo ae. LM acs ye dele Peete a8 18,5 Se eae en wie a, SNe nn, eS a9 eens, 
aes ct, ie hk i. mie <1 oe : . ‘<i . h “Reet : 2 nate 
ae” : : BS Gate om ; 
ee | Ad 
4 | 
| B 
4 ee | F 
1 Cop 
| has 
chi 
4 . * 
} 
| Ma 
q } ant 
= eee | 
7 ‘ : ' 
5 ‘ . > : ity Pe 
7 5 DT Paid. - 7 ae a 
are eee Cs ee ne ah en ee ieee os gi as an 7 Sic : 3 
ces ne ee ee meee: Ce ee ; . ag | 
Sete Se eS eg eS TR ek a eR Si eek kL ee te ea ae, neo My bled aeons ii ia I gl fo Sa ye 6 alive a Ree ty SARS. oe tee 
ee co Ea A et SRE ui aprernrenmeeeremanmenscennptimmeneworatitaheng ae os CANES Siva ake Sega A ee ae oe” 2 eee Beale oi re ee amen 
- Ri B eT ee ee Bike F CTS Aa ey UN Rea ar My cot. te ts ONE Se Aces > - Rem ee ne a RBI AES Nine 200 ar Tar aia te Te eae RE a oo a pene ya TSE: 
ab 4 I: toa Si ee pitas - i, aa aa ae pach aha i ol Neb ae Eiea iias t ati ners Pe BS Eines) ae rene Ae = aan gal ae a eae isl ew ses a apes 
ane 8 as Reg Te TC RE Pte A NET a a iy, |) pie RE ee A egg Bete, Ay OSS ae a COG Nar ee Poo Nee 2 pte SNe es MUN ona Lk, a ae aM Ks yee Ae ies Me oS, cs Seer Pye F 
ye Rey e! re Mele Se Siem ay eck a Melee Ub be SA aod a ; By tg Ro ee eee re. tet 2 ett Le ae ac oe Nast echt ee tes. Uhh ames oe ren, et ‘ ‘ 
we tee HN pos ota ae ca ed ch diab eieet d oh ee = ie 4S aes NE he ea I s sga eles =a Boe BD ert it aE Mite in nl ice in aie fo a eae MeN SS SREB WTR yt et : res x 
a 7 Mee MMMM A CRESS Nae Pac GR ee dees Athy ee ENO) ac} Rae aa a Aer Ree, rt et Soe eG eee ce er ml ATR aca ase ee ei hy eee ea : SE Re Lee are 
me Bi, rss, eee ae Ver oo een ha Rie reo Espagne 2 =r epee eee cele Achat Sere aa ets, or gees cae : Moet oot tog sin, 
re hs Ee Po: een Pi. Penne ep anes Bon AP el a eh a Te ae a ee da ee . ri ane iy acca ta Riieh oy eager as. Yee 
7 eee ere en, a TAS i Bae a IE ate chi ve ‘ Sere nee MCE ye el li Saag: la eg a rh neha atic siieialS | URS Delian nea ie bal 2 a ammen a Lee ey a2 ale mR oS ey ac epee 
1G a EES RE eae pe re a een eee AA iy A ee ee Ry eat PENNEY Om A 21  g  eee i ett : ee ee: awe Fa ag ae eae ot ale raeaNe 
ae ciae UE TOME SRR se Sr On Cee eed eee eal a i Tn, cr cee es Gets cha. uel Ban aa 
ae Dh 55 ROR Pheer i a uh ec - Mg RO tae AO Es EGU PT 2 Ramee fe ay 
; Sere AUPE a eth uy) i tee iar Me ah ot ih ret SL eR ' : 7. A aS ie) Sp dies. pee gl OS ivi ae bela a or: oe eu? ‘ oe. een. eS oy ty pull 
me EO! SEE SARC Lf iets ea Rohe SPA RCT MRR. > ORME eck ee SII toes Ra ae aes Be eee See Neer ee oe eae 
=: Batis Joi ys ci Gay ey Roce Wasa a) ae we Ne NT Ak Se F PERL ps WR se ee eee ssalyre 4. ey ee Gites ee a | aie BON fin eR at 2 sii este. 
«eae etree ne yo” mem pe ee SI a ie NS etre eae WY pe a I Sy BE PS oe a gS Sa ee  eeaey, a We ot gg )  otene ei a ae coe nee) PR ere ils SN te a i aie lic : pe 
i Gy SS gees eae SAVENSNUT o. calioy ea ueegeecn SE AM eUREE CRAG "at ys oe eae ag Sine ea cae et ta eae See ee pears kopaece Com Si gees joc en thee Soe en er AES. 278 aa ' oo is 
. Ct ae ee a Tg jbl Sila ae Seb Pipes te Stee m eh = ge GE SO OFA) SEMEN EE Se a gees RS ae Os i (Sail “once Anya ere = Saal oe ie eee aa Dea ore. eo Se M ae ee 
acai Poet Be Bek x BEEN ghee Bete Ocean yen: oF OY rs ee ‘e ae eee ae >, Wie “ae Sh ene ae . er) ae Beate tena 8 Ee a es Ee este Fae Re cle alee j ae i 
ee eae er eee) oe oe Rene che oa PM fe SES Ae ai yen Li ae ia 2S. Rateeal eke eR ie rte—) 2a VS ier, onan, Sea Se eee cae oe Sys Ptah Bree aeaas 
AEN A ee Ae OT aS, 5 oe et ot ae SPER ORE A a ah ee cert IESE. | 5.0 RRR Eta a CV MR get SYS hea Basis a Nel Seg Wea ah emia phot At: ama Dy aor eve tie ong ee ek cut wee Ac i i ie Se TS / ieee ate 
peau Te Sig, SU pnvomeigia Ss Jes I aR ec aR ae tue Dace” Mena kas: Tare Satine ae oh GR Mee ere aT Be Ti ORS | ES | ala Sateen aatamae say lee oe on aed ee hee oR a Mea 
eee DES CE RNase Owe ata Fe OE leat URE Cc a Fee Oe, Zr yee aed ORS ee Lea: 22, 2 Ye cee MMR NOOR «See Gi? rae Nene Oat Say tec dea Sees a, 2 Cer eae ys ‘ ea 
Bee 1. De ie A Pies Ese oa Sl oy eee beanie PESOS» « A aR AD te Rte i sts oe = Se Ri eo re sy hee Cea du pieces SOD Celle ee 2 aes ‘ is wk 
+e eh EA LEAs s =. v4, Soy ee aaa tt esi tes ois Ay Se can | glee cpegarn.) Saimin oer Sy eee SS Rg Wtetney si ie cae : " 
tae AG il 4 figs 2 Mee es ee a a as ie eee ee ns " ah ee : = 2 . a A ae Ee 
agen a Mrs ip eae SEN cee Pinel Se Vn, Se emer Fal, ea ee OS t cut _ er ane + . ean a ae aa ty 
ig Se Ge ee ery ee ae ee te gd cd a ee . cies 
° pm got whee Rarer BE th ek s « . 
Beas "bat alate aie ja Sa Sheet ; ‘- ¥ = 
ae eC 2 : Se _ * : * 7 
ecu te ee en ae Pa: Ato > . 
ae eres a ES Rae is wee os mah A a on uit : : = i ed 
ioe <r eee Bi, that ~§) cia , : ee ie ie Basis <iaeeebeian sy " = vend , on a 
a ee ae Ae me on . F er ae 
ve — eta at aoe ‘ fire a ‘i a fete ae Nesey 
aT: P ea ier dare ol y . a = - ie * oe i iain 
F aime . Mees eee Pic, ON 2 iets . — ; ry oe 
: i os ae aes 28 my i arg 25 beg = ‘ 2 ne oe 
d Tce EN) 4 G cae : a ae 2 a ; 
Ss xX free Y Pin RI as f oh tomer eae ‘ 2 ety pe ee Ta Z. ry 
ae ey . eae eT ? ree so Pe ga iy hear. ARM ayy goede be ole eee eee eee i a * : 
ec ee ; re LD eee ead bs <6 es ee F ca Sai Matec TLS Se eo = Ron ie, oh oe as a Sey lal Sieh 2 ii BUR cs ens WM Meal eee nt 
; Riles z ne sas fo i cee ae Fe omen wiped re ana Nag ai ee Saar ER egg Se Cs oN eae eae Rarer 
Y ber Pm 4 nies, = De Bete een, ie ce ria a Do oranes aa) oe, Soe 7 ete ’ woke: 
i ee . if +o t ewe a a A oak te : mK eaey ioe ) é : pera : f its 
eer 7 : xe a ee te : io Sey pier 
—? Uy Ses cay a es te aay Sg rises - ee ne SEN wan eae aa ead md ee a - ee oe 
eR et me: “Pe, ‘ Br x: > Set 7a 3 een Bs kh ae i oe “Sale Ps : ogee eit y ¢ ve es a 
“= rem n : — * BS 
Whoa tae bei, : foes 
ve i Pee fi , 2 2 he a ° —_" 4 part a ge 2 * i mn Retna 
tal % (gh ene sss, Fe Pe eS al ee See ee ca at cea (cae Ds a ae 4 oe Skeet aa. 
Pies bs Br aby Sed neler eas ie ae chon apiece a ham Na MeO 2 i eta iO Seppe Nepean tag oa see 
ae : 4 e : hy) 7 ten be cee oe Fr ape ag ot ed Sct cpa = 2 eee mee ep Srey) cn he Ae appa ; timed oe) pes ace 
joer : j 3 ay BR es ast oe ek een RHE ARNE NS. ape SS Ta ae eas : A he ts See $ pee bee Rone a: s + eagle 
wee + gah ee eek i rare | una gee Reith ee. SPN bata ne BO Ba ie eee fet A or is 5 a Foe 
etna 1 rei. ee TSR Eh oleae om ; : oo eae ee i sla eclatae cama te Ny : Pe Tin ee Pe se 
> Sa, ee “io oy ee ee Eee Bnet =e ae Petey tht eee r ae war ST a Matas i 
i a . TS aged a ite lai ! Sallaghorn tt Shee eee ROWE coe ae > afeaat > 
‘ ee Gy Beso eee eee a oo at ee Pa 3 Silene 2 Aiki ; : ale eg 
a “Gs ieee OO et Ree Reeoincrs 3a Baa as ee ee Po ena oa ae ae ES ea Pei - SS ne SOME EER y ee 
Bahia a as Bie ee te ae oe ea ee yeas oars ee es ae AS Care gO ee ee ge ae 
S ays Tag yaaa a ts 5 aR ge Meee Ae 2 5 AR ov as a a ae See eae AE nce eee ee nn ek ers RR cae 
oe p 4 SE SS eae ee ae Be ni ee = Hi iumsenc: a 3: le ay ee foes Pa ae se eae eee Ne oy 3 ior eee ; eA x 
has a , ORE > SI eg a Poe | rc a" PE See Sect 1 ON agers ee ee 
| ee 4 eran es CES ia Seek ty Ge 8 we ee BE re ties SR en aos RD ce ON: Cana ry ins, Serene Wie 2 girs cee a Pi a8. anes cr = Ate 3: 
a ae = 4 EIS ES ea eee cS ee Came Ses ee ae oe Ne 3 oe 
Woke % —, | ae : os ad ae SB Sire Ee Co: eee eh: Cae mE RS Sa Be pa ot nd Tae oe. Org oh ead eee fo eee pk ane 
fat a ne iaery " : BaWEPe tee eaten retetig, Ron 2 LES is an tar ee ge ities Se bak eae S ee > cea SAR Cra eater nent. wh es 
oa ” * ae iy Se Cae net iN AO, ‘ eerste ee ae A Sites aa ea Z ral pt LS oe ea tenes ae ey 
Lit Sinton F 4 j , Se 4 pet 2 oe gle ¥% chit as, é Re tage Seat SEN Ra Mee s drake: * i , 
als : oat ai nati * oe, ewer ee, Meta... sR) tinh teeta etapa tse, Meter Soll eer Wee emma 2d ea Bef 0: Deere ewe oon 55.7 aaa Wh 
Brag ee ees Ia oes omen. treme 2 aetna Wy ge | ep eh a ana eee Sake) Sh ee aes 1, a, sche Ryne 
; pete gawk ae ce ae é er ; is nat 1 ae CA pA gts eee . ae 
; = When, eis! Se V4 4 <> 3 oe Bebe Rotelh Para Hee nee ft achnie Abarth Sim oN tes polity eee: ate. “Se heen eae %, 
: ra ‘ F ; me a ine ee sg Ee aes” © 5/r 2, pee temoeneererss pe tore Were ee rane iS 
: pet ote ee Po — as i) a eee Ag as SR oc he en Se 1s AR ak : es can ae ae Ree ae ees foe ita 
: | polite mer OPO ~ aera AN pov op ft oa ee , OE agen cae ease? i oe ee gir ee gee Pig i ag Oban “eae ; oa 
| assent <3 tee a i PS meee os Re ooh esi = a : b eA at Rey EE ated a Oe ne Sd i R ath 
Bey: aa i eM a aI Ok i i Gas ee ee ee ae 
Se ra fa ato = emer es SE Ca mrcrmatea asi Gl oes Sal Pye ae. asus, On ee de ae, 2 eR. Sc a ig 
pase | ae re h eae eae ye epic twicle . Gee ee ae, eh Scab Be te a SE Mg UMS Me Este cy 2 Fai on CS aan ce te eee anes SG, ear , eae Teaae Pree hes 
od et eee 58> fg! EE 8 Aye Pema a. Lat ee BRS hed Si 5 ee or ara Ral ei a Ne AR ee ean mL ea GL rs FT Rig ee ae ie res ef ages aie 
mts ee a oo eas fie a AR amie 2 EU, a aac eaenewe 
a) er Ld tt ase, nrg eee ore pment e eo oc ae MAG gente es cae TE a ema a roo 
a | ; ‘ " Beri i eres aia ug aR orf AR oa Tn mae a Oe a Mere eee ike ee Pe, let A ReneS ee YS san eae sa ae 
bau | a +} : ey ae a IS. 5 eae TS ah acne iy. See Mg es et). «gee (as ie = Ta Ra ae 
om | it} | iy Bree mI a Ml oe 
ue AS me eee” TUE a : igs Age aaa SEG RSE ee ae Mes ORR aero ce ae es ma pe peg rh 
; | Y / Ae Cae ; aes cranes Sethe. ene Ee hte Sees Bs es tet a ee ida Oe Ji ee ee pige 
{ 4} | iy Ae | ee GR ree Reem IS, Sena ae eta |** Se Wea Sear en oem et. A Oer, Rees apenas ae spat ose saad ui oy Se sarihedes 
4 : if a Be Se ae Peas : sie oe rine TR cn ei eR ih feo Me ee ed = PE adc @lDien Sea hae ne Sat oa, 
, ; 64 ] B as Ceres Werey: Ee. ca Sent RG ee see abe tener Sede aC, ae ets 
j | iF a a t y 2 rE A et = : . : z Bt ing ee 
rat . ; rae ae 
vB}, Pi . << eee aa a 
7 Ate pt "+ ' . ‘ Hl - : oe e Delis x é . 7 oes - 
hem i , “ q") \ MR rg ce eee ere ea get ie Aang. ee selene it vee ne nh ene pacer eae nme cree ari eee Si eas 
on | 3 ie : yi eee acs ao ce ae, ) ROUTE! Sk oe ae. Siig. Yds Sor ee ies ey ire oe ee oa daa le , mind ney 
: Ke ; ’ 5 Tg ie ae ay ce ena Ste Sn ta ae eS ok na i ee eras | peed) OE olin nee gee tok eR ee OER: Lae yeaa po 8s: la 
a | . i ef | rf i eee We ont etn meg Ren co eee Shee. eee eee Sra ee Ca ee a ee Phan ee 
ese) : i} ¢ ‘ L. Hea ears er teas eaten cok ps, Sain: a aaa ee 2 Beers ee eee ee 
he i Bi ; ; ee he Ee Fic nyt MM a eG 6. Orla Aiea Ra a)” aa s/o a ee a ey Couey » 
a. | ? ? ti ; . we » ee ee ee er i acm ae oie Ba et See ae Fk. ie ie 
he tert | “a , ? Ta alls viel a al ai heh ie : red a i ackae a Se ae ca be a) eal 29 Pee ss a 
oe cee Lo fae on 4 spar Re eo ae ee a ed ae 
Poeuer iia ey a ‘ eaten bp Am BR a nqeettonn = (okie | LOS NMEA Ae ke Geeky yim cpg eae oe Core a) ie eee J E 
a a fhe ~~ S f f= Bure ae bps Mo Bice bee Bess deat Bee eh anes eS aaa ae Pe aee ts J 3 Saale «| 
tes ‘ ‘ Re a ea he Se re Deir NS We Nel ak es GAs ae - ian eee ; 
3 aoe af er . Saaere ae Fo aoe a as Mee rte tie tk alee ee sneha genre ana oo oa : rs “Z ay ae . 5 
Pe eee : te SEES ieee cae eee a Po a ne * 6 ete er mee. eee apie Wit Rows | Sen iy ere Bo 20 4 
; ' % Ps Re get Hays — Bee ge en Lari ees Oe oe ea a ; i en oee Rete ean es ek ce ey oa ees = 
ii + Wee Bs —— rutile —— MM Rie cA Cree ee at ee ae Be ciet piatii a: teem ee Veta ipa pL Ee 2 Bese 
Li Sieg 4 fe one Oe s a i Ge a sc th i en at oa er ae allie Saya a on eer Bed Hes A ; 
PA ee | ie Poy Megs os Wena ae : a ne perae s a tea <i 4 TTR eet Me fleon Wao ND aN ee Me ae Ae TAR ORE RS SE OM hl oa eae arate 
aaa ots ate Nees a by pre ae Paaatit » naa i ee as Pepe aa pares ms ‘ a San ‘gees a ae eae Gaeta ee pias : 
aie ea : BE I 8 gd Uke te 2 : Hes NATE Fach tt oem “cht aaa ad ‘i Raa = atyes Seid pre ye eae ie , See a reas 
oft ee | ‘ gh ee need ns gt cba’ a. 7 Dear gh Satay iat A A ten pe Ree a a, Pa ire Keir eS Oe ie ee ae 2 ae as apa) eS es ge 
egies - a iin Me 5 iS) sig i be ae] ‘ ae oa: Led oles ihe ee oer Tar Leh Bee Bee cs. ae Bie, eal : oe atest hig ee ae, vase Se oS SRS eae ts em ee ea et 
Sere $ = ory eee es Pe i ‘ bp so Re ol VN ea EON et. ee pie eee. Oe a Re ote ap Sr ahora eee elo ee 
ate ; eae oars , 2 ve ing if, sip oped TAC kne ae eae ea al ge BoE ee : ae ote Eo cat Rl ee ee hie cee Pee a ea cil tae 
eke /  % ne bes Pes a rae hE gl ce SoS Sains eas ME A at ee ake sede 8 Se ee ae Si ' y a 
ey? fe ; % seo a sat Pieters a CGE ea eee. Papeete GARE Ray We fe poe : : Spee 
. + he Secon ‘ e3 ee i! F r a ss ‘ ¢ Pea ttain Sa) tS am SE) Sealer seme ge PA : = Rp eee aera are gn 2 f ; 
Sere Pee Ce De ee ae BS ee ee ge St aie Se i ere, ee Gy Se eee Bh y os fs Ae aren pia ok 2 Fe eed SU cgi Lae et A Segue 
cela, . eae a : Me a seat , z Ace ae es a ge i! 4 Sates iota aleeone At -. Sse Bs E BRE) gs aa a ' ia Peleg 
“ ; D - e =— . tiem tg pas i 5 “oe, ( 2 ee ones Cage : Sige 4 Sas hcl: , Eee ae mee 
° yy ~~ —_ tek : V: ody “algae se pyegana ‘ : ; me ‘uae ea eae & aan 3 
j a A ee Ae avn ¢ , ae =~ . at a ae i r wo nae Maple Sate Ios = a AN dein Br Cte, are oes ‘ cae eee ° g # pee iE Re Neer ite eae Sit) “ Aes, 
Rau Pete °. Fh me cr oes ee te oe . ie ty age alee a Ng aay. si eat NMA tla Yee : ee - ne ee are el ST Bi pany 
a) ea Cty vig \ ; | cots 1 ah He peeerimr ate ay AMARIEIS Ao8) om Sotelo Vat rel Bae ee Oe a rae : : a © Paes ert pas Ble Ef id Reet, 
ae ci, “* ° fe ’ q J a re Ge ie ce ete aan, oven & ier nt sl) 3 “iyA _ as Gee i eee yet a 
ieee CP re ‘ * N : . ee oe eco aya “eueeoes iy Sieere | es ae pln Saez Becta, matt et a ey ae ct 2 irae, 
Te go ; ‘ peat” Sete eereaner rgb itn or. ee re tS i Ae Mahe i 2 pe Beh sie holes ae sae RI eta ee E neater pe A OR, WEN Reeraer ienaeae 
ees ‘ we ; en pe ee eres ag ae (aes NINE ene ig hae he ree ar cs cee Ga ae 
erase ee (\e J i RAR State iia seo en ice 6 Se ee re ON i adie a CRM IeRNE AE Oat aera A Wed oe Reap a, Shae 
au oe eb ee a con Says ak AUT” eee ee MM peo 2 ae SO Man ake ny See RR cc Pec Ft, | ea ee gan ead 
ad : FS : cot CSS Sag eeigy ee shes Hiewagticaie ree : : : ew 
oe So Tae aay tai ed wy SADIE gle eaten era ae es: cite : 
fe . "y ‘ae iy VP ear ; moet é or Rages. eae % oe ety eerie 3 cae 
Sie = ae ee of , jee ee eT ices", cpt, ne Fey AS sire Ses 
ae Si Gene oe). s a . a» ‘ "i J pe Bagi ts AM ion RENE noo s aaa * << oe @ . 
_— ” a A Iie Ry: Ge — i) 0 = =a here : . 2 nae E 
i Pe. . fi * pes a ae ny eee we ; Fe - = er “ 3 4 Fe . 
i : HS a Ls eee Bin gh BE se a 2 + i - E eg re Pe ce a ee Pore an sinirntiitin aes is Re ee Le od ete Sah) y + + 9 aheameareaeM 
oie s : Te nig ee aay. Me we. TL ae ae . ee eee ar tere gee ew: an Se PS Re ee Rete Pele Atel ue eee Go an Je AES, = 
5. ‘ i vey ated OS a BO em ae > k Ror a4, 3% PMO, lore oe Nye DY We, eee oa Sebi: teas rg (ie > ae eRe oy Sere Ee TS gia SPS Soy i + ee! Sees ee 
ae. \ \ UPN cn” — save pape ge Ciiiutea eee Li a np Me ae 
TNs \ T Pi a — — ¥ eho ee 5 ae oe een i ea eee Sannin oN (Ss , : ; Dia teen ae ee Seg ‘et Z is 
ey \ $s S oamie ~ ee es ee Ee. PODS 8 alleles a Sor a es ee iene on ea See 
oe \ 19 * i ato oe RM RR) ae ie eee i ee tg RU ae ras eed, weethn se ‘ ; iy coor oe Se Caeaest it ce ein. 
on x - & a a ee Set ea vt ee ae Planes a PEO A ae : Pie eee ey Pig eis es 2 bale ’ bey 4, 
EC , lees CPOE ea cg oy Saban Creare Ft eras : i oh een die pee ee ee Coe hit iy rem gD ae aie Oracle i), eee: 
ee BROS = # ae i ee SPO MR ag 1 re aS Ge cog ey 8 on es a ae re ee SS ees, 
ye . a ‘ (eyeicnbe ey Si Ee ie daa aR me Ee i a ee x eer Craig beet aye ee Fee Wor) ot Ou aa! Sate ye bs Spe ar) Ree. eee. Ears 2 eg ane 
‘oh ae ae Re Sk a a la ea peel Se i (aan MR ae RO Se ES ca ay ao on eek ay ie ema Ra or ay 
pie ets 4 AS roi A eign ds hos Pia: «GOWN eet beg Pe. ae 02 a eam i A i oy at tae see re BP in! Bec tis aria’ t ee ee 
: _ : - ae j its BRM A ee 0 gr  e <7 eer! es oe i + oa Pee mtg Re oe ware eyes ee ae ingre in ok hg Se see 
rey meer ‘ OO el OR teat i eta he aan, ROS Re eR aa OR eR 7 Piste cre PURINE are ae GMs ye ah meyer a Sia . Sraee 
ee ae mS Me er eer hee 5 Sool ee BN a ce OF es ee gee ee ee be Stee 
2 ny : ay hee a ee ae, ee 2 ee twee Mp 2, Sheela a 2 a ee ee ee cl see ar gota air tac hes, ON Aa ee eee eden eso t Se ie SEY 
Ri ee Se RR RNS ine at “ho ea Se Sak gers A ig i te ge oa) ea hee Md ey Teme nhs SEN ec Ser” tte | eel ge sige we Sey ee, 
es i oe aa ae as i Bev me aes i elacahe out od eee gaa Wea As Se Saat Ste no) 2 aca erie Pee or lla os ae 
Be ee (2 Th cebgt aia Mae NF aS ar big eo SS Bar RG a re aI : Piste LC Soe” SLPS et iS aes = eee pee f Gigli 
sic ra - * teat Sr Rhphes i ae So Tn Seige oe Re ape ae a gees amps seit te ae: a ee Cape ay = Ae “sgt : “Fa ae 
S ; Sai eae eae a Gasad RO a na nae eeeien We o esae sg DG ag oR a eae an Pedinas Jitsu oe 3 ee ek aR Si ooctine. Salem iG ST q BS fee Vers 
ee Dass by Cee ee hs Se peaeagen AN a way NR erg ha oe ae oy , URS AS ai aging ot : peaks 
& Cae eee ; GO ir ele IE ame tg ee Veer ey ean BGS 25g Pe eS Cee ees Te Bemis 
. Re ia ie 2 ee ee Masai 5, ape, ear a hae a : eee oe Soa see pete! + eek ek 
% in . Boas & eo = See sie tee ran eC Ee ON ee eng Seemann | ater ih: —- iglesia eee eigen eres pte Sk gel Ea nae aa i t Ne «ho etn Wee eee a 4 . oe ; 
‘ mo ° att See ee ae eh ey : Eee h ‘ PRE TAE. Cae nee ents Lace etl gt aaa herd Wane ie < 4 Pols cecath” Ses a. ote. ei epee ean eee aa a bia : 
: ae sitilues ann Reliece tc ete a yas Seid cee ten TP sg Cah pear rs eller ae aC NE Alpi Shey are Sas nee re ee peer mse ei : ae 
“< Gia, ) Gee PE in" etn ending ones F . papante . nS ; vie eens (2 Seals ¥ ‘ xe ; AN a cites tye oe treete AO tes de “ 
“2 —.- plums vel a 1 WE end) . ; hse MO eae sn 2h SN OS eis rah? eer ee Tash ed ‘ . Paige rcs tus Neg aleeee ica Saree eR ; hee = 
Peewee eh SPS a Mele F ee pals Js Shee a é om 7. ak Ay ; 5 ee 
ape OG. SRT Bone a aes Beals ea 
ine aera eels: ae ae Oe Pe : ine 
: _ eae Gale ( ) 2 ; Bet 
ec ad : i : ‘ ae : : Bet 
=. ss - 4 ‘ Fi at 
ee : cre 
sa ag 
” ; ‘2 
. « =o 
‘ Fad ; / a # | ieee on aoe é : ag) : ; rene 
S1GNvertising = ine i & s . 3 2 ; 
: ° “ 4 ‘ a 2 ae ; Niet tick s duis Fag Pag t: i a aM = ‘i ia: eg eee a ee oe ote orn ee ees Peete ok = os, Se é 
Pare. ee ee ee :< 4 a a ee BGR eo Scapa * iS a et ed ole ee: pa ei ace asa prt SR ats aay es Shae ae cm aeae “ise 
Sey as / nate 2 pee ee bee he: ie i aes. 7 etre oa ghost coals ee 1 aia a Wipes tes erty ene ag esr ea, la ae Pe att ne Lage i cas Saag ae ee ‘caidas 
7 4 Gaon oe se i ee ae won mors tka: OD et ee hy Co aaa Sa 25 Spey ene, ee oe fs iE rea 2 ate Nias Rares ” ‘ : 
ee th "an 3 ae Z ia ; — ig". y et eT Coe p eM 3 Eo Sad : oer etait: take we. eget bale 4 
ree a " UR een es yi nie “th ee fie eiies nae rE ie: ed Pan igi a Ear a be a) 5 . a ‘i th ‘ ‘< ee é 
} - Bea San hie = “ aia 2 a @ ba! : et ee ape Pe he a ee Versa ee. vee a oy act 4 Ps 
i A ‘ ee Rai ; 3 % Sg ays E es ar ee ger a , f ee : . aa <a aes ; 
at its, eS ‘ cere pei a ; yas is ay et pps : 2 ea a : Sai ers 
7 . 2 : : ms ‘ , ‘ f - ' é oe E : = ; . : 3 i ; . Q 
ane ee . 
AGS 
eer, ‘ 
* 4 a te bs - ° v . i . 
ne * an: ’ J i 5 =e c r ~ ee eb ; re ae t e ( ihe : ides Pas Se “ r, -_ ng “4 - ee 5 es if i Pe) te i pe Re <a 
Pat acon eh 3 ae eb erence ee Co 1s ae een Le 6 2%. z tig oak Up iat BS eae EOI | ah MED oe Sapbatals  Sin eni rene a ean yop a a ried ented eile! oo ES phe k hey Mey, Be a WE Je re We tc A EAS a RO ol der ERS. URI ak Pad 
tee, a cn ee s, he : : ie Fee Ms gH ae ame G J ek he ark IM Poe ke oF Jas "oe iter pgs or a Reig ae ee ox ome pee ct cA so ery BP ae a apt goa eae ef Sree ae ny eS ai “ae as oe = Pe EE pet te Pes a, ele aponeatis 7 Bei i Sek 
creed ee NA a othe ae Rag pclae Seer PMN ws BSa te e eas Seen oy alee Baan PONG Ae Ere cies. Reale ma OR TCAD cobdies § SCAU i a Mane NOE a haede ae S 5 ofr as >. , Ca ee Romma tc enon Ay enor Mee A eA mca a” ROMP mia DAN aaa ts es ee 


Advertising Age, October 19, 1953 


= | Buckley Joins Stockton, West Farm ‘Digest’ Alters Format Renuzit Ad Lists 11 N.Y. Stores; Coupon 
of Donald B. Buckley, formerly Agricultural Leaders’ Digest, q y 
copy plans group chief of VanSant, Chicago, with its January, 1954, is- Asks Customers to Name Their Favorite 
| Dugdale & Co., Baltimore agency, sue will go from its current pocket | 
' has been appointed associate copy size to 7x10%”. The rate will be a) New York, Oct. 13—Renuzit erasers for cleaning rugs and for| 
- , chief of Stockton, West, Burkhart, flat $420 a b&w page one time. Home Products Co. of Philadel- | cleaning upholstery, as well as 
“wf Cincinnati agency. | Currently, a page is $360 one time. phia is carrying on what it calls| Odorless Renuzit. | 
to \2 novel test a here for its | Each of the ads in the special 
ty. Three in L. A. Join Four A’ newest product, Odorless Renuzit.| series mentions 11 stores in metro- 
Three Los paid Four W's |Clary ag Tn aa The New York Times Sunday | [pottan ew Fork, wus the reader) 
joined the American Assn. of Ad-| of sales for the Norge division of Magazine is being used for a ser-| ‘is offered a coupon to be sent to 
ae; vertising Agencies. They are West- Borg-Warner Corp., Chicago, has ies of six ads, three full pages and “your favorite store. The purpose 
to | Marquis, Willard R. Gregory & Co. three three-fifths pages. The ads is “to facilitate immediate consum- 


resigned, effective Nov. 1. His suc- 


and Jordan Co. cessor has not been announced. | promote two specially-constructed er response to the ads,” which are 


47 


timed to coincide with fall house- 
cleaning. 

New York stores participating 
jare B. Altman & Co., Blooming- 
dale’s, Gimbels, Lord & Taylor, 
Macy’ Ss, Stern Bros., John Wana- 
maker, Abraham & Straus, Bam- 
berger’s, Newark; B. Gertz Inc., 
Jamaica; and Kresge-Newark. 

Feigenbaum & Wermen Adver- 
tising Agency, Philadelphia, han- 
dles the account. 


Joins Capehart-Farnsworth 


E. W. Gaughan, formerly gen- 
eral sales manager for television 
and radio of the Crosley division, 
Avco Mfg. Corp., Cincinnati, has 
been appointed general sales man- 
ager of the consumer products di- 
vision of Capehart-Farnsworth 
Co., Fort Wayne, Ind., maker of 
; radios and radio-phonograph com- 
| binations. 


Olympus Film Inc. Moves 

Olympus Film Productions Inc., 
Cincinnati, specializing in adver- 
tising, industrial and _ television 
movies, has moved its studios to 
2222 Chickasas St. 


WE USED ONLY 
—KYWIN 
PHILADELPHIA 


++ reports THWING & ALTMAN, INC. 


O JOF GANS, vice president in 

charge of Radio & Television, 
we're indebted for a letter that speaks 
volumes about advertising effective- 
ness in the rich Middle, Atlantic 
market-area. 


Suppose we quote directly: 


| “A recent review of our records points 
_up a few facts which I think should be 
' called to your attention. 


“This season, for the first time, we 
, used only KYW to cover the Phila- 
| delphia market. The results have been 
| spectacular. We increased our budget 
300% over last year, achieved one of 
this season's greatest success stories! 


“KYW had to produce results every 
day to make this increase possible. 
And you sure did! Results were up 
almost five times over last year, This 
is extremely gratifying inasmuch as 
for the first time in several years we 
used mostly local shows and person- 
alities, from sign-on to sign-off, seven 
days a weck. 


“On behalf of our clients, Doubleday 
& Co., Inc., The Grolier Society, Inc., 
and The Greystone Press, may I ex- 
| tend to you and your associates at the 
| Station my sincere thanks for all the 
/cooperation that made our campaign 
so successful this season.” 


If you want the same rewarding re- 
| sponse in this same rich market, put 
KYW at the top of your schedule! For 

availabilities, check KYW or your 
| Free & Peters representative. 


KYW 


PHILADELPHIA 


50,000 WATTS 
NBC AFFILIATE 


WESTINGHOUSE 
RADIO STATIONS Inc 
WBZ + WBZA + KYW+ KDKA 
WOWO + KEX » WBZ-TV+ WPTZ 


National Representatives, Free & Peters, 
foe 1 has tame Welz, 
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‘terial from factories, Interstate | magazines in our area,” Mr. Hogl | 
produces a variety of material on explained. 


an expanding scale in the last two 
to three years. Mr. Hogl explained 


| numbers for all boats in the area 
|having radio-telephone—a job la- 


48 Advertising Age, October 19, 1953 Ad 
” |has nine stores in western Oregon |expect.” The company finds, he!ditional volume of promotion. It 
estern Industrial ealer Does 'and southwestern Washington, and explained, that newspapers are a has tried outdoor through Foster & } 
— each store’s name is carried on, good means of reaching influential |Kleiser and had 42’ boards built, ly, 
™ s (sales material mailed to that people, like bankers. In one type jeight in all, changed twice a avi 
‘ All-Round Ad Job Using Many Media |store’s customers and prospects. of advertising, Interstate placed ajyear. The boards were located Ho 
; mm , ; es full eal for ae omy Bg of | on the outskirts of cities where In- oe 
: ; . a e mailing list includes 4, /equipment in ailies. is page |terstate has a plant. Th j Ss 
SEATTLE, Oct. 13—There is no | pliers, and on promotion by his names of industria! users, plus a | made heavy use of action photo-/to reach the aoe ace Gee ond 
rule book for dealer advertising of suppliers. jlist to farm customers. With 25 graphs of the equipment in use. forth from logging, road building thr 
industrial and agricultural equip- _ Interstate uses direct mail heav- salesmen in the ficld, Interstate and srmilar work to get parts and Mr 
ment. The need for ingenuity and ily, Mr. Hogl said. It likes direct | figures that its mailing list “is the # Newspaper space, especially | service Copy is of an institutional ty 
knowledge of many media is mail because the advertising is best in the area because it is pa- classified ads, are employed con- lenin Am initial three Ss is 
: ~ ; : a ee : | . -year con : 
greater than in many other adver- pin-pointed. The company is a trolled by our salesmen.” In addi- sistently for used equipment. Here tract has just been renewed rig 
tising pursuits. substantial user of Caterpillar di- tion, however, it periodically sends the object is to reach “the margin- : He 
How much this is so has been rect mail material, with the name | out “list-cleaners” among its mail- al operator, the new man getting a ‘ wi 
explained here to the Industrial of the dealer imprinted. Caterpillar |ings to catch changes of address, | started, or the one shaky in finan- # Remembrance advertising _ is pic 
Advertisers Council of Western offers 65 separate pieces a year for | names, occupations, etc. cing.” To a large extent these pros- | Pretty well confined to objects that us' 
Washington by a man who has had _ mailing by dealers. “We distribute| Trade publications are used pri- pects are not on any of the firm’s | Will provide scme continuing use, eq 
some success—60%, he estimates their advertising just as we dis-|marily only for special occasions, | present mailing lists. such as a plastic card for billfold tic 
—in this work. He is Ed Hogl, ad | tribute their machinery,” Mr. Hog] | such as the opening of a store in| Radio is employed chiefly in |°" which a man will list the serial 
manager of Interstate Tractor & said. a new city. “We are being well rep- farming areas. numbers of his tractors; or the 
Equipment Co. of Portland, who| Supplementing direct mail ma- | resented by manufacturers in trade| Outdoor has been developed on|Marine directory listing phone 
handles his job with one girl as- 


Interstate handles, among other | its own, figuring to send two to. Newspapers are used, he said, that his company does not feel that ter taken over by the telephone 


lines, Caterpillar tractors, and is three pieces a month. The company , “surprisingly more than you would its direct mail would stand any ad- | company. 
reputed to be one of the largest 
Caterpillar dealers in the world. 
Sales volume was not disclosed. 

Dealer-created industrial adver- | ¥ 
one-half of 1% of gross sales for. 
advertising, including in this 
charge salaries of the advertising | ” 
department (Mr. Hogl and one) 
girl), travel, displays at fairs, me- 


tising is a subject on which there. 
are no textbooks, Mr. Hog] said. 
dia and production, but not sales | 
entertainment. 


His department started from. 
scratch eight years ago, developing 
its program as it went along. Cur- 
rently, it spends between 1% and | 


® Five characteristics of dealer | 
industrial advertising, Mr. Hog] | 
said, are these: 


1. The dealer has a minimum) 
budget. He has to be practical, and | 
his advertising is “short sighted” 
because he wants to turn promo- | 
tion into immediate sales. The | 
dealer “is interested in today and 
tomorrow,” while a manufacturer | 
may be working on _ long-term | 
buildup of his name, Mr. Hog] | 
commented. 

2. The dealer has no products of 
his own. 

3. The dealer has a limited terri- | 
tory. But on the average he knows 
that territory better, and he must 
pinpoint his advertising. | 

4. The dealer’s advertising de- 
partment is a small organization; 
often it consists of only a parttime 
man, or at best one fulltime man, 
plus secretarial help. 

5. The dealer has to sell service, 
facilities, afd himself. 


2 At the same time, Mr. Hogl 
said, the dealer can capitalize on 
brand-name acceptance of his sup- 


World War li we have made 34 

similar county surveys. in Kala- 

mazoo County, Michigan, we 
have interviewed the deaiers for 
eight consecutive years. 


Anyone in your office can set perfect 
head- lines, body text, with Fototype. | 
(A stenographer set this entire ad’) 
Cuts type costs by as much as 90% 

Use for house organs, ads, direct 

mail, catalogs, brochures-even letter. 
heads! Clean, sharp characters for 
offset, zines or silk screen repro — 
duction. Send for your free copy of 
Catalog 53 today! Over 250 type 

styles and sizes. 


| FOTOTYP Ex 


What the Surveys Show 


Each of these county surveys shows the number of units sold by appliance-radio-TV 
specialty stores, furniture stores, hardware stores, miscellaneous stores and chain stores 
for the following products: dryers, dishwashers, room air conditioners, kitchen cabinets, 
home freezers, refrigerators, washers, electric ranges, gas ranges, TV sets, radio sets and 
vacuum cleaners. You can tell at a glance what type of outlet is doing the biggest percent- 
age of business in each product group. 


and clocks were studied for all types of stores including and in addition to those selling 
major appliances and TV sets. You might be surprised to see how sales are divided for 
these electric housewares. 


| 
| In two counties, sales for dry irons, steam irons, automatic toasters, coffee makers, fans 


In addition to the sales information you will find in these surveys, you'll find answers 
to the questions listed on the opposite page. 
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on Words Alone, Bernays Tells Ad Group 


Movies are ruled out as too cost- | Through trial and error, we can | 7 
ly, and, while good movies are also improve direct mail.” Good Will Depends On Good Deeds, Not 


New YorK, Oct. 13—‘You can’t 


| buy good will in the United States. “Now it must be a two-way street, 


build public support for the ad- 
vantages of our present system of 
freedom, flexibility, initiative, op- 
/portunity and decentralization in 


‘the public,” Mr. Bernays said. | the making of business decisions, 


‘and (4) the p.r. man will want to 


WARC, Rochester, has changed | You have to earn it. Deeds, not | of business adjusting to the public 
its call letters to WBBF and words alone, must be the main as well as the public adjusting to 
switched from American Broad-' reliance of American business in| business.” 


ensure that business serves other 
goals of society in addition to 
profit, such as high living stand- 


& 

t, ; 

a available from manufacturers, Mr. The company places its adver- 

d Hogl said it’s a problem to get tising direct. 

a prospects to sit down and see the | 

3 movie. | 

. a WARC Changes Call Letters 

, throughout the firm’s promotion, | 

a Mr. Hogl indicated, adding, “Nine- | 

1] ty per cent of having good pictures | casting Co. to the Mutual Broad- 

“a is being at the right place at the casting System. The station is un- 
right time with a camera.” Mr. der new management with Thom- 
Hogl carries a Speed-Graphic as L. Brown as general manager. 

| with him constantly. Some of his | Effective Nov. 1, the station will 

a" pictures have been picked up and = oe ee, Don- 

: used by the manufacturer of the aid Coone inc. New Z0sk. 

’ equipment shown in a striking ac- ‘ 

d tion shot. Seal Rite Appoints Three 

il Summing up, Mr. Hogl said,! Seal Rite Caulking Co., New 

e “We are doing about a 60% job.| York, has appointed Milton J. 

e We'd like to be able to take more | Gerstran iS aaeae ~ i 

a pictures. We’d like to be able to’ . ee ee 

i get movies used more. We'd like to | — yo Bo ray gs Mapes 

e put out an external house organ, } 


sade e */ suburban areas. Sol Weitzman has 
and to get an institutional schedule | been named to the Long Island 


in a couple of trade magazines. | sales staff. 


| attempting to win friends.” 

| Edward L. Bernays, public re- 
‘lations counsel, told the Assn. 
‘of Advertising Men and Women 
‘here today that “outstanding in- 
dustrial leaders recognize that 
good will must be based on deeds, 
rather than words.” 

Much time and money, he said, 
has been wasted by American 
business “in selling the American 
free enterprise campaign through 
the use of words alone, with neg- 
ative results. 

“Public relations used to be a 


} 

| @ Many companies, he pointed 
‘out, have formulated broad pol- 
icies for their relations with con- 
sumers, workers, purveyors and 


| communities. He cited as examples 


Sears, Roebuck Co., Johnson & 
| Johnson and Lever Bros. 

The concept of deeds, not words 
alone, Mr. Bernays said, “pre- 
sents the public relations man with 
a four-fold problem and _ chal- 
lenge: (1) he must act in accord 
| with the new concept; (2) he and 
|his client must depend for good 


one-way street, from business to will on good deeds; (3) this will | 


} 
| 
} 


_ 


Dealers were asked questions 
like these 


What was your 1952 sales volume? 

What were your 1952 unit sales by products? 

Are you making money on trade-ins? 

Do your salesmen canvass? 

Do you plan to continue your present lines? 

How much allowance do you give on average 
TV trade-in? 

Do you handle TV service? 

Is your TV trade-in business profitable? 


These are only a few of the questions asked. Two county 
surveys include studies on electric housewares. Each report 
includes some interesting dealer comments which indicate 
dealer attitude. 


Fault PY Dee Sas E att Mek * ‘ * te Z 
PORT ae iv fe tee a aD VTech ae hip Oe? * Pas 62, 
d i ” + « ae E nee zt 2 ®. 


give you... 


up-to-date facts about 


Appliance-Radio-TV 


ards, economic progress, stability, 
personal security, and community 
and national security.” 


Parton Joins Brown & Bigelow 


Charles H. Parton, printing in- 
dustry executive, has joined the 
sales management division of 
Brown & Bigelow, St. Paul calen- 
dar and advertising specialties 
manufacturer. Mr. Parton was for- 
merly executive v.p. of Osborne 
Co., Clifton, N. J., advertising spe- 
cialties manufacturer, and a v.p. 
and director of American Color- 
type Co., New York. 


Ayer Wins Ad Council Award 

The Advertising Council has 
voted a certificate of appreciation 
to N. W. Ayer & Son, Philadelphia 
agency, for its volunteer creative 
work on the council’s 1953 Red 
Cross fund drive campaign. 


| Barth Leaves PR Company 
John Barth has resigned from 
the San Francisco public relations 
erg of di Marco-Von Lowen- 
feldt. 


LA | 
Plas Coverage 


Fer Your GROWING 


dealer sales 


What are the facts about today’s appliance, radio, TV and 1, ADVERTISING AND warren 


electric housewares dealer business? What types of retail out- 


lets are getting the biggest percentage of the business? What is | 


the dealer-thinking about changes in product lines? Who is 
getting the TV business? The electric housewares business? 
The room air conditioning business? 


Electrical Dealer Magazine representatives have interviewed | 


every dealer in eight counties to get an up-to-date picture of 
the whole electrical appliance retail market. Questions were 


asked about appliances, radio, TV and electric housewares. | 
Results of these surveys have been tabulated by counties, types 3, 


of stores and product groups. 


Each of these county studies 


contains a wealth of information 


for sales, advertising and agency executives. It is the kind of 
information you will find helpful in your sales and advertising 
planning. For your copies of these reports, write or phone our 
nearest sales office. The Haywood Publishing Co., 22 East 


Huron St., Chicago 11, IIL. 


ELECTRICAL DEALER 


THE APPLIANCE-RADIO-TV SALESMAGAZINE 


CCA) 


SALES OFFICES: 


CHICAGO 11, 

22 East Huron St 
Whitehall 4-0868 
Walter J. Stevens 
Orrin A. Eames 


CLEVELAND 15, 
1836 Euclid Ave. 
PRospect 1-0505 
John E. MacArthur 


NB P. 


= 


New Yor«K 17, 

101 Park Ave. 
Murray Hill 3-0256 
J. H. Thomson 
William G. Dunn 


West Coast 
McDonald-Thompson 


San Francisco Seattle | 


Los Angeles Dallas 


Southern Advertising and Pub- 


lishing. Covers advertisers, sales ond od- 
vertising managers and their advertising 


: andes 


3 
New South Baker. Founded 1910. A 
welcome aid for the rapidly expanding Sovth- 
ern baking industry. t- 


FOOD PROCESSING 


BAKING 


Southern Food Processor. 


Reoches the leading processors, packing in 
cans, gloss and frozen packages. 


4. GARMENT MANUFACTURING 


Southern Garment Manufac- 


furer. Spokesman of and friend to this 
two-billion-doliar Southern giant. 


5. 


FERTILIZER 


Commercial Fertilizer. Founded 
1910. Leader in the mammoth fertilizer in- 
dustry, national and international coverage. 


6. JEWELRY 


Southern Jeweler. jewelers in the 
South share generously in rising Southern in- 
comes. Full coverage of retailers and whole- 


+- 
PULP AND PAPER 


: B 
Southern Pulp and Paper Man- 


ufacturer. National circulation, intensive 
coverage of the South's expanding paper and 


pulp industry. 
! 


PRINTING 


Southern Printer. Reaches commer- 
cial printers and newspaper mechanical 
superintendents. 


| 9. STATIONERY AND OFFICE EQUIP. 
| 


Southern Stationer and Office 


Outfitter. Ful coverage of leading sta- 
| thoners and office supply hovses. 


| ABERNETHY PUBLICATIONS 


| ERNEST H. ABERNETHY, President 
75 Third Street, N. W., Atlanta, Ga. 
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Railroad Boosts Lehmann |Get Massachusetts Account 
J. Robert Lehmann, since 1949| The Massachusetts Department 


Olin Promises Its 


in the San Francisco advertising of Commerce, Boston, has named/| Arms, Amr: inition 


department of Southern Pacific Chambers & Wiswell, Boston, to 
Co., has been promoted to the rail- handle promotion for 

road’s advertising agent for South-!and travel. 
ern California. Mr. Lehmann will) Boston, has been appointed to han- 


New H 
headquarter at Los Angeles. dle industrial promotion. AVEN, O 


dustries is using 
magazines to push 
Winchester arms 
—“The greatest 


arms and amm.: 


vacation + P 
Sutherland ALbat| Drive Is Record 
. 13—Olin In-| 


168 ads in 34 
s Western and 


od ammunition 


| campaign in 


ition history.” | 


If it’s a Matter of Taste 


The ads range from one-quarter 
pages to full pages in bew and two 


Advertising Age, October 19, 1953 


‘other magazines. Included in the 

schedule are Argosy, Boys’ Life, Federal Sales Tax 
Business Week, Farm Journal, . 
Field & Stream, Fortune, Open, Proposal Draws Fire 


Road, Outdoor Life, Pathfinder, | . 
Progressive Farmer, Sports Afield, of Retailers Group 


Time and True. NEw York, Oct. 13—The Na- 
A series of ads in trade maga- tional Retail Dry Goods Assn. is 

zines will be used “to help dealers | out te stop a national sales tax be- 

sell more arms and ammunition fore it gets started. 

more easily.” es | A leaflet spelling out what is 
D’Arcy Advertising Co., New) described as “the vicious, hidden 

York, is the agency. | and dangerous nature of sales tax- 


and four colors. 
In addition, Olin has prepared | 


(cmap 
Here Type Can Fhe) Serve You 
rong 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave, - RAndolph 6-7292 + Chicago 1 


to sell jobbers on the value of — 
magazine advertising. About 1,100 | T@Presentative. 
aie the brochure have been Thor Corp. Promotes DuBois 

The ads are aimed at reaching 


| youth, farm, men’s, general and tional account sales manager. 


‘Buyer's Guide’ Names Agency , manufacturers’ 


|es, particularly the broad-based 
so-called excise 


' Mobile Homes Manufacturer &|tax program,” is being prepared 
a four-color brochure showing re-| Buyer’s Guide, Chicago, has ap-|by the association for store dis- 
prints of the ads, which is intended | pointed Jack O. Hodges & Associ- 

ates, Los Angeles, its West Coast 


| tribution to the public in the form 
| of package stuffers, bill enclosures 
‘and giveaways. 


Wade C. McCargo, NRDGA 


| C. D. DuBois, western division | president and head of H. V. Bald- 
: ‘sales manager of Thor Corp., Chi- win & Co., Richmond, Va., said to- 
20,000,000 shooters via outdoor, | cago, has been promoted to na-|day that the association plans to 


acquaint every consumer in the 


He the hew ' Blue- 


HAMMERMILL 
DUPLICATING PAPERS 


LL miMEO-BOND 
pu 


All 4 fine papers now improved 
aad HAMMERMILL til P 


to give you faster, cleaner, 


1 : ir- — 
MILL MIMEO-BOND Ey exclusive aif cs more brighter copies—and more of them! 
reproduction to absorb mimeoee roduce 
face enables al sm pear from @ single Here’s a whole bright, new outlook for all your du- 
: i! a oad : 
rapidly, pone clean, legible i MeRMILL ie plicating needs! Hammermill’s new blue-white papers 
5 — 'N ew e-w! a pose _that retain make copy after copy look brighter and more attrac- 
por will turn out yore spirit oF ee ae of tive. Famous for outstanding performance, these 
brightness © drone come in sie plue-white- papers feed easier, run faster, save time and money 
chines ones as well as the ni on every office reproduction job. 
e 


Ask your printer to show you the wide variety of 
Hammermill duplicating papers he has available. 
He'll also be glad to show you how colorful printed 
headings can add extra attention value and improve 
the effectiveness of all your office duplicating. 


WAMMERMIQ7 


Duplicating 
Papers 


at such surpris 


Send today for your free HAMMERMILL MASTHEAD KIT. 
It's filled with idea-building samples of printed mastheods 
on Hammermill duplicating popers. Write to Hammermil! 
Paper Company, 1459 East Lake Rood, Erie 6, Pa. 


country with the actual facts 
about “this innocent appearing but 
_value destroying tax.” 


. Mr. McCargo stressed that “it 
|is not only the responsibility but 
‘the duty of every merchant to in- 
| form his customers that proposals 
|for sales taxes, no matter what 
/mame they are given, or whether 
at the manufacturer or retail lev- 
el, are in fact proposals for lower- 
ing the customer’s purchasing 
power. 

“In my opinion,” he said, “sales 

| tax advocates are enjoying a field 
| day of misrepresentation and are 
misleading the public, the admin- 
istration and Congress in their de- 
| Sire to see a tax enacted which 
hardly affects its proponents. In- 
stead, it takes a bite out of the 
pocketbook of every member of 
the consuming public. 


# “One does not have to be a 

|highly trained economist,” Mr. 
McCargo said, “to realize that a 
| manufacturers’ excise tax is a 
| hidden tax, which remains under 
|cover until the last two feet of 
counter space is reached. 

“Time is growing short,’ he 
said. “Manufacturing groups have 
sold their story well. If we are to 
defeat their aims we must awaken 
every consumer to the fact that 
it is Mr. and Mrs. American Citi- 
zen who would be hit and hit hard 
by such a tax program.” 

The association’s leaflet is being 
prepared by its taxation committee 
of which E. C. Stephenson, v.p. of 
J. L. Hudson Co., Detroit, is chair- 
man. 


Canada Dry Backs TV Show 


Canada Dry Ginger Ale Inc., 
New York, will sponsor “Life With 
Elizabeth,” on WABD and the Du- 
Mont Television Network, begin- 
ning Sunday, Oct. 18. The program 
will be telecast on alternate Sun- 
days (7 p.m.) and Thursdays 
(10:30 p.m.). J. M. Mathes Inc., 
New York, is the Canada Dry 
/agency. 


Partridge Joins Westinghouse 


David E. Partridge, formerly 
general sales manager of the Cros- 
ley WLW television stations, Cin- 
cinnati, has been appointed adver- 
tising and sales promotion mana- 
ger of Westinghouse Radio Sta- 
tions Inc. Mr. Partridge, who suc- 
ceeds the late W. B. McGill, will 
be stationed in Washington. 


ALWAYS 
With 


“PST-TEST” never wrinkles 
— curls — shrinks. Excess 
tubs off cleon. 


by Stotionery, Artist Supply ont 
Photogrophic Deolers every- 
where. 


UNION BueeE® & ASBESTOS CO. 
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Now Available in Book Form 


Copies of this much-discussed audience research 
now being distributed to advertisers and their agencies 


N THE last few months, presentations of A 

Study of Four Media, by Alfred Politz Re- 
search, Inc., have evoked a high degree of in- 
terest and much discussion in the advertising 
world. 

This is the study which makes available—for 
the first time—accumulated and repeat-audi- 
ence measurements not of one, but of several 
media, based on an identical sample of the 
population. 

The study is now in book form for your 
careful perusal and analysis. Detailed findings 
are included, with full information about the 
operational procedures, essential techniques, 
and statistical methods of this pioneer project 
in media research. 


MEDIA INCLUDED: 


Radio: the four radio shows with the high- 
est ratings at the time the study began. 


TV: the five television shows with the high- 
est ratings at the time the study began. 


Newspaper Supplement: This Weck. 
Magazines: Ladies’ Home Journal, LIFE, 
Look, The Saturday Evening Post. 
EXTENT OF THE DATA: 


1. Average Issue or Program Audiences: 
total audience—men, women, and children 10 


years of age and over—reached by a single 
issue of each publication, a single broadcast of 
each radio and TV program. 


2. Accumulative Audiences: extended over 
the course of six issues for magazines and the 
newspaper supplement, four broadcasts for 
each radio and TV program. 

3. Audience Characteristics: by age, sex, edu- 
cation, income, city size—both for one-issue 
and one-program audiences and accumulated 
audiences, 


4. Repeat Audiences: the frequency with 
which the media studied are read or listened to, 
in the course of six issues for the print media, 
and in the course of four broadcasts for each 
radio and TV show, (Repeat audiences are also 
analyzed in terms of audience characteristics 
listed above.) 

For your copy of this new research report, 


write A, Edward Miller, Director of Research, 
LIFE, 9 Rockefeller Plaza, New York 20, N.Y, 


SAMPLE FINDINGS: 


1. LIFE’s single-issue and accumulative audience 


A Study of Four Media shows 
that an average issue of LIFE reaches 
26,450,000 people aged 10 and over, 
22.1% of the U, S. total. This is the 
basic potential which LIFE delivers 
in any given week. 


In the course of 5 subsequent is- 


sues, millions of these same readers 
will read every issue of LIFE, while 
other millions of new readers will be 
added to the LIFE audience. 


At the end of 6 issues, 60,500,000 
different people aged 10 and over will 
have read at least one issue of LIFE. 


2. Accumulative & repeat audiences of publications 


LIFE POST 


No. of readers of 
an average issue. 


LADIES’ HOME 
LOOK JOURNAL* THIS WEEK 


26,450,000 14,050,000 18,050,000 11,500,000 23,000,000 


No. reading 5 or 6 
out of 6 issues. 
No. reading 3 or 4 
out of 6 issues. 
No. reading | or 2 
out of 6 issues. 


10,450,000 5,000,000 4,650,000 4,400,000 12,900,000 
15,250,000 7,800,000 11,100,000 6,200,000 12,400,000 
34,800,000 22,600,000 34,250,000 18,000,000 16,950,000 


Total reading | or 


more out of 6issues. 60,500,000 35,400,000 50,000,000 28,600,000 42,250,000 


% Note: Total audience findings for Ladies’ Home Journal include both 


female and male readers. 
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For example, 
THE MEN WHO RUN AMERICA’S RAILROADS... 


are fairly typical of the men who run American business. 

To learn how such executives read and rate the six major news and 
manage ment magazines, a study was conducted among all the 
administrative, operation and traffic heads of Class I railroads listed 
in the “Official Guide of the Railways.”’ Here’s how they voted: 


“U.S.News & World Report” received a third more votes than any other 
magazine studied, as “‘most useful” in their work: 


“U.S.News & World Report” received more than twice as many votes as any 
other as the magazine they place the “most confidence” in. 


Complete research reports are available on this study, and nine others 
conducted among similar groups: ““Who’s Who in Commerce & Industry,” 
“Poor’s Register of Directors and Executives,” ““Who’s Who in America,” 
officers of all U.S. life insurance companies, members of the 

National Industrial Conference Board, officers of the 300 largest 
commercial banks, directory of official Washington, heads of the 

biggest advertising agencies and advertisers, and the 

editors of all major daily newspapers. 
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“U.S.NEWS & WORLD REPORT” 
AS YOUR BEST PROSPECTS SEE IT 


It’s a tough jury. Their “‘most useful” 

and ‘‘most confidence” votes reflect the new 
leadership of “U.S.News & World Report” 
in the strong field of news and 

management magazines. 


Ten separate studies this year show how the leaders of 

American business vote “U.S.News & World Report” the magazine 
“most useful to us in our work,” and “the magazine in 

which we place the most confidence.” 

Of the six major news and management magazines, 
“U.S.News & World Report” consistently gets more votes on 
these two questions than any other magazine — a tribute 
to its stature as a publication, a mark of its 
power as an advertising medium. 

Take a look at the groups represented in the picture 
to the left. Consider them in terms of the kind of people 
most important to your own sales and growth — the kind 
of people who set the pace for the thinking, planning and 
buying. They're the people with the big jobs, and the 
big incomes — the people most important to have on your side, 
the people most important to have on your books. 

More and more advertisers are becoming aware of the big 
advantage of having their advertising appear alongside of news 
so essential and so helpful that it receives such a wide 
margin of preference by the key people in their 
““best-customer” markets. Join them. 


Anmeortas Class Neus) 


5 any 

For the research reports on how these groups 
stry,”” of America’s leaders read and rate the six major 
ica,” news and management magazines, call or write 


our advertising office at 30 Rockefeller Plaza, 
New York 20, N. Y. Other offices in Boston, 
Philadelphia, Cleveland, Detroit, Chicago, 
St. Louis, San Francisco, and Washington 


‘ED BY ANY OTHER NEWS OR MANAGEMENT MAGAZINE 
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Major Auto Makers Aim Expensive 
PR Programs at Tomorrow's Buyers 


By Miller Hollingsworth 

Detroit, Oct. 13—Major auto- 
mobile “companies are spending 
huge sums annually on public re- 
lations programs directed not at 
the new car buyers of today but 
at the youngsters who will be cus- 
tomers of the future. 

Chief among these are Plym- 
outh’s International Model Plane 
Contest, Ford Motor Co.’s Indus- 
trial Arts Awards, Chevrolet’s 
Soap Box Derby and the Fisher 
Body Craftsman’s Guild. 

Each of the programs has an in- 
ternational flavor inasmuch as 
they annually draw contestants 
from Canada and several other 
foreign countries. And the num- 
ber of internationalists is on the 
increase. 


# The Plymouth plane contest 
finds as many as 30,000 air-mind- 
ed girls and boys competing for 
the 500 prizes offered covering all 
phases of model plane activity. 

What Plymouth expects from 
this activity, which costs upwards 
of $400,000 a year and consumes 
the year-around attention of a 
number of its higher paid execu- 
tives, was summed up by John P. 
Mansfield, president of Plymouth 
Motor Corp., who said: 

“Our interest in model aero- 
nautics is two-fold. In the first 
place we regard it as a privilege to 
sponsor youth activities in coop- 
eration with Plymouth dealers 
throughout the country. 

“Secondly, we think it is our 
duty to make a contribution to our 
nation’s progress entirely apart 
from our defense work and our 
main activity of manufacturing 
automobiles. 

“We believe that competition is 
essential to progress, whether in 
the design and manufacture of au- | 
tomobiles, or in model plane fly-— 


” | 


ing. 


s Plymouth sponsors the model 
plane competition without reaping 
any immediate rewards, but the 
good will created among the youth 
of the nation, it believes, has a 
value far beyond that of immedi- 
ate sales. 

The Fisher Division of General 
Motors Corp., which supplies its 
products only to General Motors 
divisions, pays out $90,000 annual- | 
ly in cash awards and college 
scholarships to winners of its car) 


49 years of success — in 
designing and producing 
trading stamps for the 
country's top users —have 
established EUREKA's 
leadership in the industry. 


49 years of experience en- 


able EUREKA to produce 
the best stamps, collection 
books, and premium cata- 
logs at the lowest prices— 
to “deliver the goods" in 
any emergency. 


Enlist this EUREKA know-how in 
your behalf. Expert consultation 
service available. 


san 
UigE VA 
Cee 


design competition. 


Guild was founded in 1930 under 
a program designed to interest 
‘een age boys in fine craftsman- 
ship and to drill them in its prac- 
tice by means of model-build- 
ing competitions with generous 
awards, including university 
scholarships, serving as the incen- 
tives. 


® Since then the program has 
been broadened to include the 
field of designing, and the guild 
has been particularly successful in 
uncovering talent in the designing 
of automobiles. Several of its win- 
ners are now holding down key 
spots in the auto industry—and 
not all with General Motors. 

The contestants fashion their 


solid model of wood, 
other suitable mater il. 
More than 3,200,0 


plaster or 


rmore, many 
youths have 
orporated in 


of the car designs th: 
offered have been in: 


|present day passenger automo- 
The Fisher Body Craftsman’s | 


biles. 


® Possibly the least publicized of 
the promotional ventures among 
youth by auto manufacturers is 
the Ford Motor Co.'s Industrial 
Arts Awards program. 

Since its beginning in 1946 this 
program has grown into one that 
this year attracted 13,000 entries 
from 1,000 schools, including pub- 
lic, private and parochial schools 
in the continental United States, 
Canada, Hawaii, Canal Zone and 
Puerto Rico. 

The competition is administered 
in part by the Industrial Arts 
Awards Advisory Committee 
which is composed of 49 leaders 
in the industrial arts and voca- 
tional educational fields from each 
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| Entries are divided into 13 di- 
| visions—wood, wrought metal, 


‘chanical drawing, architectural 
drawing, printing, leather, model, 
ceramic and open, which is a 
catch-all for miscellaneous entries 
and gives program administrators 
an opportunity to gauge interest 
in work areas not included in spe- 
cified divisions. 

This diversification is consid- 
ered by some to be the outstanding 
contribution of the program. 
Whereas other company-sponsored 
vocational arts programs severely 
restrict the type of entries, Ford’s 
competition encourages every type 
of creative skill. 


= For instance, entries in the 1953 
competition included a radio-con- 
trolled amphibious jeep, a model 
punch press, period and modern 
furniture, a hand-tooled saddle, an 
analytical scale, jewelry and arch- 
itectural models of homes. 

“We make no effort to channel 


own ideas of auto design into a_ state and the District of Columbia.) youngsters’ work into vocational 


fields in which Ford has an inter- 
est,” said Dewey F. Barich, man- 


) boys have | patternmaking and molding, ma- ager of the company’s school and 
participated in the program since chine shop, plastics, electrical, me- college projects department. 
its inception. Furth: 


| “We feel that industry, includ- 
| ing Ford, will benefit if we simply 
encourage American youth to de- 
velop creative talent and provide 
| recognition for imaginative work.” 

Awards worth $45,000 are pre- 
sented annually to winners of 
first, second, third and fourth 
places, and six honorable mentions 
in each group of each classifica- 
tion. 

Each project submitted by a 
contestant must be made in school 
under the supervision of an indus- 
trial arts or trade teacher and 
must be completed in a single 
year. 

The top winners, along with 
their school instructors, are 
brought to Detroit by Ford for a 
week of entertainment, topped by 
an annual awards banquet. 


® Chevrolet’s program is tne Soap 
Box Derby, now in its 16th year. 
Between 45,000 and 50,00U boys 


Where do you get facts 


In Baltimore 


(America’s #1 Test Market 


You Can Get It First Hand 
through the NEWS-POST’s 


Consumer Buying Panel! 
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between 11 and 15 years old par-! Chevrolet ad manager, is execu- 
ticipate in the preliminary races tive director of the Derby and one 
throughout the United States and! of its most enthusiastic boosters. 
in Canada, Alaska and Western) 
Germany. Buys ‘Meet Your Congress’ 
‘ SS 
The derby is under the co-spon- - - 


: : : : | Benrus Watch Co., New York, 
sorship of leading newspapers and ‘has signed to sponsor “Meet Your 


the Chevrolet Division of General | Congress” on WABD and the Du- 
Motors Corp. _ |Mont Television Network for 13 

Chevrolet and its dealers report- | weeks. The contract was negoti- 
edly pour something like $400,000 |ated through Cecil & Presbrey, 
each year into the venture, rough- |New York. Former Democratic 
ly split between the dealer body | Sen. Blair Moody of Michigan will 
and the factory. moderate the program, consisting 

Some 3,000,000 people witness |& both senators and representa- 


| tives, who will discuss the week’s 
some phase of the Soap Box Der- | most’ important congressional de- 


by, ranging from the first home | bate. The program will originate in 
town preliminaries to the champi- WTTG, DuMont’s Washington sta- 
onship run at Akron’s “Derby | tion. 
Downs.” Top national prizes for | 
the All-American Soap Box Der- Keebler Weyle Boosts Cookies 
by now are $15,000. | Keebler Weyle Baking Co., 
Myron E. Scott, general mana- | Philadelphia, a division of United 
ger of the Derby, was a newspaper | Biscuit Co. of America, has 
photographer for the Dayton Daily | !aunched a promotion for its cook- 
News when he originated the idea |1€S and chocolate bits throughout 
of the Derby in 1933. its eastern sales area. The cam- 


Mr. Scott is now assistant ad- | Baren will inetude 26 radio snd 


vertising manager of the Chevro- England to Florida. McKee & Al- 
let Division. William G. Power, | bright, Philadelphia, is the agency. 


! 


.. 


‘eight television stations from New) starts a 55-second sales pitch for the ap @PPeared in 3,931 daily and weekly 


| he 
oA 


Detroit, Oct. 13—Despite pros- | 


Dodge Division of Chrysler Corp. | 
will spend approximately the same | 
amount—somewhere around $5,-. 
000,000—in the next 12 months | 
as it did in the last year. A. E. 
Horne, advertising manager, said 
the budget will include a slight- | 
ly more generous use of radio and | 
television spots, with magazine 
and outdoor displays using the 
same expenditure as in 1953. 

This would indicate, though he 
carefully refrained from saying so, 
that newspaper linage might be cut 
ever so slightly. 


| TALKING APPLIANCE—William A. Mac- 
| Donough, director of merchandising and | 
advertising for the Crosley and Bendix ® Four-color page ads of Dodge 
Home Appliance divisions of Avco Mfg. | “Elegance in Action” were placed 
_Corp., installs a miniature phonograph in by the company’s agency, Grant 
| a Crosley Shelvador refrigerator. When a Advertising, in 28 major city news- 


| +4 . 
prospective customer opens the refrigera- " w : 
| tor’s door, the phonograph automatically papers on Oct. 7-8. A b&w version 


pliance. Called a Sellavox, the display ad "ewSpapers, ranging from full 
is handled by Carter & Galantin, Chicago. Pages down to 660-line sizes. 
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aie Lge Dodge Gets $5,000,000 Budget Again 


A pre-announcement ad, “Dodge 


pects for fewer sales next year, the Shatters (Stock Car) Records,” ran 


in 1,092 dailies in sizes ranging 
from 1,422 lines to 375. A followup 
ad, “Elegant New ‘54 Dodge,” will 
appear the week of Oct. 18 in 3,400 
dailies and weeklies. 

Magazines used for the an- 
nouncement included Life and The 
Saturday Evening Post in four- 
color spreads, and single pages in 
color in The American Weekly, 


| Better Homes & Gardens, Collier’s, 


Harper’s Bazaar, Holiday, Look, 
Newsweek, Parade, Pathfinder, 
Sunset Magazine, This Week Mag- 
azine, Time, Town and Country, 
True, Vogue, and Woman’s Home 
Companion. 


® B&w pages were used in Cap- 
per’s Farmer, Country Gentleman, 
Farm Journal, Farm and Ranch, 
Progressive Farmer, Successful 
Farming and various automotive 
trade magazines. 


By advertising your brands in the Baltimore 
News-Post, you can test with profit, in a big- 
city market with a volume sales potential. And 
at no extra cost you'll get fast, reliable facts 
about your product’s competitive standing 
through the News-Post’s Consumer Panel. . . 
data that will help you solve your sales prob- 
lems in other markets too. 


What Is The News-Post Consumer Panel? 


400 housewives from 400 typical Baltimore 
families make up the News-Post Consumer 
Panel. Each week these women submit (in 
special diaries) their recorded day-by-day pur- 
chases in 26 Grocery and 7 Drug, Cosmetic and 
Toiletry classifications. This information 
(when verified and tabulated) gives News-Post 
advertisers exclusive, up-to-date facts on con- 
sumer purchases by product, brand, size, 
volume, source of purchase and price. 


How You Can Get Panel Reports 


News-Post advertisers are furnished this in- 
formation at no cost... in bi-monthly reports 


about YOUR product? 


CONSUMER? 


for grocery products and in quarterly reports 
for drug, cosmetic and toiletry products. In 
addition, advertisers may purchase, at cost 
price, special cross-tabulations of panel data 
that furnishes further information about the 
purchasing habits of Baltimore housewives. 
From this advertisers can learn who buys their 
products (or their competitors’) by age, income, 
racial and other important groupings. News- 
Post Panel information can be invaluable! 
Consumer purchasing habits, brand loyalty, 
brand switching, reactions to test campaigns 
or deals are pinpointed through this panel. 
Nowhere else can advertisers get such reliable, 
accurate consumer data so quickly, so easily, 
so economically ! 


Find Out More Now 


For more details about Baltimore's largest 
evening newspaper ... and how to add the 
News-Post Consumer Buying Panel to your 
advertising, marketing and sales operation— 
Call or write the Hearst Advertising Service 
representative in your territory. 


Baltimore News-Post 
and Sunday American 


Bought and read by more-than-half of Baltimore's families 


The Dodge ad manager said 2,- 
800 cities will have 24-sheet post- 
ers on 8,630 outdoor boards, start- 
ing Oct. 25. In addition, painted 
bulletins in major cities were 
scheduled for some points. 

Further promotion of the three 
series of 1954 Dodge cars includes 
printing of eight merchandising 
pieces such as the deluxe catalog, 
color chip book and Royal V-8 
folder. 


‘Instructor’ Hikes ‘54 Rates 


The Instructor, Chicago monthly 
teachers’ magazine, with its March, 
1954, issue will increase rates ap- 
proximately 5%. A page b&w will 
go from the current $1,000 to $1,- 
050. At the same time, the circula- 
tion guarantee will be raised from 
1,045,000 to 1,052,000. 


Fisher Joins Rollman & Sons 

Mark Fisher, formerly sales pro- 
motion director of The Emporium, 
St. Paul, has been appointed sales 
promotion director of Rollman & 
Sons, Cincinnati department store. 
Mr. Fisher succeeds Jerome Green, 
who will join S. S. Kresge Co. at 
Newark. 


gets AMAZING RESULTS 


View-Master stereo color pictures will 
add a dynamic new selling dimension to 
the portrayal of your products and serv- 
ices! Salesmen like to use View-Master 
“come to life’ pictures because they get 
and hold attention, because they're 
lightweight, compact, easy to carry and 
show. Sales managers like View-Master 
| stereo pictures because they get results 

at low cost! If you have a selling prob- 
| lem, big or small, View-Master stereo 
| pictures can help you solve it. Write for 
| complete information, 


STEREO SELLING PICTURES 


© Sowyers In 


| | SAWYER'S INC., Dept. AA 
| | Portland 7, Oregon | 
| | 
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Address 
| Cc Zone State | 
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2 Name Speer Advertising 


Transport Indemnity Co., Los 
Angeles, and Kilbury Mfg. Co., 
Lawndale, Cal., maker of heaters 
for industry and home installation, 
have named Speer Advertising, 
Los Angeles, to handle their ad- 
vertising. 


Childress Buys WIFM 


WIFM, Elkin, N.C., has been | 
sold by John A. Hinshaw to James | 
Childress, part owner and general 
manager of WHCC, Waynesville, 
N.C., subject to Federal Communi- 
cations Commission approval. The 
purchase price was $31,500. 


Advertising Age, October 19, 


Department Store Sales... 


Volume Dyops Again; Declines 3% 


WASHINGTON, Oc 
ment store sales \ 


13—Depart- 
lume for the 


week ended Oct. 3 «was lower than 


that for the previcus two weeks 
, des elie Y and 3% below ssies the same 


| week a year ago, according to the 


Adds up to — 
BETTER QUAD.-CITY 
COVERAGE AT NO 


INCREASE IN COST! 
ements. 


| Stores around the country, hard 
|hit by the record heat wave of 
jlate August and early September, 
‘had shown tos year gains, 
generally, late in September. For 
| the week ended Sept. 19 they were 
|20% ahead of the average volume | 
|of 1947-49 and for the next week | 
were still ahead 14%. Usually, 
volume rises week by week start- | 
|ing in mid-summer. For the latest | 
week, however, volume was only 
| 12% ahead of the 1947-49 average. 

Few cities managed to show 
|gains. By far the greatest was a 
(29% jump in Lowell-Lawrence, 
Mass. Los Angeles had an 11% 


Fi |Federal Reserve Board. 


TELCO BUILDING, ROCK ISLAND, ILLINOIS 
Represented by Avery Knodel, Inc. 


gain (downtown Los Angeles was 


up 18%). Spokane was up 12%. 
Among federal reserve districts, 
only New England and the West 
Coast areas had increases. 

Sales declines for the latest 
week ranged up to 15% for the 
Southwest (Dallas district). Fort 
Worth sales were down 23%, San 
Antonio’s were down 18%, Dallas 
sales were off 16% and Houston 
reported a 13% drop from last 
year. The Kansas City district 
also showed a substantial drop of 
9%, including Wichits's 17% de- 
cline. 

% connie from ‘52 
Week ending 


Federal Reserve Sept. Sept. Oct. 


District, Area and City 19 26 3 
UNITED STATES .............. 6 2 =—3 
Boston District ................ 14 q 1 
Metropolitan Area | 
Lowell-Lawrence " 10 —2 29 | 
Cities 
Downtown Boston ..... 14 7 0 


1953 


DEPARTMENT STORE 
—* SALES INDEX 


1947-49 equals 100 


OMAHA World-Herald 


Home-Delivered 


in CHICAGO? 


it would be if we delivered our papers 


as far east as we do west! 


Every day ‘The World-Herald is home-deliv- 
ered in more than 1,100 towns in Nebraska 
and Western Iowa, some as far as 550 miles 
west of Omaha. Fact is, if we had carrier 
service as far east as we do west, we would 
be delivering papers in Chicago. 

In Nebraska and Western Iowa 3 out of 5 
families read The World-Herald daily and Sun- 
day. To get this kind of reader acceptance, we 
publish 12 different editions, replated around 
the clock, specifically edited to carry the news 


national news. 
serve. 


over two billion dollars to spend 


paper—at one low cost. 


O’Mara & Ormsbee, 
National Representatives 


of the state area to which each edition is 
delivered—plus complete national and inter- 
To gather this news we have 
over 800 news correspondents in the area we 


There are a million-and-one-half people with 


in this market. 


Advertisers find it profitable to sell these people 
through the columns of The World-Herald be- 
cause they can be reached with this one news- 


New York, Chicago, Detroit, Los Angeles, San Francisco 


250,832 Daily 258,372 Sunday 
Publisher's Statement for March 31, 1953 


i 
Week to Oct. 3, ’53* .pl112_ FF 
Week to Oct. 4, ’52*....116 
Week to Sept. 26, ’53*..114 
Week to Sept. 27, ’52*..112 
Week to Sept. 19, ’53*..120 
Week to Sept. 20, ’52*..113 
\ 
pPreliminary. 4 
Be *Not adjusted seasonally. : 
Springfield ........... , 30 —3 2 
Providence ........ 17 10 7 
New York District . il 5 5 
Metropolitan Areas 
TEED cssececccccesed actives 18 0 5 
Rochester  .....:0...ccc000.-... 16 2 2 
eee 34 9 —7 
Cities 
New York ............... 7 4 —7 
OO, 14 Srl 1 
Philadelphia District ... 18 2 —_G 
City 
Philadelphia .............. , 21 r-—1 —4 
| Cleveland District ..... riz 1 —4 
| Metropolitan Areas 
| DEON eainkictticiesineinivs ; 13 5 —7 
a ee 9 T anf 
Columbus ..... clccateliinekes 19 6 —1l 
| Toledo ......... . bd * —15 
zn 7 8 0 —i1 
| Cities 
Cleveland . scenic 14 0 4 
} Pittsburgh . sae 122 -—1 —9 
Richmond District | cease 9 —! —3 
Metropolitan Areas 
| Washington ................. 9 o wf 
| Downtown Wash- 
ington .. saan ° 9 —1 1] 
Baltimore . 12 0 4 
Richmond ... 6 2 —!1 
Atlanta District ia 1 rl —% 
Metropolitan Areas 
Birmingham . i 
Jacksonville.. . —? —10 —7 
Miami ............. 7 1 2 
IIIS Slot inovsisudin diseidaczcue 6 12 —1 
ea a 
New Orleans .......... 7 0 —3 
Nashville ........... aioe —5 -—3 —7 
Chicago District ........... 6 5 —t 
| Metropolitan Areas 
IE Secinecicnsntonrend 5 3 —3 
Indianapolis 8 5 8 
ED» Stsinienoctavcsonseans 8 6 —5 
Milwaukee ............. ' 12 10 —5 
St. Louis District ........ 1 2 —6 
Metropolitan Areas 
Little Rock ......... —28 ll —12 
Louisville .......... : : 6 0 5 
ae 4 3 -—4 
BROT TAS onceccsccesesss : 6 —7 —13 
Minneapolis District .... 10 7-5 
| Metropolitan Areas 
Minneapolis-St. Paul ° ° bd 
Minneapolis City 14 7 —5 
St. Paul City ....... ° * ° 
| Cities 
Duluth-Superior 5 6 —7 
Kansas City District ..§ -—5 —5 —9% 
Metropolitan Areas 
Denver -—8 —7 —1l 
Topeka ...... —8 3 —5 
H Wichita —2 -9 17 
| i. re . —1 3 ° 
Oklahoma City ............ —7 —13 —12 
PIII ink dcicesaccebeiidaptatsicbdoncs —5 —4 —13 
| City 
| BORE CRY scccicnn - —1l —10 
Dallas District . aw <b —5 r—15 
Metropolitan Areas. 
= Store eo —4 —i¢ 
=. | ere —2? =4 =f 
| i Le . —8 —14 —23 
_ ae 3 -5 —13 
San Antonio ................ —-2 —2 —18 
| San Francisco District ..§ —4 0 1 
| Metropolitan Areas 
| Los Angeles ........... —3 : 
Downtown Los 
Angeles 2 3 16 
Westside Los 
| Angeles ...... 4 5) 12 
} San Diego .......... —4 —13 —10 
San Francisco- Oakland 5 —l -4 
| San Francisco City .. ll 0 —4 
Oakland City ........... . —8& —4+ -2 
| Portland ceccecsccrcceee. —O —4 0 
Salt Lake City eee: =e 0 —ill 
EE. -Ciievicnnazeteneseennesvenen —l -2 0 
Spokane ..... , —3 1 12 
III cuitscitteiahnmicnieiees —l1 -—8 —-6 
| r—Revised. 


|*—Data not available. 


— Miss Dowling to A.M. 


Eileen M. Dowling, with the 
‘company three years, most re- 
cently as administrative assistant 
to the president, has been named 
advertising manager for Alsynite 
Co. of America, San Diego maker 
‘of translucent Fiberglas building 
panels. 


Eric James Joins Eisteld 


Eric James, formerly art director 
of the promotion department of the 
|Miami Daily News, has been 
named director of the merchan- 
dising and promotion department 
|of E. M. Eisfeld Advertising Man- 
lagement, Miami. 
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Sales Record for 
Air Conditioning 
Units Seen for '54 


New York, Oct. 13—Refrigera- 
tion and air conditioning equip- 
ment is expected to reach an all- 
time peak in sales during 1954, if 
trends based on preliminary fig- 
ures for 1953 continue, 


tute predicted today. 

The institute bases its estimate 
not only on preliminary 1953 sales 
figures but also on manufacturers’ 
plans for the forthcoming refriger- 
ation and air conditioning exposi- 
tion, to be held Nov. 9-12 in Cleve- 
land. Five thousand models and 
component parts will be displayed 
by 225 companies. 

The sales trend in room air con- 
ditioners alone, the institute points 
out, shows that 1952 sales were 
50% over ’51, and that ’53 sales 
will probably be three times those 
of ’52, showing a 350% increase 
in a period of two years. 

Sales of room air conditioners 
this year are expected to be well 
over 1,000,000 units, representing 
a retail volume of about $200,000,- 
000. Production of room air con- 
ditioners in ’54 is expected to be 
between 1,300,000 and 1,500,000 
units (AA, Sept. 7). 


# “This almost incredible rise in 
sales in two years,” 
Jones Jr., institute director, said, 
“has caused some people to won- 
der whether or not a leveling off 
is to be expected. The unanimous 
opinion of the industry is that we 
are only on the threshold of the 
big advance.” 

Mr. Jones also emphasized that 
the trend in air conditioning is| 
toward wider industrial and com- | 
mercial uses. These include, he. 
said, new uses by industry of re-| 
frigeration in production processes, 
uses of air conditioning for pre- | 
cision control in manufacturing | 
and for employe comfort, new | 
uses of refrigeration for merchan- | 
dising, and broader uses of de-| 
humidifying equipment for mois- 
ture control. 


State of Florida's 
Promotion Budget 
Set at $1,000,000 


MIAMI BEAcu, Oct. 13—One mil- 
lion dollars will be spent by the 
Florida Advertising Commission 
in the coming year to lure visitors 
and business men from out of 
State. 

D. Richard Pope, vice-chairman 
of the commission, revealed last 
week that at least $300,000 will go 
into magazines, $150,000 into news- 
papers and the remainder will go 
for agricultural and_ industrial 
promotion, brochures, pamphlets 
and other mailing pieces. 

Mr. Pope spoke at a third an- 
nual seminar on promotion spon- 
sored by the Miami Beach Cham- 
ber of Commerce. More than 250 
persons were present to hear pro- 
motion plans of transportation 
lines, hotel groups, Florida cities 
and state executives. 

The City of Miami Beach, it 
was reported, will spend about 


$100,000 for all types of paid ad-| 
vertising. Seminar speakers indi- | 
cated they believe this an inade- | 


quate budget. 
WITV Names Hess Film Head 


Stanley Hess, formerly program 


director of WICU, Erie, Pa., has) 


been appointed film director of 
WITV, Fort Lauderdale, Fla. Mr. 
Hess will be in charge of film 
buying, screening and projeetion. 


Industrial Safety to Benham 

Industrial Safety Specialties Co., 
Perkasie, Pa., maker of safety 
clothing and equipment, has named 
Benham Advertising Agency, 
Philadelphia, to direct its adver- 
tising. 


the Air) 
Conditioning & Refrigeration Insti- | 


Meany Adds A. E., 2 Accounts 
Norman A. Church has been 


{named an account executive of. 


Philip J. Meany Co., Los Angeles. 
‘The agency has been named to 
handle advertising for Glide-Mas- 
‘ter sliding door hardware by 
|Arthur Cox & Sons, Pasadena. 
|Sales and technical literature fol- 
lowed by trade advertising is 
‘being planned. The Fence Contrac- 
|tor’s Assn. also has appointed 


publicity. A membership campaign 
and newspaper insertions § are 
scheduled. 


Rogers Electronic to Adams 


Rogers Electronic Corp., New 
York maker of deflection yokes 
and flyback transformers for tv 
sets, has named A. D. Adams Ad- 
vertising, New York, to handle its 
advertising and publicity. Rogers, 
which heretofore produced its 
product for set manufacturers, 
plans to enter the replacement 
market with a campaign aimed at 
tv parts. distributors, service 
groups and dealers. 


Meany to direct its advertising and | 
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R TARGET IN A HURRY 


With The 
APPLETON POST-CRESCENT 


83,413 City Zone Population 
You can penetrate 95% of homes in the compact, prosperous Apple- 
ton City Zone, through one—AND ONLY ONE—medium ... the 
Appleton POST-CRESCENT! Besides topping all but one other 
Wisconsin newspaper in advertising lineage, it is the only one to 
offer these seven strategic services without cost to YOU! 


® Annual Consumer Buying Habit * Up-to-date addressograph plates 


Survey! on grocery, drug and liquor out- 
*70% dealer tie-in guaranteed on lets! oes . ’ 


grocery items! e 
* Twice-a-week dealer contact on Gonmemien 


all products! 
* Complete, current grocery and * Complete, current product mat 


drug route lists! file! 


For information on how to get your share of this $114,000,000 market, 
write, wire or phone collect, Ken Davis, Manager, General Adver- 
tising, Appleton Post-Crescent, Appleton, Wisconsin. 


THE LARGEST CITY ZONE MARKET IN WISCONSIN, NORTH OF MILWAUKEE! 


| 


George S.| 


| 
| 


IT’S IN THE FIBRE: At Champion Paper and Fibre Com- | 
pany’s Research Department, a scientist examines cellu- 
lose fibres, from which paper is made. Inset shows fibres 
magnified 100 times actual size. Four-color picture story 


A TRIUMPH OF RESEARCH brought about the wider use of southern pine. 
Previously thought suitable only for paper bags, southern pine is new a 
source of pulp for printing papers. See the colorful story in Huser News. 


in Huser News shows how research leads to better - 


paper for the future. 


NEW LOOK FOR HUBER CARBON BLACK —basic ingredient of publica- 
tion inks. Huber Packaging Engineers developed a method of shaping 
a valve-type bag to make it flat and compact (left), as compared with 
bulky, conventional bag. Read how a long-time headache was cured. 


How search and research 
improve the basic tools 
of the graphic arts 


Four-color Huber News tells behind-scenes story 


Ever stop to think how much behind-the-scenes seci- 
entific work, how many lab tests and processes are 
needed to produce the sheet of paper you are read- 
ing? In the new HuBeR News you will go into a 
eading paper mill to see how laboratory skills give 
birth to actual production, Photographs reproduced 
in Huber four-color process inks will take you to Re- 
search Department and operating plant, where some 
of the paper industry's major advances are made. 

Research and development are a continuing job at 
Huber, too. Beginning on page 14, you'll read how a 
new method of packaging carbon black—basic ingre- 
dient of publication inks—is bringing about storage 
savings of 2547 for Huber customers. 

And you won't want to miss the eye-opening story, 
“Death on Wheels? Profusely illustrated, it’s full of 
do's and don’t’s that may well save you from a fatal 
trafhie accident. 

Write for your free copy of Huper News. There 
are 24 pages in this issue. 


dUBER 


HUBER CORPORATION 
INK DIVISION 
620 62nd Street, Brooklyn 20, N. Y. 


ink Plants: Boyonne, N. J. . Borger, Texos . Boston, Mass 
- - . — - ; Brooklyn, N. Y. . East St. Louis, Ili. McCook, Ili. 
GUARANTEED TO KILL is this bad practice of passing at Intersections. tak gates Offices: Boston Brooklyn Chicago New York 


You'll get valuable hints on staying alive on the road in the latest HUBER 
News. Write for your copy. 


he 


St. Lowis, Mo. 


HUBER PRODUCTS IM USE SINCE 1780 


PO ee ae ey NUR te ets aa ae ete eage: See oo ee Re aS ARNE UReR Lak IPO re Ge, SMe eee ees eg” "0S Sen armen eM nt ag nia tN 
ea wae atin’. eles cas ee ik pee A mes | A Ore dao |). es ee eS eS aie aca * SRT ie ee amen tcl eee. tS Re «So elereS cc td 
et pele REE EMRE = <P Batags la TAs SR wh } ae ar By 7 Ve tae ee eee SMS aaa A a oie es eee * kh eee eee >< ae as 
ee a Se ba ews WS, HF iF ese ee aon Rh gee eae ae tier Toias Pay we: oz See cia ES oo ae MRE ie. eu a aa oe aaed rites: ; ea Feet ae F ae ea a aaa t 
ge con am RE DES, 5 eget ia 3 eas 7: < 5) eee ehaet Rat Pee FO apiece Be. 8 : Bae: te ‘ ae SAK ® ow ee Tees i Sa i Bae igi ek re one a = ee Pe aa i ans. eee rua pe ee 
6: ees eS Bo ie AMR a a cia ; obs ia ie eee : = gee eaten} ra Saar oA é : eo id 1 pe ais me : Si ak NE ee 
— , —— - - : ; 
+ \\ ‘ 44) “3 
Wueonge © f 
| m4 “ NS 
| ti(‘(‘(‘C™éCOCC:Crr . ; . 
| 4 \ 
oe y ; 
\ nN | eee 
j f “AN ue ree ; 
— t et chon 
) : waa 
y lle 
| \ aa 
\ \ ane 
| j wan RS 
: ' = pune 
‘ i ———— OD Be) tay TO 
1 ibis alg 
, . YS 
} | % r - nme “ oy : 
~*~ ig ene - 
' ; 5 ; L AS ae oes ats ‘ 
| Se ck Lats 
} — : : ner ye 
] 4 ¥ e a i TOtCe 
| re ee 
: >: ' ‘Re . : 7 . ‘ 
am ) > ‘ ‘ 4 oer) ’ ‘ iy. . ‘ j i 4 
: { ‘ Pe, } » ; a “Ee iU a . et Ss . N > —* tig hy \ : ; 
| i > ie Reet eat bie @. FASE he eat 
; ; a ees a JP “2 “>. ‘ eS a tad ed I i ee aa ’ ae 
! e: i r .« b -. r ; ¥ es Pi ee ‘ ! ‘q . at Bese 
| , a o* d west : oo a oe i i , . mers 
} ; mtn, “rm iF ¥ SS AS > gal a ae ees 
' — & | ~. , ta 2. ; I a] ¢ 42 ie ie i ees 
= ‘ ¥ al. ; — ha Perth as % . “ A 
; a ee —_* SS oo A “ * hd ae hi ce Par” i * % a 
1 He a $ -- . f 4 é : lO a Vict i. Se % ie Bias iv. 
$ j — aS 5 ‘ a | ; : : > i a e i) A eae ps. “e . . Oe ues 
: ia Cae - “Sera i a 
4 , i$ a Py ee . i eae 
“=a eR | es ’ q a : : re ote Z : ae 
ae : he am se “sis reall meg re 
4 ya ; = 5 ~~ B, _.. oe . eae ae MES Pe : tg a ara 
“5 mle iz Fd one Fe N ae 
4 7 S = . ~ = ee 
Le - . _ Tee 7 : oa 
sie vy. ~~’ r ty e oF a wo on 
| me aw J a ae : rast 
| RE gore : —s eo 
‘as J : m4 ; * F- a S. igaee 
’ ie ’ , a : eames 
shat . ase] * ae ¥ s a 
- if ie P J ivy ~ Sa 
| Pre. Je me, + ‘ <a Cog 
a wr, P i a | bes 7 
Se a3 ee ee roe: 
eae ee 
a ae 
i ; at 
asic, Ny 
| a 
i 
J ' | a Sa 
‘ zt ie 
at a 
| ae 
ae 
| - 
s 
ge 
| .™ 
ata 
* Ty 
| ase 
12 be t 
13 | me 
10 ph 
ace 
16 4 Bee 
23 — 
-13 ¢ 
-18 ee 
4 aes. 
” thet ae ao 
13 : : lid | Jal . 
! A - ’ ey > 9 tap Fil z tes 7 a . 
i a 6 Hee 
12 ie P| ee “ shies 
~10 ee as yee 
4 | . Ger 
= | ; me 
| ey aE 
0 | ee =, : Rie 2 
= } | . ’ att < : < Ave 
0 | s ; a 
we - : aa 
12 , ‘ee . 
—6 *% ES ; id 
oa i : 
| . en ‘ % 
| . ‘ - ey ; . 
; Ss - é 
’ j 4 Bik 2 
7; Var > 
= & ‘ ’ eS 5 intone > a ~ e - vy , oe : 
1. . J : re a oon d : “e “ae 7 
he | mn a a . am son on 4 Bee a” 7 r 
re- erent aaa” < - = ._- . ’ wll “ —_ 
nt BEES — wie : ‘ 
ed po . , — 
ite ee ae - ee p | 
«= aie ges “Ze. eae , ; 
cer “3 e ee 
— “% ith . . j Mm te 
4 lls, igs af" ® ( ° ° tg 
: « 2 as < hr ; , es z 
<i af ae Se 4 ee xd f Pe CF. a 4 J - 
walle Te <a 4 +. ue . is + tJ gy A ’ 4 oS f " 1 y 
a a ‘ Se, a i rw pay % ie 
el, wk ‘i al af “ * 
tor a s Sid . ) 
the ote : 
en ie 
in- Pe 
ent a is 
in- ’ 
‘ ie 
: * « . . ee ; 


‘Commercials Will 
Be Best Part of 
Color TV: Halligan 


Cuicaco, Oct. 13—‘‘Commercials 


ay 


colorcasting,” William J. Halligan, 
president of the Hallicrafters Co., 
told members of the Advertising 
| Men’s Post of the American Legion 
| here today. 

| Because of the expense involved 
and time required to learn tech- 
niques, Mr. Halligan said, there 
| will be few color shows at first but 
the added impact of color in prod- 
uct packaging will make the com- 
mercials stand out, both photo- 
graphically and in effectiveness. 

| The radio-tv-communications 
equipment maker added that he 
| thinks advertisers should get a 
| free ride from the networks until 


‘0 Harry He Packer tee vide trom the networks 
|a satisfactory audience develops. 
Company Enter e | ° 
|@ Mr. Halligan said the price 
| range for early color receivers will 


The family you’d most like to meet... 


TOPS =~ 
(in the U.S.A.) KLD 


IN SPENDABLE INCOME’ 


ext 
if 


Your Advertising Agency 
has all the facts 


UTAH DIVISION 


... They live in Metropolitan Cleveland 
(Cuyahoga and Lake Counties). 


... They have $7310.00 per household 
for spending during the year. 


To reach these high incomes, 
remember that 7 out of 10 families 
read Cleveland’s favorite 
newspaper on every buying day. 


*SRDS Consumer Income Data 
(1953 edition) for Standard 
Metropolitan Areas. 


The Cleveland Press 


will be the best part of color tele- | 
vision shows in the beginning of | 


| 
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be $800-$1,000, mainly because of 
the present high price of color 
tubes. These, at the manufacturers’ 
level, he told the admen, now cost 
$175. He estimated that a mass 
market for color sets would exist 
when the retail price could be 
brought down to $500 and that it 
would be good for at least five 
years. He added that “the power of 
color television as an advertising 
medium is beyond description.” 
As far as the tv manufacturing 
industry is concerned, Hallicraft- 
ers’ president said that the transi- 
tion from b&w to color will not 
be a long or difficult one. Color 
is definitely here, he declared, and 
there will be a small trickle of 
color sets by the spring of 1954. He 
estimated that by 1955 color sets 
will be forthcoming in “a stream 
of good consequence and by 1956 
you’ll see color all over the land.” 


a At the same time, he said that 
b&w television is by no means 
obsolete. Next year 99% of Halli- 
crafters’ television production will 
probably be in b&w, with only 1% 
in color. 

In response to a question from 
the floor, he said that although 
present color tube sizes are 16” 
masked down to 14”, it won't be 
leng before larger sizes, even up 
to 27”, are developed. 


HALLICRAFTERS DEALERS 
GET ENCYCLOPEDIAS 

Cuicaco, Oct. 13—Instead of the 
usual Christmas window display 
for dealers, Hallicrafters Co., ra- 
dio, television and communications 
manufacturer, last week launched 
a $100 encyclopedia giveaway pro- 
motion which in its first few days 
has met with “tremendous re- 
sponse,” according to John S. Ma- 
honey, director of advertising. 

The $100 gift consists of a ten- 
volume set of the Universal World 
Reference Encyclopedia and can 
be given by dealers to customers 
purchasing sets of the dealer’s 
own choice. Dealers, in turn, are 
eligible to receive one gift set of 
books when they purchase any 
two Hallicrafters of the distribu- 
tor’s choice. Thus the promotion 
can be tailored to fit individual 
markets, both at the wholesale and 
retail level. Only nominal charges 
are involved for the distributors 
and dealers who take advantage 
of the promotion. 


s Also tied in with the giveaway 
is a guessing contest in which re- 
tail customers are invited to in- 
spect the encyclopedias and esti- 
mate the total number of words 
and illustrations contained in the 
ten volumes. Estimates are en- 
tered on entry blanks containing 
the contestant’s name and address, 
and prizes of a 21” tv set, a world- 
wide portable radio and a table 
model standard and short wave 
radio will be awarded winners fol- 
lowing the close of the contest 
Dec. 15. 

Following the Christmas season, 
dealers can use the list of entrants 
as a prospect file for January 
sales. 


Field Enterprises Boosts 3 


Bailey K. Howard, general sales 
manager for the western half of 
the U. S., educational division of 
Field Enterprises Inc., Chicago, 
has been promoted to v.p. of the 
division. Also promoted to v.p.s 
of the educational division were 
Donald McKellar, division adver- 
tising manager, and Howard V. 
Phalin, general sales manager of 
the eastern half of the U. S. The 


education division publishes the 
'“World Book Encyclopedia,” and 
|“Childcraft.” 


Ball Joins Arndt Copy Staff 


John Ball Jr., formerly a col- 
j/umnist of the New York World- 
'Telegram & Sun, has joined the 
|copy department of John Falkner 
Arndt & Co., Philadelphia. 
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19, 


Advertising Pages and Linage in National Magazines 


1953 


Official Figures for September and Year-to-Date as Compiled by Publishers Information Bureau 


Publications with an * report directly to ApvertistInc AGE 


a— 


Sept. 
1953 
Movie Stars Parade ...... 18.2 
Personal Romances .......... 18.4 
t*Quality Romance Group ..... _— 
*Screenland Unit .......... 12.9 
*Secrets Romance Group: 
Revealing Romances ........ 19.2 
ME wadtieete. | wives ka 22.4 
True Story Women’s Group: 
. Rare 40.2 
Radio-TV Mirror ..  ....... 23.7 
Tree Experience ...ccccces. 25.9 
True Love Stories ........... 25.0 
True Romance ....... 23.7 
True Story ........... 43.4 
TOD GOR akc aceas 476.7 


tNo September 1953 issue. 


59 


~~ ——— Pages —— a“ ——Lines —-—— so 
Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. 
1952 1953 1952 1953 1952 1953 1952 
23.3 166.7 180.3 7,831 10,008 71.672 77,500 
22.4 156.4 188.8 7,894 9.635 67,201 81,178 
5.0 36.0 35.0 1,890 13,608 13,230 
25.4 161.7 221.3 5,524 10,935 69,358 95,019 
13.8 147.6 120.0 8.240 5.927 63,331 51,526 
17.4 181.1 163.7 9,593 7,465 77,708 70,206 
38.8 322.0 302.9 17,223 16,637 138,082 129,818 
25.9 202.0 207.8 10,164 11,080 86,566 89,009 
28.9 221.8 218.7 11,119 12.406 95,102 93,749 
29.8 215.7 219.1 10,702 12,756 92,485 93,917 
26.9 216.0 224.7 10,164 11,529 92,675 96,334 
52.8 421.8 429.2 18,601 22,610 180,812 183,962 
539.2 4,272.2 4,454.5 204.442 231,028 1,831,175 1,909,525 


NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising carried 
by the group as a whole PLUS additional advertising carried by each individual publication. 


Business 
a, rt 492.7 
We bib osc carves 153.5 
| |||*Financial World ........... 40.4 
SP a ae eee 30.7 
eee 144.8 
tModern Industry ao 
Nation’s Business 39.1 
WCE ac. catanacekens 901.2 


466.4 4196.6 4,079.3 206,806 195,731 1,761,265 1,712,141 
75.9 801.5 576.9 94,433 31,861 393,046 241,993 
15.7 341.3 306.4 16,955 6,610 143,305 128,631 
26.4 341.6 315.6 12,874 11,040 143,299 132,391 

134.8 1,239.5 1,116.0 91,482 85,162 783,364 705,312 

109.0 646.9 908.6 — 67,144 398,344 559,559 
42.1 335.3 289.0 16,731 17,996 143,586 123,739 

870.3 7,902.7 7,591.8 439,281 415,544 3,766,209 3,603,766 


tDun's Review and Modern Industry combined effective August 1953. Pages and lines for the new publication, Dun's Re- 
view & Modern Industry, are listed under Dun's Review. |\\Five issues in September 1953; four issues in September 1952. 


Magazine Linage Trend risvres in thousands 


———- Pages —_— ~~ Lines —_—_—___—__—_——— 
Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. 
1953 1952 1953 1952 1953 1952 1953 1952 
Weeklies, Bi-Weeklies, Semi-Monthlies 
*Capper’s SE Sd wo aadvevnee 5.4 5.1 51.8 41.7 12,078 11,358 115,912 94,494 
*Christian | 21.9 18.1 . 170.4 189.8 9.073 7.473 70,488 78,565 
gg, SR rea 87.1 116.0 883.7. 1,110.6 59.217 78,885 600,792 755,001 
Cue Pas eaee ak head ou vcans 70.1 59.8 675.4 674.1 30.051 25.652 289,626 289,070 
Grit PLUME eS ee atensdweee 17.7 16.5 161.8 131.8 17,721 16,533 161,746 137,500 
SS Sia es res pa eRe Cha 404.9 378.2 3,021.3 2,735.5 275.206 257.042 2.053.500 1,859,617 
Ry eee err eee 106.8 108.4 997.9 1,008.8 72.591 73.694 678,387 685,771 
EI 8 icc ech sansnedcs 323.0 323.7 2,524.1 2,539.9 138,384 138.759 1,081,543 1,088,496 
| rr 253.5 284.2 2,181.2 2,254.0 106,317 119,216 915,019 945,598 
*Presbyterian Life ........ 25.3 19.2 159.5 120.3 10,646 8,081 66,991 50,551 | 
Saturday Evening Post ........ 391.8 386.7 3,084.2 3,092.4 266,338 262,865 2,096,519 2,102,065 
*Saturday Review ............ 72.2 51.0 541.4 494.0 30,306 21,412 227,389 207,447 
+*Sporting Me Kadraads hae ac 51.4 24.2 273.2 251.7 55,811 26,206 296,453 272,970 
Wiese ar xtos iwc toeaced d 291.4 3463 2,607.3 2,622.2 122,274 145,424 1,093,366 1,101,008 
U. S. News & World Report .... 225.9 1945 1,866.8 1,645.4 94,828 $1,642 783,565 690,709 
a ee 2,348.4 2,331.9 19,200.0 18,912.2 1,300,841 1,274,242 10,531,296 10,358,862 
§Changed from weekly to bi-weekly July 23, 1953. tFour issues in September 1953; five issues in September 1952. {Five 
issues in September 1953; four issues in September 3.952. 
Women’s 
American Family ............ 14.0 15.7 161.0 139.5 6,026 6,736 69,028 59,842 
MO concvccccceevens 38.9 32.3 336.4 323.3 16,702 13,861 144,274 138,520 
ca 39.8 33.8 382.6 340.1 17,079 14,511 164,120 145,862 
tFamily Circle 60.4 62.8 565.6 538.1 25,890 26,945 242,552 230,661 
Good Housekeeping ........... 122.1 135.3 1,081.3 1,074.5 52,208 57,906 462.810 459,996 
*Holland’s Magazine .......... 15.4 15.7 138.3 154.1 6,610 6.726 59,353 66,084 
ry re 42.1 47.9 364.3 376.0 18,054 20,539 156,188 161,030 
Ladies’ Home Journal ......... 110.6 101.1 $10.9 805.0 75,204 68,734 551,312 547,367 
McCall's Magazine ........... 60.6 $3.1 586.4 613.5 41,182 56,536 398,670 417,103 
Parents’ Magazine ............ 92.5 81.8 570.0 545.9 39,628 35,021 244,090 233,823 
| ee 141.4 129.5 996.1 941.7 96,095 88,046 677,128 640,303 
eee 48.0 pe 407.2 473.0 20,564 30,763 174,680 202,788 
*Western Family 
Southwest Edition ........ 31.6 30.8 295.8 315.5 13,564 13,227 126,893 135,316 | 
#Mountain Edition ......... 25.6 28.5 260.7 267.2 10,984 12,238 111,891 114,648 
#No. Calif. Edition ........ 29.2 29.1 282.3 287.5 12,538 12,494 121,095 123,307 
#Northwest Edition ........ 28.2 30.7 281.3 293.5 12,096 13,181 120,677 126,416 
WOE EE favceccdcnsends 63.2 66.4 562.0 604.7 27,106 28,455 240,853 258,931 
Woman's Home Companion ...... 68.0 72.0 543.5 570.6 46,266 48,957 369,550 387,957 
pk ery ere 948.6 979.9 7,801.4 7,815.5 502,178 516,963 4,081,501 4,085,583 _ 


tSee note at end of linage tabulation. #Not included in totals. 
Because the figures above for Everywoman’s, Family Circle and Woman's Day represent only advertising that appears in 
20% or more of the total circulation base of each publication, they are not complete. Listed below are total advertising 


pages and lines for these three publications. 


Peres 41.1 35.0 394.1 346.2 17,628 15,039 169,050 148,450 
| reer 64.2 65.5 591.5 562.1 27,542 28,099 253,672 240,962 
gg Re ee ree 64.5 67.8 571.7 614.0 27,638 29,051 245,006 262,933 
General 
*American Artist ............. 35.0 39.9 225.4 230.8 14,703 16,758 94,680 96,936 
*American Forests ............ 18.5 17.7 138.7 134.2 7,756 7,448 58,226 56,420 
re 20.4 19.7 180.4 160.0 8,602 8,280 75,881 67,283 
American Magazine ............ 24.1 22.7 218.4 237.7 10,113 9,547 91,769 99,811 
pene ee ee 26.6 22.0 189.7 167.2 11,404 9,431 81,414 71,732 
EE eT eee 27.6 25.5 219.7 208.8 11,570 10,668 92,199 87,636 
*Christian Herald ............. 68.2 42.0 345.1 346.2 29,238 18,007 147,976 148,543 
ER fie vagcis cede anv 8.7 5.2 49.7 49.8 5,927 3,508 33,783 33,834 
Ee ia ia ya feceua eines 24.0 17.0 231.0 123.0 4,368 3,094 42,042 22,386 | 
GI dinacd cicarviucs 22.2 31.4 270.1 314.3 9,488 13,439 115,770 134,615 
ere ce pe! FD 50.7 55.4 2,990 3,214 21,296 23,231 
- arr r rrr cre 51.8 56.3 496.7 494.9 35,235 38,250 337,754 336,237 
ek Perr rer reer et 13.5 12.6 96.3 92.4 5,789 5,413 41,387 39,807 
SEP rrr re er ere sr 51.3 49.7 466.0 474.4 34,875 33,785 316,953 322,568 
WE 54 dius bathed Leelee ven 15.6 11.9 120.8 107.3 9,822 7,496 75,900 67,387 
CRIED. Sedge sanscetean 20.1 17.3 166.6 168.9 13,863 11,903 114,603 116,116 
Serr errr rere 17.5 16.5 189.2 191.1 7,493 7,052 81,036 81,749 
~. . . Seer rere 63.0 51.4 246.5 271.7 27,782 22,670 108,706 115,331 
Harper's Magazine ............. 18.7 17.3 165.5 153.8 7,846 7,245 69,312 64,426 
CE 5 oak dts 5 csatea0re us 46.1 43.0 561.5 556.1 31,311 29,227 381,628 377,913 
*Improvement Era ............ 65.4 33.3 291.2 254.1 27,447 13,991 122,302 106,693 | 
WEE edediscsciceees 45.2 44.1 223.0 209.6 30,945 30,195 152,534 143,453 
er 68.3 63.4 846.6 777.3 40,156 37,289 497,731 457,011 
National Geographic ........... 45.0 40.1 377.5 349.1 10,703 9,545 89,748 83,023 
WUE sedge ecdecitdcicues 30.6 27.3 242.9 250.4 20,809 18,574 165,199 170,287 
EE: Wen iGutcehes ee xen 45.0 46.6 343.0 380.5 18,904 19,564 144,030 159,802 
* Promenade 19.3 22.7 158.6 182.3 8,294 9,724 62,066 72,056 
Redbook Magazine ............. 21.4 20.1 169.5 182.2 9,176 8,627 72,723 78,136 
ere 11.0 12.7 88.5 91.5 4,626 5,341 37,158 38,461 
NMP rer rere 11.2 12.0 63.9 58.5 7,507 8,094 42,946 39,275 
4 Serer 91.4 1218 572.7 632.9 61,397 81,837 384,537 424,953 | 
rhc 3 hsct2 chsdaccecaenkes 29.1 27.6 296.7 265.5 12,506 11,830 127,360 114,011 
WU, nanedadacceseavs 76.0 67.7 857.1 774.8 44,688 39,807 503,973 455,583 
Perr rrr rrr 1,138.9 1,066.2 9,159.2 8,946.7 587,333 560,853 4,784,622 4,706,705 
|||September-October issues combined. 
Home 
ee rerer errr 74.7 58.2 558.4 514.7 47,163 36,773 352,599 325,037 
Better Homes & Gardens ....... 175.4 152.7. 1,340.2 1,151.6 110,838 96,465 846,595 727,410 
WO GE sissies cece 45.5 45.2 529.6 465.3 19,110 18,970 222,446 195,412 
House Beautiful .......... 120.3 1148 943.8 904.3 75,949 72,497 595,953 571,000 
Se SD vicisesc cvecenes 98.8 97.7 734.2 709.5 62,347 61,662 463,490 447,852 
OS OE Ee ee 83.5 56.8 531.6 452.5 52,770 35,982 335,794 285,876 | 
a 2 rere 124.7 1056 1,046.5 865.2 52.385 44,368 439,509 363,365 
*Workbasket ...... 41.2 28.6 269.6 243.9 8,078 5,615 52,854 47,806 
Total Group ..... 764.1 659.6 5,953.9 5,307.0 428,640 372,332 3,309,240 2,963,758 
Fashion 
Se errr ee rte 177.1 158.1 804.7 747.4 75,946 67,872 345,137 320,743 
I cous cosdvecsceeneneee 192.0 1448 864.6 783.3 82,352 62,121 370,898 336,066 
ee re 166.5 190.4 870.7 927.9 105,230 120,310 550,229 586,347 
Mademoiselle ............55- 116.0 91.3 899.5 $90.7 49,782 39,183 385,974 382,185 
errr rer errr rr Tr 261.9 280.5 1,262.4 1,249.2 165,505 177,280 797,743 789,320 
We OU so scusiaccvedes es 913.5 865.1 4,701.9 45985 478,815 466,766 2,449,981 2,414,661 
Movie-Romance-Radio 
Dell Modern’ Group: 
Modern Romances ........... 32.2 31.5 292.5 289.0 13,806 13,483 125,387 123,852 
Modern Screen .......... 32.9 35.4 300.2 308.6 14,127 15,166 128,767 132,474 
Sereen Stories .......... 28.3 28.2 245.5 253.6 12,135 12,106 105,301 108,796 
Fawcett Women’s Group: 
Motion Picture ............. 23.1 33.3 230.2 259.9 9,902 14,296 98,829 111,573 
True Confessions ............ 31.2 37.2 380.4 308.1 13,386 15,966 120,259 132,182 
Hillman Women's Group ... 14.2 12.2 94.6 99.8 6,076 5,221 40,715 42,951 
Hillman Romance Group ..... 5.5 41 51.7 46.4 2,371 1,762 22,179 19,940 
Ideal Women’s Group: 
Intimate Romances .......... 18.1 23.6 161.9 197.1 7,771 10,149 69,574 84,718 
Movie Life secccccccccccece 18.2 23.3 166.4 180.5 7,813 10,001 71,564 77,591 
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Youth 
t*American Boy-Open Road 8.5 7.6 53.8 54.1 3,632 3,268 23,047 23,177 
American Girl .... fas 27.2 25.3 208.2 198.3 11,680 10,893 89,363 85,085 
Boys’ Life 28.5 22.0 194.3 165.7 19,381 14,925 132,225 112,752 
| a 2.5 3.2 13.8 17.0 1,058 1,391 5,953 7,319 
§Scholastic Magazines 34.1 26.3 216.2 193.5 14,230 11,010 90,703 81,215 
Tel GIO isis kcscesscsss Poe 84.4 686.3 628.6 49,981 41,487 341,291 30¢,548 
{American Boy and Open Road combined effective September 1953. §Five issues in September 1953; four issues in Sep- 
tember 1952. 
Outdoor & Sports 
*American Rifleman 72.2 67.3 490.7 482.4 30,975 28,890 210,442 206,982 
Field & Stream ..... 71.6 61.4 557.9 495.1 30,720 26,352 239,334 212,501 
*Fur-Fish-Game 23.3 20.2 181.8 170.6 10,014 8,652 78,021 73,167 
*Hunting & Fishing 34.6 25.3 224.2 245.4 14,836 10,861 96,141 104,421 
Outdoor Life 62.8 54.8 554.4 482.6 26,966 23,506 237,792 207,074 
Sports Afield . 58.3 48.8 484.9 437.0 25,021 20,921 207,913 187,520 
Total Group 322.8 277.8 2,493.9 2,313.1 138,532 119,182 1,069,643 991,665 
Mechanics & Science 
Mechanix Illustrated .......... 68.4 72.1 671.1 656.0 15,331 16,158 150,331 146,942 
Popular Mechanics 157.6 149.2 1,368.3 1,324.9 35,308 33,418 306,487 296,783 
Popular Science yal 129.1 1309 41,1346 1,107.8 28,912 29,312 254,148 248,145 
t*Science & Mechanics ..... 103.7 79.4 475.4 354.7 23,218 17,780 106,480 79,450 
Total Group ...... ...... 458.8 431.6 3,649.4 3,443.4 102,769 96,668 817,446 771,320 
+September-October issues combined. 
Detective & Fiction 
Dell Men's Group .. ; 13.0 13.6 139.9 167.7 5,612 5,867 60,175 72,197 
#i*Macfadden Men's Group 37.2 48.1 491.8 258.1 15,972 20,642 210,999 110,744 
*Popular Fiction Group 12.9 10.8 119.0 122.2 2,894 2,408 26,635 27,323 
*Thrilling Fiction Group 9.1 10.0 96.7 124.8 2,036 2,239 19,441 25,475 
ree rere 35.0 34.4 355.6 414.7 10,542 10,514 106,251 124,995 
Not included in totais. {Formerly Sport Men's Group. Master Detective added to group in September 1952; Climax 
added in March 1953. 
Farm 
+Capper's Farmer 61.5 42.7 525.1 467.5 26,394 29,097 234,096 318,367 
*Country Gentleman 96.2 $8.4 610.9 755.6 41,254 60,158 360,436 513,883 
Farm Journal , 84.6 89.9 16.3 £16.1 36,286 38,488 350,082 349,765 
i§Farm & Ranch—Southern 
Agriculturist 45.8 31.0 383.4 310.1 19,663 21,140 164,479 210,827 
§Progressive Farmer . 99.4 89.5 $65.6 820.9 67,514 60,909 588,721 558,036 
Successful Farming . 95.8 94.8 787.1 $26.6 43,057 42,649 354,109 371,819 
Total Group 483.3 4363 41884 39968 234168 252.441 2,051,923 2,322,697 


+Changed from 680-line page to 429-line page in February 1953. 


1953. §See note at end of linage tabulation. 


Newspaper Sections (I) 


(Nationally distributed 
with Sunday newspapers) 


{Changed from 680-line page to 429-line page in January 


tAmerican Weekly ........55. 60.5 41.5 445.7 321.8 51,373 35,192 378,644 293,898 
Parade .....--s , 49.3 46.2 424.6 315.9 41,862 39,254 360,698 268,061 
This Week Magazine .......... 83.6 79.5 627.2 554.3 71,049 67,563 532,808 470,743 

Total Group .. . 193.4 167.2 1,497.5 1,192.0 164,264 142,009 1,272,150 1,032,702 


+Changed from 1,000-line page to 850-line page on May 11, 1952. 
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Advertising Age, October 19, 1953 
a _—— ee ——— Pages—_— — en = 
Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. 
1953 1952 1953-1952 1953 1952 1953 1952 1953 1952 1953-1952 1953 1952 1953 1952 
Newspaper Sections (II) - 
(All other newspaper t 
sections and comics) , nal: 
{First 3 Markets Group ........ 44.2 27.3 3432 2233 37,568 27,200 291,665 += 222,875 vo lab — le S675 42,075 515,995 340,170 
N. Y. Herald Tribune-This Week 30.3 28.2 360.0 268.3 25,756 24.018 = 275,189 227,810 NE wv ene 336 42.7 277.5 3018 14105 oacaee 5770 
iNew York Mirror Magazine .. 44.2 43.3 360.5 12357 33.260 32.467 1233274 Tiina lll ; ; : 17,920 116,585 126,770 
New York Times Magazine ... 264.2 256.7 1,603.2 362. 4, ’ 362,715 1,157,952 yagi oe 
ey loo ly lll ie ee ee —~—  rerree 39.0 42.0 328.5 293.7 16,380 17.640 137,900 123,340 
= “~ =a eee 68.0 743 79.1 555.1 28.560 31.220 243,180 233,170 
Teted Gremp ........:. . 2 “WES “ZWEI “23031 “346926 “332,483 2.478.087 “2158080 , Mechanics: 
{Changed from 1,000-line paye to 850-line page in January 1953. Changed from 1,000-line page to 980-line page in June anica Popular (Spanish 
1952. PS a a 196 230 2239 2129 4,396 5.152 50.150 47,656 
. . " eae -anique Populaire (French 
All figures in the following groups were compiled by Advertising Age SE . antee4 ciate 228 243 207.9 235.2 5,096 5,432 46,548 52,640 
Re. cers Digest: 
Commies Mogesines DT Ae cocksibie sic viwans 460 400 338.0 3955 8.372 7.280 61.698 71.981 
merican Comics Group: AGEN. Gavavnreassreaeves A 0 ‘ 1.0 8,827 9,646 71, 
(Total 2 Units) ...... . 105 7.0 45.2 38.5 3,969 2.646 17,073 14,553 | REEL sno evebadienas 80 (= 216.0 patent 6.188 pss Lg — 
Pe eee 5.0 3.0 21.8 17.5 1,890 1,134 8,253 SS.” Ge ee eid ps navncege 64.0 670 4948 5135 11,904 12,462 92,028 95,511 
MED iadiscse socsvas 5.5 4.0 23.3 21.0 2,079 1,512 8.820 EE) COMER. ‘Sdasavesesraxaess 72.0 82.0 6205 675.55 13104 14924 112931 122944 
§Archie Comic Group ......... 6.0 7.0 27.0 33.5 2.268 2,646 10,206 DE:: GgMEN idvcbeekaaness «40snes 44.0 33.0 3185 257.5 7,480 5,610 54,145 43,725 
§Harvey Comics Group ........ 9.0 7.5 415 35.5 3,402 2,835 15,687 13,419 | ee 12.0 5.0 82.0 51.0 2.232 930 15,252 9.486 
National Comics Group: French (Belgium) ......... 48.0 50.0 396.0 467.8 8.400 8,750 69,300 81.870 
(Total 2 Units) AEN 2s 10.5 7.0 98.2 92.2 3,969 2,646 37,107 34,915 | French (Paris) ...... 52.0 50.0 570.0 600.0 9,100 8,750 99.750 105,000 
#Red Unit ..........-: - 5.0 3.3 51.2 47.7 1,890 1,229 19,219 17,959 | French (Provincial) ........ 60.0 58.0 536.0 5935 10,500 10,150 93,800 103,855 
#Blue Unit ...... veces so 6M 27 Sl OD 1S 17.897 16,966 | French (Swiss) ............ 21.0 20.0 155.0 2290 3675 3,500 27,125 40,075 
Quality Comic Group .... ... 60 50 40 641.0 2.268 1,890 20,412 15,498 = German (Germany) ..  ..... 56.0 68.0 450.0 4520 10192 12,376 81,900 82,264 
§Standard Comics Group ...... 6.5 4.5 27.3 24.1 2.457 1,701 10,319 9.110 | German (Swiss) .............. 22.0 210 1455 2055 4,004 3,822 26,481 37,402 
ee ee eee 485 ~ 38.0 ~ 2932 ~ 2648 ~ 16333 ~ 14364 ~ 110804 ~ 100,156 | <‘Iberian ........-..-..+++- 16.0 —— 1940 — 2,912 fonen 35,308 ‘sien 
§September-October issues combined. #Not included in totals. hee dees de yeaee *D 59.0 43.5 486.5 365.9 10,148 7,482 83,678 62,942 
OG ee cnc caep bie 32.5 405 254.0 3045 5.460 6,796 42,672 51,148 
Canadian National Weekend Newspapers (Rotogravure Linage) deaetate WOE cs cscncesses 25.0 230 2195 2185 4550 418 39949 39.767 
CME ec ccashaca 40490 651 53.5 503.7 30.1 65,087 53,471 503,788 429,408 Latin American (English) .... 65 110 56.0 89.0 799 1,353 6.888 10,947 
PE ai sthasdsaees ans . §73 565 461.5 139.5 57,269 56,453 461,198 439,365 | Mexican ........-000eee000e 66.0 77.5 561.0 646.0 12.012 14105 102,102 117,572 
OTIS civessaseaeeees ce 80.3 77.0 674.0 603.4 76,273 73,158 640,017 572,984 New Zealand ......... 23.5 230 2095 230.0 4,277 4,186 38,129 41,860 
Weekend Picture Magazine ..... 84.6 74.0 643.4 555.2 82,531 72,125 627,422 $41,265 | Norwegian. ........ 2.00000 35.0 140 1755 139.0 5.950 2.380 29,835 23,630 
Total Group ........-. 287.3 ~ 261.0 “2,282.6 2,028.2 ~281,160 ~255,207 2,232,425 1,983,022 Portuguese... -. ss sees es 60.5 885.0 683.9 = 743.9 = 14,087 15.400 = 119,688 = 130,189 
South African ............ 74.0 70.0 551.6 535.6 13,246 12,530 98,734 95,870 
Canadian | Southern Hemisphere ........ 44.0 535 3740 442.4 8,008 9,737 68,068 80,524 
Canadian Home Journal ....... 43.1 44.7 3495 355.3 29,333 © 30,376 ©=— 237,593 241,561 | Swedish... 0. . sees sees ees Ss 60° SSL NS FNS 1K LT SETS 
Canadian Homes & Gardens .. 531 49.9 435.9 3998 36,081 33,909 296,339 269,793  ‘Time-Atlantic ...........0055 78.1 88.4 650.4 696.2 32,795 37,135 273,105 292,425 
ade eaten tite 56.8 49.7 378.4 350.2 38,618 33,780 257,284 238,120 ‘Time-Latin pT BPrrrer eee 101.4 103.8 864.1 830.0 42,595 43,610 362,915 348,670 
Maclean's 20.0.0 0.00005 859 722  6BL3 S128 58,393 49,058 463,319 348,624 | “Time-Patific = «....----. +. Ie a oe —— i Ss 
| OIE -. S&l 62.7 432.3 439.6 36,770 42,617 293,947 298,898 | F°VISAO ©... ee ecee seen eeees . 
Seeders ices SUNY scbicceennitnsctes 455 363 4135 3394 19110 15.260 173.690 142.600 
English Edition ...... .. 6770—o99Ss«S. «642.0 s«:14,014 Ss :18,109 = s«:118,482—Ss«:116,844  L  rerrrerrerer 1,579.9 1,597.4 12,969.0 13.4286 ~417.624 428.265 3,453,740 3,516,860 
Se acne es ances 92.0 102.5 682.0 658.5 16,744 18,655 124,124 119,847 Not included in totals. ‘Started publication in December 1952. “Four issues in September 1953; five issues in September 
Revue Moderne .............5. 35.5 265 231.5 217.7 24,113 = 18,041 157,395 148,114 1952. *Started publication in November 1952. ‘Started publication in October 1952. ‘Started publication in July 1952. 
Revue Populaire ........--.005 35.8 34.6 241.8 242.2 25,083 24,189 169,196 169,55€ | NOTE: All sectional advertising of Everywoman’s, Family Circle, Woman's Day, Farm & Ranch—Southern Agriculturist and 
Samedi... eee eeeeee ee eeeees 35.2 31.8 292.7 240.5 24,638 22,285 204,954 168,430 Progressive Farmer is reduced by application of a ratio figure to each advertisement: this ratio is the circulation of the 
Saturday Night ...........65. 73.0 75.6 632.2 675.6 49,660 51,422 429,891 459,403 particular edition carrying the advertisement to the total circulation of the magazine. For example. if a page advertisement 
tTime-Canadian ... 6.66 eesees 196.2 175.3 1,510.0 1,244.9 82,390 73,640 634,130 522,900 appears in an edition representing 25% of the total circulation of the magazine, it is counted in the totals as .25 pages. No 
i i ce hc eeeeene? 837.7 824.9 6,518.6 5,979.1 435,837 416,081 3,386,654 3,102,092 _ sectional advertising is reported that does not represent at least 20°, of the total circulation base, except in the case of 


tFour issues in September 1953; five issues in September 1952. 


magazines in the supplementary listing following the Women’s section on the preceding page. 


WTRF-TV to Bow Oct. 24 


Commercial operations 


grams. 


|Buys ‘Malden News’ 


alden Evening News, 
| 61-year-old daily. 


PEOPLE IN OAKLAND 
READ THE TRIBUNE 


...and shop in the 


OAKLAND MARKET 


ONLY ONE PAPER DOES THE JOB 
IN THE METROPOLITAN OAKLAND 
AREA’S ENTIRELY SEPARATE MARKET 


Oakland AOE Tribune 


HOEEE WIREPR OTe OOH wee OH TED FReee Gmreeee Sane wes Fentree seers 


CRESMER & WOODWARD, INC. : 
epresentatives — ‘Sunday : 


of Medford Publications Inc., Med- | 
WTRF-TV, Wheeling, W. Va., are | ford, Mass., publisher of the Med- 
expected to begin on Oct. 24. The | ford Daily Mercury and The Med- 
station is a basic NBC affiliate, but | | ford Weekly Messenger, has pur- | 
will carry some CBS and ABC pro- | chased the M 


|/season. Ads will run 


‘Evening Post. 


Plumb to Gift Wrap Tools 
Fayette R. Plumb Inc., Philadel- | | 
phia maker of hand tools, for the | cago printer, has opened an exhib- cisco manager of W. S. Grant Co., 
'third consecutive year will gift'it called “Printing and the Auto- has been named to the new post 
wrap its products for the holiday mobile.” Early examples of com- of national sales manager of the 
in Better pany printing shown 
|Homes & Gardens, Mechanix II-| catalog of the Stevens-Duryea au-| Northern California. 
| lustrated, Popular Mechanics, Pop- | tomobile, dated 1907, and a book-|the radio and television chain are 
‘ular Science and The Saturday let showing International Harvest- KHSL 
J. Robert Mendte er Co.’s “Auto Buggy,” printed in KVCV, Redding, and KYSO, Mer- 
Inc., Philadelphia, is the agency. 


Donnelley Shows Old Prints 
R. R. Donnelley & Sons Co., Chi- 


Ross Appointed McClung S. M. 


George Ross, formerly San Fran- 


include a McClung Broadcasting stations in 
Included in 


and KHSL-TV, Chico; 
1910. ced. 


Another Reason 


WPTFE is 


North Carolina's 
Number One 


Salesman 


WP IT 


50,000 WATTS 680 KC 


Why 


Music Maker . . . Kingham Scott! 


Here's a showman, loved and listened to by three generations 
of North Carolinians. When Kingham Scott plays WPTF's 
theatre pipe organ, feet go tapping and cash registers go ring- 
ing. His quarter hour program rates a Pulse of 10.9. For a 
ready made audience and a proven local personality who sells, 
contact Free & Peters or WPTF. Kingham Scott is the music 
maker on the team that makes WPTF North Carolina’s Num- 
ber One Salesman in the South’s Number One State. 


North Carolina's Number I Salesman 
NBC Affiliate for RALEIGH-DURHAM and Eastern North Carolina 


FREE & PETERS icrscsex: 


REPRESENTATIVE 
R. H. MASON, General Manager, GUS YOUNGSTEADT, Sales Manager 
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4 4 that th gZ t h 
Britain to Have ire eee totes 
millions each year from the en- 
» tertainment tax. 
Commercial But — 
Unsponsored TV 


49% Privately Owned 


s The Postmaster-General, in pre- 
senting his report to the confer- 
‘ence, reiterated what has been said 
/100 times already over here: Brit- 
|ish commercial tv will be different 
‘from American broadcasting (AA, 


TV Stations Likely in 
Some Cities in 1954 


LONDON, ENGLAND, Oct. 13—The 
British government plans to launch 
a commercial television setup— 
“without sponsoring’—before the 
year is out. Programs may be on 
the air by this time next year. 

Postmaster-General Earl De La 
Warr announced these plans at 
the annual Conservative Party 
conference held in Margate last 
week. Details of the scheme will 
be outlined in a White Paper pre- 
sented to Parliament next month. 
These details are expected to call 
for: 

1. A public utility corporation 
which will build and _ operate 
transmitters but not programs. 

2. Leasing of these transmitters 
to companies which will produce 
the programs and then sell a speci- 
fied amount of time to advertisers. 


® Such a corporation would be 
owned 51% by the government 
and 49% by private interests. The 
commercial “spots” sold will come 
between programs, thus circum- 
venting the charges that the pro- 
grams will be “sponsored” (see 
story on Page 92). 

The decision to push ahead with 
commercial tv was taken at a cabi- 
net meeting last Tuesday—the first 
in many months to be attended by 
both Sir Winston Churchill and 
Foreign Minister Anthony Eden, 
both of whom have been laid low 
by illness. 

The government hopes to have 
its plans approved by Christmas 
and the first licenses issued early 
in 1954. London, Manchester and 
Birmingham will probably get the 
first stations. The manufacturers 
promise they can fit existing sets 
with adaptors in a year’s time. 


# Commercial television still faces 
a final hurdle in Parliament, which 
reconvenes Oct. 21. But the Con- 
servatives, with their clear majori- 
ty in the House of Commons, can 
be expected to win the day. 

The party conference here was 
told that the cabinet has decided to 
oppose a “free vote” on the ques- 
tion—a move widely predicted 
(AA, Sept. 14). In other words, 
Conservatives who are against in- 
troduction of commercial tv will 
have their hands tied: they will 
have to vote as the party whip dic- 


tates. Socialist M.P.s will un- 
doubtedly be under the same dis- 
cipline. 

Prominent Conservatives like 
Lord Halifax and Randolph 
Churchill are in the opposition 
ranks, but the party conference 


backed up the government pretty 
solidly. Only a handful of “nays” 
protested when the motion was 
called. 


® A bit of comic relief was pro- 
vided at the conference by dele- 
gate Dennis Walls from Accring- 
ton, who took up the cudgels 
against all television. Mr. Walls 
maintained that the growth of tv 
might eventually result in the ex- 
tinction of movie houses and thea- | 
ters. This was greeted by a loud | 
chorus of “Oh!” Undeterred, Mr. | 
Walls continued: 

“It may be alleged that I as a| 
cinema owner...” Tremendous. 
laughter drowned him out at this 
point. Mr. Walls waited patiently 
for the uproar to subside and com- | 
pleted his sentence: “...have a) 
vested interest.” To the accompa- | 
niment of further laughter, the | 
cinema owner went on to argue) 


/Sept. 21). He said program spon- 


sorship will not be tolerated, add- 


ing that “there is a very firm dis- %* 
, tion. 
| 

sponsoring.” And he pointed out. 
that the British Broadcasting Corp. | 


tinction between advertising and 


will remain side by side with any 
commercial operation. 

Outside Conservative circles, the 
government’s television plans cre- 


‘ated surprisingly little stir. The 


papers which originally opposed 
commercial tv did say they hadn't 
changed their minds, but there was 


‘none of the vituperation which 


flowed so freely last summer (AA, 
Sept. 14). The Manchester Guardi- 
an said the government may yet 
be sorry it let this “genie out of 
the bag.” A few papers reported 
gratefully that at least the govern- 
ment doesn’t plan to havea J. Fred 
Muggs-type of tv. The general tone 
seemed to be one of quiet resigna- 


s But thunder loomed on the right. 
Dan Ingman, manager of Young 
& Rubicam’s radio, film and tele- 
vision department, said last Wed- 
nesday that the forgotten man in 


the television controversy is the 
advertiser. Mr. Ingman said the 
advertiser is expected to pay for 
commercial television but no one 
seems to care whether he is going 
to get his money’s worth. 

The Y&R executive warned that 
if commercial tv is hedged with 
too many restrictions on advertis- 
ing, then the advertiser will cer- 
tainly not support it. The adver- 
tiser, Mr. Ingman reminded both 
sides, is a “business man who 
would buy advertising on a strict-| 
ly commercial basis and only if it! 
sold his goods at an economic 
price.” 


Shourds to Y&R TV Film Dept. 


Sherry Shourds has been named | 
supervisor of the television film | 
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department of Young & Rubicam, 
Hollywood. For the past 10 years 
he has been in the production de- 
partment of Warner Bros. 


Witalis Joins Kling Studios 
Reggie Witalis, formerly an ac- 
count executive for Thompson As- 
sociates, New York, has been 
named an account executive for 
the art and motion picture-tv divi- 
sions of Kling Studios, Chicago. He 


will represent Kling in the Louis- 


ville region. 


When you Remember 

need WM. F. RUPERT 

RECENT | it sd exes 
‘or over 55 years 
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With every tick of the clock, motorists buy ap- 
proximately $95.00 worth of tires, batteries and 
accessories from the oil industry. That amounts 
to $5700 a minute, $8,208,000 a day, three 
billion dollars worth a year! 


As each second ticks, another tire is sold. 
Every two seconds, it’s a new battery. Since you 
started to read this ad, 200 motorists have 
bought other accessories, too, at their neighbor- 
hood service stations. 


Can you hear those cash registers chiming a 
chorus of sales? Whose tires, whose batteries, 
whose accessories are being sold —YOURS? 
Are you getting your share of this oil company 
TBA business? Know how to get it? Where to 
start? Whom to see? 


App 


There is a particularly effective method of 
soliciting this business; an inside track to the oil 
jobbers and major oil company marketing men 
who decide what TBA items shall be sold. It’s 
advertising in National Petroleum News. 


National Petroleum News reaches market- 


ing management men in oil jobber organizations 


and major oil companies—the men who direct 
the packaging, storage, transportation and sales 
of petroleum products, PLUS the purchase and 
resale of tires, batteries and accessories. 


If you want TBA business, 


the first logical 


step is an advertising campaign in National 


Petroleum News. 


*TBA is the oil industry's designation for tires, 


Publishers of the 


Annual TBA Directory Dp: 


& Buyer's Guide 


Publication offices: 1213 West 3rd Street « Cleveland 13, Ohio 


batteries and accessories. 


NATIONAL PETROLEUM NEWS 


A McGraw-Hill Publication 
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ucm.ce Co. Moves 


Now It's Regal Amber vs. Milwaukee Beer 


Girc .me Co., Los Angeles pe 
lisuer cL sive Meg.z.ne, Los ag Western Brewer Launches a New Theme 
Angeles business Gaily, a 
Industrial Executive, and West, San Francisco, Oct. 13—An in- | \.cr between a wo e°n brewery 
Coasi . -prerentutive for the Retail | qustrial version of Fort Sumter aid its competitors io the east. 
News bare: = has moved 4 Tih h | Was fired upon last week followed| Threatening to force secession 
agdl ee = by a bold declaration of sectional of the western siates from the 


trade marketing area of the east- 
ern breweries, Rega! Amber Brew- 
ing Co. here has begun a campaign 
ma jto convince western beer guzzlers 
ithey need not go east to find their 
favorite brew. 


“The Milwaukee Story” by Ernest 


| Guild, Bascom & Bonfigli, agency 
| for Regal, and is based on a direct 
|invasion of the beer capital of the 
country. 
According to the story, as re- 
| ported by the agency, a plane-load 
lof Regal pale beer was flown to 
Milwaukee in August where a re- 
isearch organization, Kellogg & 
| Associates, tested the reaction of 
|Milwaukeeans to the brew, as 
3 pperepares with their favorite beer. 
“'The reported results are that more 


The new campaign is called 


|Hodges, account executive of, 
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which it claims Milwaukeeans liked the San Francisco brew better than their own 
home town favorite, whichever it is. 


than half of those sampling Regal | is that it is the previous favorite of 
liked Regal “as well or better than the individual consumer, who will 
their favorite brand of Milwaukee | find Regal Pale “as good or better 
beer.” ‘than his favorite brand.” 

| This theme is to be driven home 
s This proves, as Regal has begun |in several media. Three television 
to proclaim from 24-sheet posters | programs are playing in the West, 
all through the western states, that |two local and one on a regional 
“Even Milwaukee Agrees—Regal | basis. The regional network pro- 
Pale is one of America’s two great! gram, “Your Claim to Fame” via 
beers!” The only hint consumers | the American Broadcasting Co., 
get as to which is the other beer | began Oct. 9 as “the first regularly 


ee 


. 


ut more power 


—_ 
~~ 


scheduled television network op- 
erating exclusively for the Pacific 
Coast.” In addition, Regal is con- 
tinuing sponsorship of Liberace in 
San Francisco and “Frosty Frol- 
ics’ in Los Angeles. 


s The campaign will be sounded 
off with full pages in 21 major 
metropolitan newspapers starting 
Oct. 20 under the headline “Regal 
goes to Milwaukee—and Milwau- 
kee goes for Regal Pale.” B&w ads 
with up to three insertions per 


>) une and the Union; and the Sac- 
) ramento Bee, the Long Beach 


newspaper will start appearing 

on - MYX that day in four newspapers in 

Hef your 62 es pic wre oe oo OS San Francisco, the Chronicle, the 

‘ News, the Examiner, and the Call- 

~o e: Bulletin; five in Los Angeles, the 

pe "a ~< \) ) Times, the News, the Mirror, the 

C28 \ iit i ‘f c ( ) Examiner, and the Herald-Ex- 

Pike oT uJ , < PDE ) press; two in San Diego, the Trib- 
a 


., Oregon Market's 
| ~—tirst newspaper... 


A 


ay ee 
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fhe Oregonian 


me FIRST in Retail Advertising 
By General Advertising 
Total Advertising 


FIRST in Retail Advertising 


.. With a million-line gain over the first 8 months 


of 1952 (¢wice that of the second paper). 


The Oregonian’s 8-month lead is almost 600,000 lines! 


FIRST in General Advertising . 


8 months. No other Portland newspaper shows a gain for the period! 


FIRST in Total Advertising .. 


with an 8-month gain 


lines...éwice that of the second paper! The Oregonian leads by 3/2-million lines! 


BE THE LEADER IN SALES...USE THE LEADER IN ADVERTISING 


t ir e Oreg 0 ni an PORTLAND, OREGON 


t Circulation in th 229,004 Daily, 
Largest Circulation in the Pacific Northwest 289.542 Sunday 


ete 


RI 


eee 


. with a 34% gain for the first 


Represented Nationally 


by Moloney, Regan James Hildreth has resigned as 
& Schmitt, Inc. 


Press-Telegram, the Bakersfield 
Californian, the Fresno Bee, the 
San Jose Mercury-News, the Santa 
Monica Outlook, the Santa Barb- 
ara News-Press, the Pasadena Star 


) | | i News, the San Bernardino Sun- 


Telegram, and the Oakland Tri- 
bune, 

a) Advertising plans of Regal 
/ were announced on television via 

i, the West’s first closed circuit sales 
Pe meeting over what Jim Connolly, 
ABC v.p., has called the ABC-TV 
Pacific Coast Regional Network. 
aa Originating from Los Angeles stu- 
dios, the closed circuit broadcast 
linked 11 cities—Portland, Albu- 
querque, Honolulu, and Bakers- 
field, Fresno, Sacramento, Salinas, 
San Francisco, San Diego, Santa 
Barbara and Chico, Cal. 

About 1,200 distributors, Regal 
salesmen and employes, chain and 
package store buyers, and press 
representatives attended the 11 
city sales meeting to witness the 
inauguration of the regional net- 
work. 


Patko Gets Blatz Braves Award 
Andy Pafko, Milwaukee Braves’ 
right fielder, has won the “Best of 
the Braves” contest sponsored by 
Blatz Brewing Co., Milwaukee. 
Mr. Pafko was given a 1953 Cadil- 
lac, and $5,000 was donated to his 
favorite charity by Blatz. In the 
promotion, fans voted for their 
favorite player with ballots pub- 
lished in Blatz ads in Wisconsin 
newspapers. The winner received 
277,319 votes out of the 684,857 
ballots cast. 
of 2'/.-million 
Hutchinson Returns to Grant 
Roy Hutchinson, for the past 
three years director of merchan- 
dising of Specialty Salesman Mag- 
azine, will return to his former 
| association with Paul Grant Inc., 
| Chicago, as head copywriter. 


‘Hildreth Leaves Buchanan 


an account executive for Buchan- 
‘an & Co., San Francisco, and has 
purchased the Ford dealership in 
| Martinez, Cal. 


WEST VS. MIDWEST—This 24-sheet opens Regal Amber Brewing Co.’s new drive, in - 


nosSu eonspo0nsnsuwccocres 


ot mae 4 | 


> sy e - "a es a a et AS. ads bine ©. ae (an aes See re Lt, ae Cea re” Th or aiigr i. tee ft. ee eth. Soe ree oh mn gS lated ba) te - he) OS eee SS oT a ae SA ee 3 1, ee Se Akon Gh Tat We E.R ie 
Fy ge a eRe we sae Se OR Rett ove ha ed, remem omenne at 4. A gees By igs a ES RN a ge © eRe ee. ta ROR. Neary ue Pe Urn a wR men” eet oe Re >, cee een. a ee ee ot See Mage 
; ieee i ge Eetatins = ete hee tet (4 eo Pas we ate ; Fee er oes oo 5 ec Be Ae ht oe gets fie es § Ost Pe ee st OE nS paar OE Det IND, iy 5 Smee ca a a SS : or. ee ing Ee eae a See : et) Bie sta eee cone ey ase ante FUR SF Seam 
a tate ee (oda Brean Ae ys 3p DYE BENG RO ala i Wet Sia a CRS aaR ic Whe hale: TS eile Geeta ea nen fe ae +2 UE ene aa caging ever t si eee Sache DL, Tilae (Nee teen Seco ON 2 nas ees SNe Sip ook em 
Sees alae: ke a Na are MEY Gemee me lgeeee ee Beeb Se ee ee 
ae Ep. . . ee = ee ~ _ 
we 
ey 
: Adi 
” ES a G 
] 
> j »- “ * ” 
F “, ee = 3% é Be o - D ¢ 
; A tad aie J 
ete ry d 7 
ft SS ee a Atl 
Sites *, “ $ A 3d. He! 
a ee Y " a 4 cise 
j - ‘g beet : . 
. Se ¥ : ee gro 
ay | ial e 
P a 
i pensar eee nee ae Le - : of 
= res — 4 etme ads sus a SA es, : = . ‘ bat the 
¥ bs a Pe 6; Sao Se Pata i at Be oR Ce ey y iE oo 
iy de eres Se OE ‘ Ana " e. Ut 
| ee fy ™ 2 oy Wig 1S - =a 
my Ys aN ca 9 Re 
| ns, WEEK — ee ' 
| W205 + pirines) ees. See | ON 13i 
tela Aire Syiteex: 
APS ({.isa i. > eee his 
| [: \ ina "Wd ew ce ment in oo eo BN ae ' es om , al 
: ates oth covertse , 3% oe “ ' 
4 ; 4 runs its 3 Be - ; gn a pa 
aa B .. oY $ 2 6: pre 
i é es d= 3 
ee - Agee Fae ke aft 
ee i <a Hd. (le sec 
ae i cst | New Ey nit 
oars . 1 , SWee im 
eet, Ee ‘ 95 nt * "ey 
ae Bees Since 1 o rt a 
o, 2 & Fe / UROPEA | 
2a i eee OE a ee a. pont ee 201 
—_ ee IE oS ACIPIC EDITION Bae tai 
pa 3 : cP i Py a omy v% Bivsaid bitters, Metin | i n 
a , ne 
- = : ee ————~=SE—E—~=—_ _ _ _ eer | an 
’ 
re ‘Se aa 7 ~ y + a ys 9 i ‘ +. * 
ae ~ (a. 2at ¥ ae > eee 1: 2 < eee I 4 Ab ie i vis 
meen 1 9 at ei Rr eS a \ ; ee | ne 
: { \ ‘ | gi 
ge { 
eek - vs # + U 
a & 4 eit } T 
fase 4 ac | 
he of a 4 am 
ae Ww 
i of 
B la 
ae in 
PS & 
an 7 V 
eee t 
site, tt 
ee i | as al 
venge ec 1 << iA vi 
oe ti 
a srt 
: H i Vil\e 
ep ide 
Gani bs 
Ee ¥ J 
or x } } 
a - b 
ike k ‘ E 
Rod atl . ve * > ’ 4 ‘ < 4 
‘Lalit 4 J Ps} * . is ** . y Pee er ha + i : ; 
~ a. . . ‘ ‘ : 
ah i ee | 
vow ‘ ’ 
s. : 4 . % ) 
pac: , \ 
aie 
eee — 
y | 
t i 
ibd | 
, Ze | os : ig ; | : : ‘ : aot s ? id Th ea - he ; se 1A a i ey a “4 : Ne an, cage (ae Or cian # * oe ar ie am Ry at 4 eh ey ae CHEK Yeh OS Rael - ae 2 fh ea a 33 me bes rs * . * 


153 


~wmi 


Advertising Age, October 19, 


Growth of Rich's, Atlanta Departmen! “ove, 


1953 


Detailed in New Book by Henry Ciy27s P2ker 


ATLANTA, Oct. 13—“Rich’s of 
Atlanta, the Story of a Store,” by 
Henry Givens Baker, gives a con- 
cise history c* the fe nding and 
growth of this southern depart- 
ment store which today does sales 
of $50,000,000 annually. The au-. 
thor is currently associate profes- | 
sor of marketing, University of 
Utah. 

Rich’s was founded by Morris 
Rei :a, 1 Hungarian immigrant, in | 
14uU/. Later on he was joined by 
his brothers, William and Emman- 
uel. 


Of particular interest in the first 
part of this book is the parallel 
growth of Rich’s and the South 
curing the reconstruction period 
after the Civil War. Thus, the early 
sections give the reader the defi- 
nite feeling of participating in an 
important and scantily known per- 
iod of American history. 

Later on, when we enter the 
20th Century, we get a more de- 
tailed picture of the growth of 
modern American merchandising 
and selling. 

The book is published by the di- 
vision of research, school of busi- 
ness administration of the Atlanta 
division of the University of Geor- 
gia, and retails for $7.50. 


Statistical Experts 
Unveil Method «7: 
Theory of Sampling 


NEw York, Oct. 13—Three men 
who are authorities in the field 
of statistical sampling have col- 
laborated on “Sample Survey 
Methods and Theory,” published 
in two volumes by John Wiley 
& Sons at $8 for Vol. I and $7 for 
Vol. II. 


The authors are Morris H. Han- 
sen and William N. Hurwitz of 
the U. S. Bureau of the Census, 
and William C. Madow at the Uni- 
versity of Iliinois, who was at one 
time associated with the bureau. 


@ As the writers point out in the 
foreword, “the rapid development 
of the theory and practice of sam- 
pling has...made it possible to 
measure directly attributes which 
could previously only be ‘esti- 
mated’ more or less intuitively by 
experts or otherwise indirectly ap- 
proximated.” Modern sampling 
methods have also introduced “rig- 
erous scientific thinking into many 
statistical programs,” they assert. 
Probably nowhere else has this 
method been practiced as thor- 
oughly or theorized about so ex- 
tensively as in the Bureau of the 
Census. The book is a “must” if 
you have any interest or need for 
this releiively new technique. 


PRENTICE PUBLISHES 
‘MIRACLE AT WORK’ 

New Yours, Oct. 13—Saturday 
Revieiv’s Feb. 28 awards to 27 ad- 
vertise: « distinguished adver- 
tising in the public interest are the 
backbone of “America: Miracle at 
Work,” a new book published by 
Prentice-Hall at $7.50. 

Th2re is more to the volume, 
however, than descriptions of the 
winning cainpaigns and reproduc- 
tions of the institutional and pub- 
lic interest ads judged best in the 
nation last year (AA, March 2). 
The book devotes 64 pages to 


son, president, International Pub- 
lic Opinion Research; J. R. Comin- 
sky, publisher, and William D. 


Patterson, associate publisher of) 


Saturday Review, and a number of 
the admen who worked on the 
award-winning ad campaigns. 


and WPIX in New York. 

The book contains pro‘essional 

‘advice for studio technicians as 
well as practical hints for tv crea- 
itive workers to help them make 
‘the most of their equipment in the 
|studio or in the field. 
Sections of the book are devoted 
to handling cameras, switching 
equipment, graphic materials, 
| scenery, makeup and lighting. 


There is also a bibliography of | 


“significant books on business and 
public relations, 


Mr. Bernays. 


TECHNIQUES OF TV 
PRODUCTION TOLD 

New York, Oct. 13—McGraw- 
Hill Book Co. has published “The 
Techniques of Television Produc- 
tion,” a $10 book that covers all 
kinds of problems that arise in 
putting a tv show on the air. The 
author is Rudy Bretz, tv produc- 
tion consultant with former pro- 
duction positions with CBS-TV 


communication | 
and public opinion,” compiled by | 


‘Tapscott Heads Auto Ad Group: 


C. C. Tapscott, v.p. of McQuay- | 
Norris Mfg. Co., St. Louis, has. 
/been named chairman of the in-| 
| dustry-wide program committee | 
‘of the Automotive Advertisers 
Council, New Castle, Ind. Mr. 
Tapscott succeeds S. R. Robinson, 
‘advertising manager of the Grey- 
Rock division, Raybestos-Manhat- 
tan Inc., Manheim, Pa., who will 
continue as a committee member. 


Ford Promotes 4 Sales Execs 


Chester E. Bowie has been pro- 
moted from manager of product 


sales and service to assistant gen- 


Blue ribb 


For years, prize bulls that won 


eral manager in charge of field op- 
erations for Ford Motor Co., De- 
troit. Frank J. McGinnis, mana- 
ger of advertising, sales promotion 
and training, becomes assistant 
general sales manager in charge 
of advertising, sales promotion and 
training. Charles J. Seyffer, man- 
ager of sales administration, has 
been advanced to assistant general 


sales manager in charge of dealer] 


relations. Guy Hamilton Jr., ad- 
ministrative assistant to the gen- 
era! manager of the Ford division, 
has been named assistant general 


sales merager in charge of plan-| 


ning and analysis. 


: Quay 
fa CIRCULATION SUILOERS 


for jeading 
Magazine Publishers 


UNION CIRCULATION CO., INC. 
§ Columbus Circle, 1. ¥.15 * €9 5 2088 


“Over a Quarter Century 
of Depes lable Service" 


| 


LY, Chee 
te. CREEN® Eon TIN: 


Ol)... baloney ! 


Farming is a business... with continual i: 


ia OXcess of $10, 


oo, 64% higher than 


articles by 14 leading advertising 
people and others on the respon- 


sibility of business in using adver- | 


tising for general 
poses. 


welfare pur- 


s Among the contributors are Ed- 
ward L. Bernays and Fred Smith, 
public relations counselors; Theo- 
dore S. Repplier, president of the 
Advertising Council; James Webb 
Young, senior consultant to J. 
Walter Thompson Co.; Elmo Wil- 


the blue ribbons in the show ring, 
brought the highest prices. 


But agricultural scientists in the state 
college extension departments have long 
been skeptical of show ring standards. 
Records proved that show ring types were 
often better feeders than breeders. 

Some fashionable bulls sired calves 
which produced beef at 38¢ per pound, 
while the less spectacular specimens 
developed at 23° per pound. 

The smart farmers today are learning 
to rely on “production testing,” actual 
records of birth weights, weaning rates, 
rate of gain, efficiency of gain, carcass 
quality, grade, dressed weight, and costs. 

Fast-gaining bulls pass weight-gaining 
ability on to their calves...and give more 
weight for less feed! 

‘To round up the latest information on 
production testing, SUCCESSFUL FARMING 
editors checked eleven state college and 
university extension departments and 
farm sources in fifteen Midwestern and 
Eastern states...and report the research 
findings in the October issue, 


research increasing output and efficiency 
... getting higher yields at lower costs. 

And the farm home has kept pace with 
better farm business... is a major market 
for new furniture and furnishings, food 
kitchens...is the best 


freezers, model 
class audience for quality merchandise. 


fang 
%. 4 ¥ 
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Show ring champ... but his calves gained 


only 2.05 lbs. a day. 


Lots of opportunity... The nation’s best 
farmers are best reached by SUCCESSFUL 


FARMING concentrating eight of ten 


copies of its farm circulation among the 
best farm families who get 88% of the 


national farm dollars. . 
annual cash income of the SF subscriber 


.. The average 


the US farm avereg;c. 
In the best marlet, ceneral magazines 
and ty lack the i: 


Sh Every national advertiser requires 


uence and interest of 
St copsspun Fag ons for its penetration, 
high readership, and home influence 


based on more t! oo a half century of 


Less spectacular ly pe does better, with 
calves gaining 2.63 lbs, daily. 


service, to balance national schedules, 
get maximum profits and potential. For 
data and detail, call the nearest SF office. 


Merrepiti Pustisnine Co., Des Moines, 
New York, Chicago, Cleveland, Detroit, 
Atlanta, San Francisco, Los Angeles, 
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| Named Emerson Ad Head 

| Hugh E. Kent, president of Bro- 
| mo-Seltzer Ltd., Canada, has been 
|named v.p. in charge of sales and 
'advertising for Emerson Drug Co., 
| Baltimore maker of Bromo-Selt- 
| zer. Mr. Kent retains the post of 
| president of the Canadian com- 
| pany, which he first joined in 1938. 


HUMAN INTERESTing 


A woman naturally KNOWS psychology. 
Good copy also considers human nature. 
Let the BOTT folksy touch bring your 
ads and letters down to earth to produce 
pay dirt. Phone, HArrison 7-9187. 


“That Folleu Wott  S 


Leo P. Bott, Jr, 64 E. Jackson, Chicago 


| Ae 


i 57% 


OF QUAD-CITIANS 


live on the 
Illinois Side in 


ROCK ISLAND 
MOLINE 
EAST MOLINE 


They read these newspapers: 


The ROCK ISLAND Vagus 


pagan ths 


Wiggers O: ers Definitive Solution of 15% 
Agency Co:nmission Problem in Latest ‘IM’ 


13—Raymond P. 
ed up many ad- 


CuHicaco, Oct. 
Wiggers, who stir 
men with an article on the 15% 
agency commission in the April 
Industrial Marketing, comes for- 
ward with some answers to his 
| critics and his soli:tion in the pub- 
| lication’s October issue. 
| An article by Harvey A. Scrib- 


| ner, head of Russell T. Gray Inc., | 


|Chicago agency, opposing Mr. 
|Wigger’s original argument in the 
September IM was reported in 
ADVERTISING AGE on Sept. 14. 

Mr. Wiggers’ first article was 
‘entitled “Abolish the 15% Com- 
| mission,” but he insists that his 
original manuscript made no such 
declaration. 

In his newest statement, Mr. 
Wiggers brings with him the new 
experience of- an agency man. 
When he first wrote, he was ad 
manager for Frank G. Hough Co., 
Libertyville, Ill. Since, he has be- 
come a v.p. of Glenn, Jordan & 


| Stoetzel, Chicago agency. 

es Mr. Wiggers points out that the 
15% commission can be unfair) 
either to the agency or to the ad-, 
vertisers, depending on many vari- | 
able cost factors. 

He suggests that inequities can 
be ironed out by adopting a sys-| 
tem which he outlines in three 
| parts. 

1. The agency should determine 
the exact costs involved in each 
_of its operations. “This... serves as 
an accurate barometer which gives 
adequate warning when either 
side is in danger of ‘not getting a 
| fair deal.’ ” 

2. “Taking action when the ‘bar- 
ometer’ indicates unbalance.” In) 
this way, when inefficiency is de-| 
tected in any operation, steps can 
be taken to protect both the client 
and agency. 

3. Review periodically each ac- 
count’s cost record in the client’s 


Nearly 8 in 10 among PARADE’S millions of newspaper 
readers were stopped by this picture. . 


These loyal readers make PARADE the best 

read publication in print. They give advertisers more than 
twice as big an audience, per dollar of ad cost, 

as any of the big weekday magazines. 


That’s why PARADE. power on Sunday 
sells all week long in 42 key markets. 


This is a real-from-life picture illustrating a typical story in 
PARADE, the Sunday Picture Magazine. 


She's a “Steeple Jill’ 


and her job is to stop you before you turn the page 


Interna 


the leaders 
are in parade 


for example, 
in the first 
nine months of 1952 


Admiral Corp 

American Home Products Corp 
American Tobacco Co 
Armour & Co 

Avco Mfg. Co 

Block Drug Co., Inc. 

Bristol Myers Co 

California Packing Corp 
Chrysler Corp 
Colgate-Palmolive-Peet Co 
Corn Products Sales Co 
Helene Curtis Industries, inc 
Ford Motor Co 

General Electric Co 

General Foods Corp 
General Mills, Inc. 

General Motors Corp 

Hunt Foods, Inc. 

tional Cellucotton Products Co 
Johnson & Johnson 

S. C. Johnson & Son, Inc 


Kellogg Co 

Kentile, Inc 

Lever Brothers Co 

Miles Laboratories, In 
Jules Montenier, Inc 
Nash-Kelvinato- Corp 
National Biscuit Co 


Nestle C In 
Pepsi-Cola Co 
Procter & Gamble Co 
Prudential Insurance Co 
Quaker Oats C 
Reynolds Tobacco Co 
Sim niz Co 


Standard Brands, In 


R. J 


Sterling Drug, Inc 

Switt & Co 

Sylvania Electric Products, In 
Westinghouse Electric Corp 


. just as you were. 


ROBERT M. WHITNEY, a sales manager of 
Automatic Transportation Co., Chicago, a 
division of Yale & Towne Mfg. Co., has 
been promoted to manager of national 
advertising and promotion. 


presence. “This cost control sys- 
tem enables the advertiser to be- 
come familiar with the ‘facts’ up- 
on which his agency relationship 


,is founded.” Mr. Wiggers points 


out it also will help the client ap- 
preciate the pricing problems be- 
hind the 15% commission system. 

Mr. Wiggers concludes, “Strip 
the 15% question of its false coat. 
Concentrate upon moving the ad- 
vertiser closer te his agency by 
means of a positive understanding 
of financial facts. Pinpoint the 
agency’s responsibility to establish 
the system which guarantees fair 
play to all. Use common sense in 
following a one-way course 
charted by specific cost of account- 
ing methods.” 


Eastern Four A’s 
Meets Nov. 23-24 


New York, Oct. 13—This year’s 
annual eastern conference of the 
American Assn. of Advertising 
Agencies will be open only to 
members because of the demand 
for seating, Edwin Cox, senior v.p. 
of Kenyon & Eckhardt and con- 
ference chairman, said today. 

The two-day conference which 
opens here Nov. 23 will be fea- 
tured by major addresses by lead- 
ers in the agency field including 
Bernard C. Duffy, president of 
Batten, Barton, Durstine & Osborn; 
Roy Whittier, former plans board 
chairman of Young & Rubicam; 
Atherton Hobler, executive com- 
mittee chairman of Benton & 
Bowles, and Earle Ludgin, board 
chairman of the Four A’s and pres- 
ident of Earle Ludgin & Co. 

At the luncheon scheduled for 
Nov. 24 agency department heads 
and supervisors will be in attend- 
ance for the first time as well as 
top management people. 

An attendance of 2,000 from the 
New York, New England and At- 
lantic councils of the association 
is expected. 

Other speakers and panels for 
the group meetings will be an- 
nounced within the next few 
weeks. 


Vincent Edwards Socrates 
Awards Go to Six Companies 


Vincent Edwards & Co. Idea 
Service, New York, has picked six 
companies in the retail, banking, 
utility, transportation and nation- 
al advertising fields as recipients 
of its annual Socrates awards, now 
in their 35th year. 

Winners are Bank of America, 
San Francisco; Jewel Food Stores, 
Chicago; Paine Furniture Co., Bos- 
ton; American Gas & Electric Co., 
New York; Neiman-Marcus Co., 
|Dallas, and Union Pacific Rail- 
road, Omaha. 


GE Names Phillips, Barnes 


' C. Vernon Phillips, formerly 
|major appliance division head of 
|Fedway Department Stores, New 
York, has been appointed manager 
‘of department store sales of Gen- 
/eral Electric Co.’s major appliance 
division in Louisville. Frank P. 
Barnes has been named manager 
of marketing of the new commer- 
cial equipment department in GE’s 
'electronics division, Syracuse. 
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Selling, Merchandising and Advertising Vitally Affected 
by Development of Automation Principles 


By E. B. Weiss 
Director of Merchandising 
Grey Advertising Agency Inc. 

“Anything that can be measured can 
be automatically controlled. And there 
are fewer and fewer things that cannot 
be measured.” 

The speaker—Henry F. Dever, presi- 
dent of the Brown Instrument Division 
of Minneapolis-Honeywell Regulator Co. 
Mr. Dever gives us, in those two brief 
sentences, the genesis of the great revolu- 
tion sired by the science of cybernetics. 

At almost the same moment that Mr. 
Dever was delivering himself of this 
rather awesomely blunt statement, Alfred 
E. Perlman, executive v.p. of the Denver 
& Rio Grande Western Railroad, was re- 
marking: “After you’ve done a_ thing 
the same way for two years, you should 
look the method over carefully. After 
five years, look at it with suspicion. And 
after ten years, throw it away and start 
all over.” 


® Railroad tycoon Perlman was not 
thinking particularly of cybernetics and 
automation when he laid down his dic- 
tum, although his road is using Geiger 
counters to “read” locomotive wear-and- 
tear as well as a spectograph that spots 
locomotive trouble before it happens. But 
the very fact that he had no particular 
reference to automation makes his obser- 
vation doubly  significant—because the 
new automation techniques may actually 
make his two- five- and ten-year time- 
table somewhat too leisurely! 

But even more significant to the world 
of marketing is that this same timetable, 
somewhat accelerated, may apply right 
now to major policies involved in moving 
to market merchandise designed for mass 
consumption. In other words, selling, ad- 
vertising, distribution, marketing, mer- 
chandising and promotional policies that 
are two years, five years, and ten years 
old may soon require radical alterations— 
if they are not already quite outmoded! 
And that time period, of course, would 
take in most of the merchandise-moving 
policies of most of our mass marketers! 


# In this connection, I was enormously 
impressed when I noted, in a very re- 
cent issue of Life, a Kellogg cereal spread 
in color that smashed over the Kellogg 
name in what was surely the largest type 
ever used for name exploitation in a na- 
tional magazine advertisement. I was 
enormously impressed by that adver- 
tisement because I have been insisting 
that recent and coming changes in the 
marketing world necessitate advertising 
that features brand name, the package, 
a product feature. And this unique Kel- 
logg two-pager was designed specifically 
in line with that concept. ! am asking AA 
to reproduce that advertisement because 
I earnestly believe it portends things to 
come in advertising as a direct conse- 
quence of the Second Industrial Revolu- 
tion and the concommitant second dis- 
tribution and retail revolution. 


‘We Think It's Coming!’ 


W. W. Beardslee, manager of 
manufacturing engineering services 
at General Electric, is quoted in an 
automation article in October For- 
tune as saying: 

“The forces within our company 
that are really motivating us to work 
aggressively toward an automatic 
factory are, first, the president—who 
is insistent that we make progress in 
this field. Second, the willingness of 
our management to invest heavily 
in this approach, which we don't 
think is experimentation. We think 
it is coming!” 


I could write a book on how I think 
the world of the sales-creating executive 
will be dominated and shaped by this 
more-than-incipient revoiution. (Indeed, 
I plan to do that very thing!) In this 
article, I am limited to a digest version 
of what the future world of selling may 
look like. 

First and  foremost—the perpetual 
problem of cutting distribution costs will 
be finally and successfully tackled. That 
may mean: 

e 1—An end to an era in which an item 
that costs $20 to manufacture will re- 
tail for as much as $60, with nobody 
getting particularly rich in the process. 

e@ 2—A shrinkage in markups all along 

the line of distribution. The mass re- 
tailers, in particular, all of whom 
started out as low markup outlets, are 
now in the 30 to 50% (and higher) 
markup brackets, with the food super 
excepted. 
It is not impossible, for example, that 
traffic appliances may ultimately be 
sold—with profit—by mass retailers at 
markups of no more than 20%. (I 
might point out here that a number of 
discount houses—and please remember 
that almost all of our large chains 
were the discount houses of their early 
days—right now sell major appliances 
at markups of from 14 to 20% and ap- 
parently survive.) 

e 3—The food super will once again 


lower food markups. The food super 
cut food markups from some 30% down 
to the present 17%. But actually that 
17% figure is a bit misleading; it does 
not include a multitude of allowances. 
Neither does it include such factors as 
the rack jobber and the gigantic total 
contributed to store savings by food 
producer salesmen who today perform 
true store functions. Food markups 
may drop to an average of 10% and 
even 8%. 


® In general, the process of finally mark- 
ing down markups has started. Mechan- 
ized and automated wholesaling and re- 
tailing will shoot this process into high 
gear. Clearly, any such changes in mark- 
up practices will necessitate changes in 
manufacturers’ merchandising policy, etc. 
Price lining, for example, may _ go 
through violent upheaval. 

Then, too, new techniques for trans- 
portation and communication will probab- 
ly lead to alterations in traditional lines of 
distribution in certain industries as well 
as to modifications of terms, dating prac- 
tices, etc. As it is, something is surely go- 
ing to happen to the distributor in the 
major appliance field (note, for example, 
that General Electric has announced it is 
conducting a very broad study of distrib- 
utor functions). This does not necessarily 
imply the elimination of the distributor, 
but it may very well mean that important 
changes in his methods of operation lie 
ahead. 

And it is possible that industries that 
now ask distributors to order months in 
advance—-like toys and greeting cards— 
may be compelled to develop new pro- 
duction schedules. 


s As for the wholesaler, it is interesting 
to note that the trend toward huge size 
among retailers—with some 100 giant 
retailers controlling at least one-third of 
total retail volume in the major merchan- 
dise categories they stock—is not at all 
matched by a similar concentration of 
volume in a few strong hands in most 
fields of wholesaling. It is entirely likely, 
therefore, that the Second Industrial Revo- 
lution and its various distributive coun- 
terparts will bring about a quickening of 


New Words and What They May Mean to You 


Here is the third in the series of articles discussing cybernetics and automa- 
tion, and the impact these strange new words may have on the world of mar- 
keting, selling, merchandising, promotion and advertising. 

The accompanying article discusses the direct effects of this new science on 
the advertising and marketing world. The previous two articles have discussed 
cybernetics and automation in terms of their over-all meaning to our economy, 
and in terms of their practical application in factory, office and warehouse. 
The remaining article, to appear next week, takes a look at the enormous 
changes in retailing which may occur. 

The author is E. B. Weiss, director of merchandising of Grey Advertising, 
New York, who is well known for his stimulating and controversial “look- 
ahead” discussions in “Grey Matter” and in numerous articles and books, 
and speeches before advertising and marketing groups. 


the trend toward huge wholesaling com- 
bines which will operate as efficiently as 
the most modern industrial plant. 

If that comes about, then precisely as 
giant retailing has compelled broad modi- 
fications of manufacturers’ policies, so 
will giant wholesaling have the same end 
result. And just as giant retailing has led 
to powerfully advertised store-controlled 
brands, so will giant wholesaling lead to 
still more powerful wholesaler-controlled 
brands that will compete in the market 
place with the known brands of manufac- 
turers and of retailers. 


e Giant wholesaling may also lead to a 
vast expansion in new fields of the vol- 
untary chain concept. The voluntary chain 
has had its greatest growth in the food 
field. But it has since strayed far from 
food, propelled toward non-foods by the 
food retailer’s own trend in that direction. 
Consequently, the voluntary chain con- 
cept is even now being applied to many 
non-food lines and as wholesalers in non- 
food categories merge and grow, they will 
probably adapt modifications of the vol- 
untary chain technique to new merchan- 
dise classifications. The voluntary chain 
in the food field has given manufacturers 
some cause for rejoicing—and plenty of 
cause for headaches, with some of the 
headaches stemming from the mounting 
strength of the voluntary chain brands. 

Present programs for working with 
wholesale distributors, and particularly 
with wholesale salesmen, will be impor- 
tantly changed. Electronics and mechanics 
will not only revolutionize methods of 
wholesale warehousing—which, in turn, 
will demand changes in manufacturers’ 
shipping cartons, etc.—but electronics will 
be at the controls where the wholesaler’s 
salesmen are concerned. Two-way radio 
for the cars of wholesale salesmen has al- 
ready produced some startling differences 
in the functions of these men. And this is 
just the beginning. 


s I suspect that as marvelous new tech- 
niques for communication and transpor- 
tation emerge, there will be a tendency 
toward shortening the links in the chain 
between manufacturer and retailer. 

That trend may be hastened not only 
by electronics but also by the mounting 
number of merchandise-moving functions 
being shouldered by the manufacturer. In 
the food field, for example, the retailer’s 
function with respect to some of the lead- 
ing manufacturer brands is becoming al- 
most exclusively that of furnishing shelf 
space—with the manufacturer’s salesman 
putting up the stock, etc., etc. As the man- 
ufacturer finds himself, more and more, 
“in” the retail store, he may eventually 
decide that he had better move closer, in 
time and space, to the retail store. That 
could play hob with established patterns 
of distribution. 


s The giant retailer will become still larg- 
er. Today, we have only two retailers with 
an annual volume in excess of $3 billion— 
A&P and Sears. There will be more—and 
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still more—in that category as mechanical 
and electronic developments call for a 
financial power in retailing that only 
great retail organizations can command. 


® I picture a day—and I may not enjoy 
the picture any more than the next!— 
when some 50 huge retailers will control 
from one-third to one-half of total retail 
volume in their major merchandise cate- 
gories. Anyone who is curious to know 
what impact this may have on a manufac- 
turer might check into the bed sheet bus- 
iness, where just three retailers (Sears, 
Ward and Penney) account for 25% of to- 
tal retail sales all done under their own 
labels! All manufacturers’ nationally ad- 
vertised brands combined probably do no 
better than to match that 25% figure! 

Another example is the shoe business, 
which has been revolutionized by the ad- 
vent of powerful chains that control every 
step of the process from manufacturing 
to retailing. It is not unlikely that the 
shoe business will once again be revolu- 
tionized—both by the application of auto- 
mation techniques to production and by 
the application of mechanical and elec- 
tronic techniques to every step in the dis- 
tribution process, including certain phases 
of the retail operation. 

In any event, we see in the convulsions 
that have already occurred in the dis- 
tribution patterns of several industries, an 
indication of what the coming automated 
industrial-distributive revolutions may 
require of many other industries. 


# Let’s look at the coming changes, as 
they may affect manufacturers, from a to- 
tally different viewpoint. Let’s take that 
seemingly innocuous matter of more lei- 
sure time. 

Paul Mazur of Lehman Bros. has just 
put into book form (“The Standards We 
Raise,” reviewed in AA, Sept. 14) some of 
his frequently propounded theories of 
the impact of leisure on the marketing 
world. A positive correlation exists be- 
tween leisure time and consumption. And 
that correlation touches almost every in- 
dustry depending on mass markets. 

What is true of leisure time is equally 
true of our economic standards. As a mat- 
ter of fact, an increase in leisure time is 
always an integral part of an increase in 
the other components that go to make up 
our standard of living. 


® Some 50 years of mass production, with 
the resulting cut in the work week from 
the 12-hour day to the eight-hour day and 
the five-day week from the six- and 
seven-day week and the accompanying 
increase in purchasing power of millions 
of families, revolutionized mass market- 
ing. Similarly, the coming 10 to 20 years 
of automation production will produce 
similarly profound alterations in living 
standards and consequent profound mar- 
keting changes. 

It seems entirely possible that automa- 
tion will bring about, by successive stages, 
a seven-hour day and a four-day week, 
and perhaps ultimately a six-hour day 
and a four-day week. Simultaneously, 
purchasing power for the 28 or the 24 
weekly hours will be larger than it is 
today, and more families will share in 
this increase in purchasing power. 

What is more, it may very well be that 
these developments will come about some- 
what more rapidly than did the drop 
from the 10-hour six-day week to the 
8-hour five-day week. And I submit that 
changes of this magnitude will pose new 
opportunities for almost every type of 
mass industry. 


s Among other things, more leisure time 
and higher purchasing power tend to 
encourage families to move away from 
congested areas. We have certainly seen 
plenty of evidence of how this decentral- 
ization of population alters markets and 
marketing. 

However, I believe that what we today 
consider to be population decentralization 
will some day be recognized as having 
been merely the first faint migration of 
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This ad, spreading the brand name across two pages, seems to be in line with a com- 
ing marketing need to stress brand name, package and/or product feature. 


our peoples! Right now, population de- 
centralization has positive limitations— 
limitations of time and space. 

But the whole achievement of the new 
sciences is to conquer time and space. That 
is true of the science of communication, 
the new science of travel, etc. 

Factory location will be given a new 
freedom; a new latitude that will make 
possible complete breaks with historic 
traditions. And population, as always, will 
follow industry. 


s For example, the Port Authority of 
the City of New York quite recently com- 
pleted an engineering study of the im- 
pact the coming age of the helicopter will 
have on population disbursement. The 
principal conclusion was that the present 
suburban commuting limitation of some 
30 miles would be extended to some 150 
miles. That one development could com- 
pel enormous revisions in our marketing 
maps! 

I am reminded, in this connection, of 
what the automobile did to the face of 
marketing. And I am also reminded, in 
this connection, of how the Sears concept 
of retail store location was tied with such 
brilliant success to the automobile. In- 
deed, it was the Sears store location pol- 
icy, every bit as much as food super store 
location policy, that ultimately led to the 
development of the neighborhood, subur- 
ban and regional shopping center con- 
cept, with all of its vast marketing impli- 
cations. 


® What retailer will be the first to cap- 
italize the coming age of helicopter trans- 
portation of masses of people? And what 
marketing repercussions will ripple out 
from this development to compel re-think- 
ing by manufacturers about their mer- 
chandise-moving programs? I suggest that 
it would be profitable for everybody in 
marketing to study the impact of auto 
transportation on the selling world—be- 
cause step by step, the revolution fired by 
the auto will be duplicated and even out- 
performed by the helicopter. (Will retail- 
ers some day feature heliports instead of 
auto parking lots? I think so!) 

Am I saying that our great cities will 
die on the vine? Emphatically no! They 
will change; they will change mightily. 
(And, incidentally, one change that lies 
ahead, I think, is that more and more of 
our great middle classes will some day en- 
joy what was formerly the exclusive priv- 
ilege of the 400—both a town and a coun- 
try house.) The fact is there was 
absolutely no reason for any decline in 
the competitive status of our great cities 
other than their own lack of foresight. 


# It seems to me that our great cities 
are due for a vast renascence. And at 
this very moment, at least some of our 
large cities have begun to do a more in- 
telligent type of planning than some of 
our suburban areas. 


Of course, vast migrations of people 
lead te corresponding changes in adver- 
tising media. That will have to be con- 
sidered in the years ahead. But even 
more significant will probably be the com- 
ing changes in techniques for mass com- 
munication. We must ever remember that 
the whole science of cybernetics is really 
based on communication—in this instance, 
the communication of a message from a 
mechanism to an electronic control. The 
art of communication is on the verge of 
spectacular developments. 

Since advertising is part of our total 
program of mass communication, it will 
be greatly reshaped by these coming 
achievements of science. I am positive 
that our magazines and our newspapers 
will be prompt to take advantage of these 
new scientific developments and that they 
will continue to be energetically compet- 
itive. And I am certain that radio and 
television will assume fascinating new 
forms—the wrist-radio, for example, may 
some day become an advertising medium 
more important than car radio is today. 
And if ever we achieve the electronically- 
controlled automobile and _ helicopter— 
not at all an impractical dream—then tel- 
evision in the auto, or the helicopter, and 
in other methods of individual and mass 
transportation, may come about. 


s As we proceed, I will have more to say 
about advertising. But let’s get on to 
other potentialities: 

It seems to me that the coming elec- 
tronic age, with its spreading repercus- 
sions on every phase of the marketing 
process, will accelerate the already exist- 
ing fundamental trend toward impersonal 
mass selling. 

This is dangerous ground for an adver- 
tising man to tread. He is immediately 
open to charges of self-interest. But let’s 
proceed: 

Some years ago, personal selling shoul- 
dered the lion’s share of the total selling 
job in all industry and in every phase of 
the distribution process. Then advertis- 
ing introduced impersonal mass selling— 
a brand new selling force. Slowly, im- 
personal mass selling—in the form of ad- 
vertising in all its manifestations—began 
to send personal selling into a slight re- 
treat on a few fronts. 


® Then, starting about 1925, after ad- 
vertising had completed its first quarter- 
century of dynamic growth, a new force 
that was also impersonal mass selling ap- 
peared on the business scene. I refer to 
the chain store. 

Not only did the chain store tend to 
substitute impersonal mass selling at re- 
tail for what had been almost exclusively 
a personal selling function; it also began 
to develop self-selection, and then self- 
service characteristics. That, of course, 
made still more impersonal its impersonal 
mass selling function. 

In those early days, it was brand adver- 
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tising that aided the chains along the 
route of impersonal mass selling. Brand 
advertising paved the way for self-selec- 
tion. Brand advertising paved the way for 
self-service. 

Advertising may not have forced re- 
tailing into impersonal or semi-robot 
techniques. But advertising certainly 
made possible these new retailing tech- 
niques—and smart retail operators did a 
magnificent job of developing this oppor- 
tunity. 


s But with automation, what we today 
call robot retailing will look like full- 
service retailing when we view it in retro- 
spect some years from now. Yet even to- 
day, it appears that giant retailing may 
have outdistanced advertising in the gen- 
tle art of impersonal mass selling. 

In other words, the giant retailers have 
already tended to make retailing so much 
of an impersonal, automatic procedure— 
with an ever-decreasing emphasis on 
personal selling in the store—that it now 
becomes a question whether manufactur- 
ers advertise in sufficient volume to com- 
pensate for the loss of personal selling on 
the floor. 


ws What will mechanical and ultimately 
automation of mass retailing techniques 
do to, and demand of, that situation? 

When we had real—genuinely efficient 
—personal selling on the mass retail floor, 
pre-selling by the manufacturer was not 
a major prerequisite. But it is obvious that 
the less personal selling on the retail 
floor, the more pre-selling the manufac- 
turer must do. 

Now I am convinced that manufactur- 
ers of certain branded merchandise can 
look forward to an era in which the sell- 
ing done on the retail floor will consist— 
almost exclusively—of the display of mer- 
chandise that has been presold by adver- 
ing. Push-button mass retailing of some— 
not all—merchandise categories is on the 
way, and advertising’s job will be to push 
the hand that pushes the button. 


s Now I am about to make a statement 
that will surely pitch me on a bed of up- 
ended rusty nails! I am about to observe 
that, in some industries, personal selling 
of all types has been in a decline for al- 
most as long as advertising has been on 
the upgrade. 

Take cigarets, for example. Surely I am 
not being inaccurate when I say that man- 
ufacturers’ salesmen, wholesale salesmen, 
and, of course retail salesmen play a con- 
siderably reduced role in the sale of cigar- 
ets. 

Or take food. Some of our largest food 
manufacturers really do not have sales 
forces—as sales organizations are gener- 
ally conceived. Their men are sales pro- 
motion men, in reality. 


s With some of our largest food adver- 
tisers, it can hardly be doubted that ad- 
vertising has taken the place of personal 
selling, in the latter’s orginal aspects, with 
respect to the manufacturer’s sales force, 
the wholesaler’s sales force, and certainly 
with respect to the food retailer. Much the 
same is true in some parts of the drug in- 
dustry. 

Automation will spread and accelerate 
this trend. 

And so I conclude that a major reason 
for advertising in certain fields in the 
years ahead will be te pre-sell the brand 
so strongly that it will be able to compete 
in the now-looming era of impersonal 
mass selling. 


s There is to be an ever-widening gap 
between the finished product and its ulti- 
mate sale—a gap that will be left by the 
gradual lessening of traditional techniques 
of personal selling all along the selling 
line. New concepts of personal selling 
must emerge, such as has already happen- 
ed in food, drugs, cigarets, etc.—and a 
new attitude toward advertising—if that 
gap is to be bridged. 

In other words, the day of the individ- 
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It’s one of the three 


Ss? 


Pacific Northwest 


Really sell the Spokane Market . . . and production will 
have to increase to take care of demand. 


More than a million people spending over a billion dollars 
annually at the retail level is too big a market to miss. That's 
more people than live in Baltimore or Cleveland. 


A big market in its own right—the Spokane Market is of 
particular importance in any Pacific Northwest sales program. 
This seas ge again as big as the state of New York and New 
Jersey combined—is the very heart of the Pacific Northwest, but 


% iif EET ele 7 it is a distinctly separate and independent trade area. Residents 
THE SPOKANE MARKET Need HH = “ sold with advertising in coastal cities 300 miles or more 
REALLY MAKES = aig 
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You cover and sell this great market When you schedule the 
two “home-town” newspapers residents of the Spokane Market 
have read and bought from since pioneer days . . . The Spokes- 
man-Review and Spokane Daily Chronicle. They are read 
daily in over 500 cities and towns of the Spokane Market. 


A DIFFERENCE 


Be sure this great market and these great dailies are on 
your list. 


Advertising Representatives: Cresmer & Woodward, Inc, New York, Chicago, Detroit, 


Los Angeles, San Francisco Atlanta. Color Re i ; M 
° ’ ’ »presentatives, SUNDAY Combined Da 
SPOKESMAN-REVIEW. Comic Sections: Metropolitan Group. ily 


CIRCULATION 


Now Over 


160,000 


81.84% UN-duplicated 
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ually spoken word as the basic sales creat- 
ing factor in mass marketing is destined 
to wane (but not disappear) in many lines 
—although I hasten to add, by no means 
in all lines. Its departure wil! be acceler- 
ated by the industrial and marketing de- 
velopments of the next few years. Its 
place is to be taken by new techniques of 
personal selling and by the mass spoken 
word; the word that is mass-spoken via 
printer’s ink and via electronics. 


s There are precious few brands that are 
sufficiently impressed on the minds of the 
public today to take full advantage of that 
new era. Too few brands have the real 
consumer demand, the really powerful 
consumer preference necessitated by such 
an era. Most advertised brands have only 
a spotty consumer acceptance—and that 
isn’t enough for an era of impersonal mass 
selling. 

For many years it was necessary for 
advertising merely to create consumer in- 
terest, consumer acceptance. While these 
were passive factors, the retailer could be 
counted upon (within limits, of course) 
to fan those passive factors into a blaze 
of promotional and floor-selling excite- 
ment that would change them into more 
aggressively active factors. 

But with push-button retailing there 
will be less and less of that “fanning.” 
Brands will be compelled to have strong 
consumer demand and preference. 


® Push-button mass retailing will tend 
more and more to formula-ized promo- 
tion. The manufacturer’s promotional pro- 
gram will conform to the formula—or it 
won't be used. And the area for promotion 
will narrow down. Already in some chain 
stores, the promotional work that manu- 
facturers may do is rigidly circumscribed. 

That trend will gather force. 

The large retailers are even now tend- 
ing more and more to formula-ized mer- 
chandising. If anything, their merchandi- 
sing programs are more strictly charted 
out than their promotional programs. 
Automation retailing will step up this 
trend, too. 

All of this means that, in an automation 
future, advertising must manufacture 
customers. It must manufacture customers 
as efficiently as the factory manufactures 
merchandise; and perhaps even more ef- 
ficiently if it is to keep step with auto- 
mation production. Automation produc- 
tion on the one hand and mechanical- 
automation mass retailing on the other 
will most assuredly put advertising on the 
spot. 

I think that mechanical and automation 
developments will impel the mass retailer 
in these directions: 

@ 1. There will be a severe reduction in 
the multiplicity of brands stocked. Mere 
labels will be dumped. Weak brands, 
backed only with token advertising, will 
also be dumped. Only the _ strongest 
brands will survive in this program of 
brand liquidation. 

e 2. Store-controlled brands will become 
increasingly important. 

e 3. As large retailers tend toward robot 
techniques, they will find that they can 
control public brand selection to a re- 
markable extent by their very robot 
procedures. Years ago the retailer had 
to hide a brand behind the counter in 
order to kill it off. In the future, he may 
simply break an electric connection! 
The whole trend of the new mass re- 

tailing era will be in the direction of 

putting the selling burden on just two 

“media.” One is advertising—including 

trade advertising. The other is interior 

display—including packaging with in- 
terior display assuming entirely new 
forms. 

Obviously, these developments will 
necessitate profound changes by many 
manufacturers in their total programs— 
exactly as self-service and self-selection 
have already done. 

Other changes to be brought about in 
mass retailing by the Second Industrial 
Revolution may include: 


e 1. A vast increase in the speed with 
which buying will be done within the 
store. Split-second shopping is on the 
way for many items. 


e 2. There will be an astounding spread 
in the variety of merchandise suscepti- 
ble to impulse buying in varying de- 
grees of impulsiveness. 


e@ 3. Shopping will continue to lose, for 
more and more people, most of the time, 
its aspect of adventure. Shopping will 
become still more of a chore. 


e 4. Men will do still more shopping. 
Pappa will really become a shopper. 


e 5. The hours of retailing will change 
to a 24-hour basis. An amazing retail 
volume will be done through on-the- 
street vending machines when stores 
are closed. 


e 6. The trend toward the five-day re- 
tail week will accelerate. The full-day 
closing tends, right now, to be Monday. 
However, with Saturday clearly in a 
strong decline as a shopping day, es- 
pecially in the warm weather months 
(with the exception of some of the 
suburban and regional shopping cen- 
ters) and with store people showing a 
violent dislike for Saturday hours, it 
is entirely probable that retailing will 
eventually wind up with Saturday- 
Sunday the two closed days. 


e 7. Simultaneously will come the elimi- 
nation of morning hours. Ultimately, re- 
tailing within the retail store will be 
done primarily between noon and 
9 p. m., five days a week. 


s And here’s another potential develop- 
ment of great concern to all advertisers. 
I call it robot shopping, as differentiated 
from robot retailing: 

It is now obvious that mass retailing, 
in turning to self service and self- 
selection techniques, was not defying 
public wishes—but was quite ingeniously 
changing in conformance with what the 
public had indicated it wanted. 

Recent changes in mass retailing sim- 
ply reflected the public’s willingness to 
do its shopping more mechanically. Self- 
service retailing, as pioneered for exam- 
ple in the supermarket, could hardly have 
scored its obviously sensational success, 
if it had been even a mite ahead of pub- 
lic shopping preference. The success of 
the supermarket is traceable to the per- 
fect harmony of the technique with cur- 
rent public demand. 


® The retailer, then, has been more or 
less consciously aware of a fundamental 
truth, namely, that the public—in its 
shopping habits—is tending toward the 
robot. 

When one walks into a store unit of 
almost any of the large retailers—par- 
ticularly the units of the various chains 
and, of course, most particularly the su- 
permarkets—one cannot fail to be im- 
pressed with the increasingly mechanical 
way in which the public buys. This is 
what I mean: 

Just a few generations ago, almost 
every purchase involved care, considera- 
tion, examination, discussion—and, of 
course, haggling. The shopper was com- 
pelled to be an expert. She had to match 
not merely wits but knowledge with the 
retailer. What’s more, most purchases, es- 
pecially purchases beyond the sheer nec- 
essities of life, had to be discussed in the 
home, time and again, before shopping 
even began. These purchases were then 
discussed and shopped, shopped and dis- 
cussed. Typically, the rug industry long 
ago found that the time lag between ini- 
tial interest in a rug and its purchase 
actually averaged a full year! (That time 
lag in rug buying today has been cut way 
down.) 

Today, every category of merchandise 
is bought more rapidly. There is less time 
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PICTURE 


On BACK OF THIS PACKAGE 


At left is present Quaker Oats cereal carton. At right is the new luminous package 
printed with fluorescent ink, which glows when illumined by black light. It’s called 


a “merchandising first.” 


lag between initial interest and the actual 
purchase. 

And there has occurred an even more 
radical cut in the elapsed time from the 
moment a customer walks into a store 
until she completes a purchase. Care, 
consideration, examination, discussion 
still continue in varying degree in vari- 
ous merchandise categories—but they’ve 
all been sharply slashed. 

In the food stores, in the variety stores, 
in the drug stores, in the store units of 
Sears, Ward, Penney, the women’s spe- 
cialty and shoe chains, etc., etc.—in 
practically all of the store units of our 
largest retailers, with the department 
stores perhaps least affected—we see to- 
day a mechanization of the public’s shop- 
ping function which, even it its present 
early stage, represents a total revolution 
in public buying. 


s More and more, the public’s buying is 
becoming a physical act—incidentally, a 
physical act involving less and less physi- 
cal exertion. The mind has less to do! 


More and more, public buying 
consists of simply reaching out a 
hand—and with amazing frequency 
doing it so aimlessly, and with such 
total trust in brand name and store, 
that when women are asked what 
brands they are toting to their car, 
as they walk out of a supermarket, 
their identification of what they 
have just bought is as much as 20% 
incorrect! 


® Proof that the public is buying more 
and more mechanically is implicit in 
these developments: 


e 1. The continuing droop in brand 
loyalty. Even 25 years ago, it was es- 
timated that brand loyalty would carry 
along for a generation even if not 
cultivated. Today, on an item like cof- 
fee, customer turnover averages 100% 
in four years! 


e 2. The public’s willingness to buy or 
accept one advertised brand or another 
—including the distributor’s known 
brand. 


e 3. The astounding spread in the variety 
of merchandise that is becoming in- 
creasingly susceptible to impulse buy- 
ing in varying degrees of impulsiveness. 
Certainly impulse buying is the very 
opposite of considered buying—and 
surely no change in public buying 
habits has been more self-evident, or 
more catered to both by manufacturers 
and by retailers, than this positive 
trend toward more impulse buying over 
an ever-broadening range of merchan- 
dise. 


e@ 4. The public’s willingness to buy al- 
most any category of merchandise un- 
der almost any type of retail roof—to 
which our large retailers are catering 
by opening one-stop and one-half-stop 


store units. But currently the public 
shows an unmistakable willingness to 
buy even when presented with narrow 
and shallow inventories; if it were 
otherwise, the food chains and the drug 
chains and the variety chains would 
hardly be doing the gigantic volume 
they have rolled up on some of their 
new merchandise categories. 


e 5. The public’s acceptance of self-serv- 
ice and self-selection. Clearly, self- 
service and self-selection are feasible 
only when the public shops mechan- 
ically. 


® It is my belief that the public’s shop- 
ping habits will become still more 
mechanical, as applied to a still larger 
variety of merchandise And here, too, 
precisely as has already happened, manu- 
facturers’ programs will have to be ad- 
justed to these new shopping habits. 

Of course, manufacturers’ promotional 
techniques will have to be greatly 
changed. I use that term “promotional” 
with full looseness, to cover just about 
everything from a manufacturer’s sales 
convention and salesman’s portfolio to a 
retail floor or counter display. 

Once again I must point out that this 
revolution through which we are now 
going is based on wonderful new theo- 
retical concepts of the science of com- 
munication. And promotion, in all of its 
aspects, involves the communication of a 
message either to an individual or to a 
large group. 

Conventions, meetings of various kinds 
including trade meetings, will turn more 
and more to electronics. Closed-circuit 
television, which has already been used 
with high success, is still in its infancy 
in its application to trade meetings of all 
kinds as well as in the job of training 
salespeople. Coming developments in the 
science of mass communication will of- 
fer still newer techniques for conveying 
messages to the sales force, to the trade, 
etc. 

On the retail floor, we will find ingeni- 
ous adaptations of mechanical and elec- 
tronic principles to manufacturers’ dis- 
plays. A simple illustration is a display 
put out this year for Fresh’nd-Aire room 
air conditioners. A pegboard background 
holds one of the conditioners—an inter- 
esting demonstration, by the way, of how 
even bulky appliances can be promoted 
with new display techniques formerly 
considered suitable only for small items. 
That display includes a dial which can 
be turned to give a sales message on the 
seven key features of this appliance. 


s More and more, we will see the 
mechanized and electron-ized flocr dis- 
play or counter display fixture that will 
do these things: 


1. Make it possible for the shopper, 
by simply pressing a button or turning a 
dial, to give himself or herself a com- 
petent demonstration of an item. 
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2. Enable the retail salesperson to 
give a “canned” demonstration which 
will “train” the salesperson as he 
presses the buttons. 


Merchandise fixtures made by manu- 
facturers will undergo vast change. These 
fixtures are destined to combine mechan- 
ical and electronic principles to an ever- 
growing extent. 

To my mind, the speed with which the 
3-D concept was adapted promotionally 
by actually hundreds of manufacturers, 
demonstrates how new developments in 
the electronic sciences will be adapted to 
the requirements of promotion. 


s A sign of the packaging times is to be 
seen in the recent announcement that the 
Quaker Oats Co. is treating all of its 
puffed wheat and puffed rice packages 
with fluorescent ink. When the packages 
are illumined by black light, they stand 
out as if each one were lighted by an 
electric bulb! 

The more robot the retail floor function 
becomes, the broader must become the 
selling program assigned to the package. 

It is equally true that the faster the 
public buys, and the wider the variety of 
merchandise the public buys with vary- 
ing degrees of impulsiveness, the more vi- 
tal the role of the package. 

The package has already gone through a 
revolution as a direct consequence of 
self-service and _ self-selection both of 
foods and non-foods. Now it must pre- 
pare itself for the impact of mechanized 
and automated retail techniques. Mer- 
chandise is to be shown in surroundings 
as new as as the gondola 30 years ago. 
These new methods of merchandise dis- 
play on the retail floor will compel new 
packaging concepts. 


s Even the Food-O-Mat, that simple ap- 
plication of the gravity principle to re- 
tailing, finds many packages quite un- 
suitable. The position in which packages 
rest on the Food-O-Mat is not the posi- 
tion for which many packages were de- 
signed. If the Food-O-Mat concept were 
to “take over” food retailing—which is 
not likely to happen—this elementary ap- 
plication of gravity would necessitate vast 
changes in the design of packages which 
were conceived on the premise that they 
would be stacked to stand up vertically, 
instead of reclining at a rather flat angle. 

Imagine, then, what radical new con- 
cepts of the vending machine principle, 
and even more radical concepts of auto- 
mated retailing, and radical new con- 
cepts of store design and layout like 
circular stores, will require in the way 
of re-thinking with respect to the pack- 
age! 


s Another interesting point involved here 
is the approaching end of the historic 
privilege of the shopper to “feel” the 
merchandise. In the food super, one mer- 
chandise classification after another, both 
food and non-food, that historically ‘“sim- 
ply could not be sold if the customer could 
not ‘feel’ it,” is now being successfully 
merchandised with either no concession 
at ail to this requirement or a very small 
concession. Produce is a typical example 
in food—and hosiery is a typical example 
in non-food. 

The known brand, in which the shopper 
has faith, is rapidly making “shopper 
feel” unnecessary. Moreover, as mer- 
chandise becomes both more varied and 
more complex in its construction, “feel’’ 
tells the shopper less and less. In textiles, 
for example, the store buyer is not too 
difficult to fool, these days of artificial 
fiber combinations; as for the shopper, 
she simply can’t tell a thing by ‘feel” 
in most textiles. The package will com- 
pensate for the lack of “feel.” 

(When I use that term “package” I 
really refer to almost anything that en- 
closes or identifies an item of merchan- 
dise. The “package” thus may be a flexi- 
ble package, a metal container, a glass 
container, a label, a wrap-around, etc.) 

To my mind we are without the shadow 


When “push-button” farm machines are a reality... 
National Oi! Seals will protect their performance 


Push button farm machines come into 
the picture in this ad of National Motor 
Bearing Co., which points out that even 
they will need oil and grease seals to pro- 
tect their performance. 


of a doubt coming into the real age of 
the package. 

The package is destined to become our 
star salesman. 

The package will also become, more and 
more, an advertising medium in its own 
right—and an advertising medium that 
will be considered on a par with any of 
our major advertising media. 

On the production end of the package, 
automation will surely take over. Here 
is a production program that, in many of 
its aspects, lends itself ideally to elec- 
tronic control. I would not be astonished 
were the packaging industry to give the 
chemical industry a hard race, in the 
coming years, for supremacy in degree 
of automation of the production processes. 


= But it is on the selling end of the pack- 
aging function that I contemplate the 
most revolutionary changes. The role of 
the package in the selling process can be 
stated tersely in this way: 


The more the role of personal selling 
declines all along the line, and par- 
ticuarly in the retail store, the more 
of the selling burden must the pack- 
age shoulder. 


Everything that lies ahead in retailing 
especially points to a still more critical 
role for the package. 


® Let’s turn for a few moments to the 
farm market, and the transformation that 
will be produced here through the com- 
bination of mechanical and electronic 
revolutions. 

It seems logical to expect that the 
farm will be mechanized and electron- 
ized to a degree that may prove utterly 
astonishing. 

The trend toward bigger and still big- 
ger farms will surely pick up speed. Cor- 
porate farming is destined to take over. 

The larger the investment required to 
run a business, the bigger the business 
becomes. Modern farming will require 
even larger investments per worker than 
does the factory—and the farm corpora- 
tion will therefore multiply in numbers 
and will increase in size. As matters now 
stand, some 10% of the farms receive 
better than 60% of all moneys paid out 
in subsidies of various kinds—which in- 
dicates the extent to which farming has 
already become big business. 

Farm machinery is destined for a total 
—and, I think—a very rapid revolution. 

What can happen to farm mechaniza- 
tion and even automation was demon- 
strated to me in my home town of Sher- 
man, Conn., where for ten years I have 
owned and operated a dairy farm (at a 
net profit for the last four years!) Ten 
years ago, the 20-odd farms in this area 
did not boast a single hay baler, a single 
field chopper, and every farm had at least 


one team of work horses. Today, there is 
not a single work horse remaining; trac- 
tors in use have increased by over 500%; 
every farm has a baler and a chopper. 
Farm help has decreased by over 30%; 
milk production has increased by over 
20°. (And mine is the only New Yorker 
subsidized farm in the area.) 

That’s a rather significant record—par- 
ticularly when it is realized that these 
New England farms do not lend them- 
selves to big-scale operations. Elsewhere 
through the nation, where big-scale farm- 
ing is practical, the use of machinery will 
expand by leaps and bounds. 


s And farm machinery, itself, will under- 
£0 a vast change. Among other causes, an 
impelling factor will be the current 
rather severe drop in farm machinery 
volume. In this connection, I find that 
advances in road-building machinery—an 
operation not too far removed from farm 
functions in at least some aspects—have 
vastly outdistanced developments’ in 
farm machinery. The next time you see 
a modern road-building job in process, 
with its gigantic and amazingly compli- 
cated machinery—transfer that scene to 
a large farm and you'll begin to get a 
picture of the immediate future. 

On the farm, as in retailing, the change 
will start with a great increase in the 
application of mechanical contrivances. 
The ultimate goal, however, will be elec- 
tronic—and there is every reason to be- 
lieve that electronics will decisively 
revolutionize every phase of farm life 
including, of course, the farm home. Here 
are some of these revolutionary changes 
that I foresee: 


e 1—The total number of farms will 
shrink at an amazing pace. 


e 2—The total number employed on 
farms will also shrink at an amazing 
pace. 


e 3—The hours worked by farm labor 
will tend toward the eight-hour day 
and eventually the five-day week. 


e 4—The mastery of man over nature 
will be won. Farming will be less and 
less dependent on nature’s moods. Crop 
failures will become—almost—a thing 
of the past. 


e 5—In time and space, the farm will 
move still closer to the urban areas. The 
farmer will be able to “see” the same 
things his city cousin does and “hear” 
the same things. His home and his liv- 
ing habits will, more and more, dupli- 
cate those of the urban population. So- 
cially and economically speaking, rural 
and urban areas will become almost as 
difficult to separate as will happen to 
present dividing lines between the 
factory worker and the office worker. 


Obviously, such developments as these 
will compel broad revisions in the pro- 
grams of manufacturers, wholesalers and 
retailers dependent, in varying degrees, 
on the farm market. 


@ Not even excepting food—as the cur- 
rent fad for dieting and its impact on so 
many items of food clearly demonstrates 

style obsolescence is at the very root 
of our economy. The broad trend has 
been, over the last 100 years, for the pace 
of style obsolescence to quicken in almost 
every industry. 

I rather doubt that automation, with its 
probably higher cost for retooling, will 
be able to stop that trend. There will con- 
tinue, of course, the constant battle be- 
tween the factory on the one hand to 
maintain the status quo, and the mer- 
chandise-moving departments for change. 
And, as always, there will be concessions 
won by both sides. 

By and large, merchandise styling will 
represent compromises—as it always has 
—between the requirements of the ma- 
chines and the demands of the market. 
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But my opinion is that the sales end of 
the business will gain an ever stronger 
voice in the design, construction, etc., of 
merchandise. It will be up to the factory 
to provide a salable line. 


e If anything, style obsolescence as a 
sales-creating factor may become even 
more important in the future than it has 
been in the past both because of the 
selling problem implicit in the gigantic 
production potentials of a cybernetic age 
—and because of the probability that 
merchandise may be made to last longer. 

That latter observation is a rather fas- 
cinating one. The trend for many years— 
and particularly for the past ten years— 
has been toward producing merchandise 
with less and less “life”? built into it, and 
with that shortened longevity still further 
sliced by style obsolescence. But quite 
recently, new developments—as in the 
new textile yarns, for example—have 
tended to add to the “life” of merchan- 
dise. 

In this connection, General Electric re- 
cently announced that it has developed 
a new transistor—those fabulous suc- 
cessors to the vacuum tube—that, in GE’s 
own language, will provide “infinite life 
for many electronic devices.” 

When merchandise lasts longer—and 
when, simultaneously, production shows 
huge increases, both actual and poten- 
tial—then still more demand for style 
obsolescence cannot be far behind. The 
industrial designer, the fashion expert 
and those specialists who contribute to 
the designing and styling of merchandise 
in all categories will assume a_ vastly 
greater importance in the years ahead 
than ever before; and their role over the 
last several decades has by no means been 
a minor one. 


® This brings us to the final question: 
What kind of- advertising will be re- 
quired in the new automation era? What 
type of advertising is best suited to an 
era of impersonal selling? 

There can be no formula. 

But there can be an approach. And that 
approach may be summarized in this way: 


e 1—Get back to the merchandise. We've 
had ten years of flight from merchan- 
dise in advertising—probably because 
merchandise was in short supply most 
of that time. Advertising must get 
away from sheer entertainment; away 
from the brilliance that wins awards 
but not sales. 


e 2—As part of the flight back to mer- 
chandise in advertising, we must show 
the product; show the package; show 
the name; give merchandise details. If 
this be corn—let’s have more corn. 
Nothing is so absorbing to the shopping 
public as merchandise. 


e 3—Don’t sell the product per se—unless 
you are a leader, and even then its 
wisdom is debatable. A brand-buying 
age demands brand-selling advertising. 
That’s quite different from selling the 
generic product. 


e 4—Find a basic reason-why in the 
merchandise that will be sufficiently 
important to the public to give the 
public a powerful, persuasive motive 
for insisting on a specific brand. 


e 5—Having isolated that mainspring to 
buying action, build mainspring copy 
around it. 


e@ 6—Make that mainspring the dominant 
feature of the advertising. 


Robot shopping and robot retailing 
combine to demand advertising with the 
sheer perseverance of a robot and the 
moving ability of a bulldozer. I’m certain 
that advertising will assume more, and 
still more, of those characteristics. 
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Salesense in Advertising... 


Good Sportsmanship Key Requirement 
of Money-Back Guarantees 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

How convincing, I wonder, is the free 
offer or money-back guarantee when all 
the ground rules are patently in favor 
of the guarantor? How persuasive is the 
promise of satisfaction when the guaran- 
tor appoints himself as 
umpire with sole au- 
thority to call foul 
balls? And how much 
good will is engen- 
dered by FREE deals 
that actually are not 
nearly so free as the 
advertiser seeks to 
make them appear? 

Consider, for exam- 
ple, the free offer in 
the Fluffy frosting ad, shown here, which 
ran in the Oct. 1 issue of the World-Tele- 
gram and Sun. The purchaser’s invest- 
ment in the sporting proposition pre- 
sented by the ad is 40¢, or thereabouts, 
plus the cost of a box of Fluffy frosting, 
which is not stated in the copy. If it 
turns out, happily, that Fluffy frosting 
fluffs as fiuffily as she hoped it would 
fluff, her monetary stake in the enter- 
prise is reduced to whatever she paid 
for her box of F. F., or so the ad says. 

The box of cake mix, you see, is FREE. 
Or is it? Let’s see. The fine type reveals 
that she has to do certain things to earn 
the refund of “the price you paid for 
your cake mix, not to exceed 40¢.” As 
follows: 


James D. Woolf 


s 1. She must invest her money in two 
purchases: (a) a package of Fluffy frost- 
ing; (b) a package of her favorite cake 
mix. 

2. She must bake a cake—and like it. 
The family, too. 

3. She must write a letter of 25 words, 
or more, telling how she and her family 
like F. F. Not “how much” but how! 

4. After writing the letter, she must 
wrap and mail the empty Fluffy frosting 
package and the top from her favorite 
cake mix box, being sure to show the 
price she paid. 

5. Immediately she’ll be refunded the 
price she paid for her cake mix, not to 
exceed 40¢. 


# I cannot believe that housewives gen- 
erally are simple-minded enough to fall 


Five steps (“Here’s all you do”) make 
a free offer for Fluffy frosting. But how 
free, the writer asks, 


for what the copy hails as “This Amazing 
Offer.” 

First, consider that letter of 25 words, 
or more. The assumption of the housewife 
will be (assuming she is interested 
enough to assume) that, as in the case of 
contest letters, her epistle must be 
“clever.” Clever compositions don’t come 
easy to most housewives, or to copy- 
writers, for that matter. But let’s say it 
can be done in 15 minutes. If the writer’s 
time is worth 50¢ an hour, the equivalent 
of $20 for a 40-hour week, the letter will 
represent a labor cost of around 15¢. The 
chewed pencil will mean a depreciation 
loss of, say, 2¢. Wrapping and mailing 
both the empty Fluffy frosting package 
and the top from her favorite cake mix 
wiil cost her 3¢, or possibly 6¢, for post- 
age, not counting the time and bother. 
Thus the purchaser, so happy with her 
trial of Fluffy frosting, will spend 17¢ to 
20¢ to get her original 40¢ out of hock. 

I suggest that “This Amazing Offer’ is 
not likely to make friends and influence 
housewives. My objection to it is that it 
is not amazing. In a moral if not in a 
legal sense, as I see it, the box of cake 
mix is not free. The offer is so ungen- 
erous, so innocent of good sportsman- 
ship, and so hedged with safeguards that 
it is worse than none at all. 


® I suggest, purely as one man’s opinion, 
that the Fluffy frosting free offer should 
go all the way. Something like this, I 
think, would be more sporting, although 
it still wouldn’t be “amazing”: “HERE’S 
ALL YOU DO: Simply mail the empty 
Fluffy frosting package and the top from 
your favorite cake mix box, showing the 
price you paid. We’ll send you the price 
you paid for your cake mix, not to ex- 
ceed 40¢, plus an additional 5¢ to cover 
your cost of mailing.” Under the terms of 
my offer, which requires no letter writ- 
ing, the box of cake mix actually is 
free, or very nearly so. 

As generous as this offer of mine seems 
to be, I am certain the advertiser would 
not be overwhelmed with a flood of 
money-back requests. I have had a hand 
in devising a great many refund guaran- 
tees, including triple-your-money-back 
offers, and not once has the cost to the 
advertiser been more than a handful of 
dollars. 

There are two other reasons why “This 
Amazing Offer,” even if it were revised 
as I suggest, will not amaze the house- 
wife. The first is this: The purchaser gets 
her hypothetical 40¢ back only if she 
likes Fluffy frosting. But now let us sup- 
pose she does not like it. Suppose her 
cake turns out to be a mess and she 
places the blame on Fluffy frosting. Does 
she get back free the price she paid for 
the cake mix? If so, the ad does not men- 
tion the fact. This is contrary to all 
precedent: the dissatisfied customer is the 
one who gets her money back, which is 
the way it should be. Why should the 
satisfied purchaser be rewarded for being 
so pleased about it all? The second weak- 
ness is this: Fluffy frosting itself is not 
guaranteed. She gets nothing back in the 
event she is unhappy about her purchase. 


@ May I say that I have not selected 
with malice aforethought the Fluffy frost- 
ing ad as the subject for this week’s 
piece. Thinking about free offers and 
guarantees this morning, I happened to 
notice the ad in the World-Telegram later 
in the day. It is typical of a great many 
tricky free offers that we see often in 
advertising. The objective of the copy- 
writer seems to be that of originating a 
gimmick—a money-back guarantee with 
a novel twist—as against a straightfor- 
ward promise of satisfaction, clearly 
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The Creative Man’‘s Corner... 


a ined 


and money. 


PORTUGUEAE FISHER MAN'S CARAPUCA 
-— Waan by the fehennes ot the Poevsgucer Conse, 
forth of Liatgon, There's pienty 
te pull down quer the cam and nek io cold 
weather. bn che tase! end. ine teertiee tat tobacen, 
me hea and money 


4 tapered vo it 


Hats Off-or On? 


Well, here we are on the subject of hats again—and why they are as healthy 
as they are handsome. We suspect the Hat Corp. of America, which paid for 
the ad, means “healthful”—but we’ll accept the vernacular. 

This time Hat Corp. holds up as an example to be copied a Portuguese 
fisherman, who wears a headpiece known, in Portuguese, as a “carapuca.” 
The copy explains, as if the illustration were inadequate, that there is plenty 
material in a carapuca—enough, in fact, to pull down over the ears and neck 
in cold weather and, in the tassel end, additional space for tobacco, matches 


HATS - as healthy as theyre handsome 


- PPP PPP PPP PIII ET 


A coap-LooKine Har? Sure—-But what the fisherman likes most is the way ix protects 
his cars and neck when the culd salt spray blows across the bow. A hat is meant for pro- 
tection. When winter comes around the corner—don’t take chances without one. Your 
hear, your tars, your sinuses mead protection against wentry blasts. It makes about as much 
sense to go without a hat in cold weather as it does to go without shoes! There’s a hand- 
souxe hat for you wherever you work or play. Wear ene this fall, Be smart-—both ways. 


‘“Wear e Hat - Its as Healthy ac its Handsome!’ 


when we go hatless? 


wear them for reasons of health? 


DOBBS + CAVANAGH.+ BERG - BYRON + C&K - DUNLAP - KNOX 


“A good looking hat?” the main text inquiries. Well, every man to his 
taste. Personally, we wouldn’t be caught dead in a carapuca—no matter how 
plentifully filled with tobacco, matches and money. Used as a satchel, there’s 
every reason in the world why it looks like a satchel. A worn and beat one, too. 

Frankly, we don’t quite get the analogy. No hat that we have seen on this 
side of the water can be pulled down over the neck—although over the ears, 
yes. That we have seen done at parties by slightly inebriated males who, 
aided by alcohol, fancied themselves undiscovered Milton Berles. 

Hat Corp. eventually throws the analogy to the winds, too—and goes to the 
other extreme. “It makes about as much sense to go without a hat in cold 
weather as it does to go without shoes,” it asserts. But that we doubt, too. We 
could walk out of a winter’s day with our upper extremity uncovered and our 
lower extremities shod and nobody would question our sanity. But let us walk 
out hatted and without shoes—even on a broiling summer’s day—and we’d be 
picked up by the nearest flatfoot. Moreover, without shoes we’d run the risk 
of someone’s inadvertently stepping on our toes. But do we run a similar risk 


As best we know, the headpiece came into fashion originally as a decorative 
item—giving distinction and identifying occupaton or rank. Right now, a good 
many men think they look much more decorative and sporty hatless. Other 
times, other customs. And do women—much better hat customers than men— 


Frankly, we feel that our good friends Dobbs, Cavanagh, Berg, Byron, C&K 
Dunlap and Knox are all talking through their carapucas. 


Dirtsiams of Heb Con poration f Ameren Mh ukeoon of Fine iiots fun Mee and Womes 


stated, with the fewest strings possible at- 
tached to the terms of the contract. 

Free offers, as we all know, are fre- 
quently useful, and I resort to them now 
and then when they are indicated by the 
nature of the problem. I am especially 
enthusiastic about money-back guaran- 
tees, but I do not believe they are no- 
ticeably effective on items that retail for 
less than 50¢. My objection to many guar- 
antees is their failure to be explicit. In 
a spread in the Oct. 5 issue of Life, for 
example, Nescafe proclaims itself, in 
heavy display type, to be the “First In- 
stant Coffee to Guarantee You'll Get Bet- 
ter Flavor, Cup after Cup, Than with 
Ground Coffee!” By not a single word 
anywhere in the ad is the guarantee ex- 


plained. Does this guarantee mean that 
the disappointed user may have her mon- 
ey back? If so, what must she do to get it? 
Take her empty or partially used jar to 
the grocer and ask for the return of her 
purchase price? Or must she wrap and 
mail the breakable glass jar, a bother- 
some chore, to the advertiser? Must she 
write a letter? Or what? 

In this same issue of Life is a half-page 
advertisement for the Presto Vapor- 
Steam iron that makes this promise in 
heavy display type: “EVERYTHING 
IRONS BETTER (Steam or dry) or your 
money back!” Here again there is not a 
word of explanation. If the terms of the 
guarantee are generous and perhaps more 
than fair, which may well be the case, 
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The 
newspaper 


a 15 billion dollar market 


Sales for “drug trade” manufacturers will more 
than top 15 billion dollars in 1954! 


To promote their products to the consumer, these manufacturers will 
spend over 89 million ad dollars in magazines ... 66 million in network 
radio... 87 million in newspapers and supplements . . . 66 million 
in network television! ... over 300 million ad bucks for you to shoot at! 


“Drug trade” today defines a multi-form but inter-related 
industry ... all the manufacturers who sell their products entirely or 
in important part through drug stores. 


Twenty-six years ago ... when DRUG TRADE NEWS published its 
first issue for the manufacturers of products sold through drug stores... 
“drug trade” meant just what the name implied ... the makers of 
prescription compounds and packaged medicines. 


But today you are losing money if you still hold to this limited 
definition, because the types and number of allied products sold through 
the drug store have changed so much, “drug trade” now 


Druc Terabe News also includes the manufacturers of such products as: 
Drugs, Toilet Goods Total 53.1% FDA Factory PERFUMES - BABY NEEDS - HAIR PREPARATIONS « TOILETRIES 
pte eared mend Rapala Bete SHAVING PRODUCTS - CONFECTIONERY - TOBACCO - CIGARETTES 
Ky BB asec HOUSEHOLD SUPPLIES - STATIONERY - PHOTOGRAPHIC SUPPLIES 
a ety This “drug trade” market, reached by DRUG TRADE NEWS, is second 


only to the food and grocery industry in its expenditures for media and 
services, packaging equipment and supplies and raw materials. Insure 
your share of this business by using its leading trade publication .. . 


Sale Of Lady kather 
Hangs On Heirs Suit 


Drug Trade News 


for the drug, toiletries, sundries and allied industries 
330 West 42nd Street, New York 36, N. Y. 
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why not tell the reader all about it? In- 
asmuch as the ad asks the reader to make 
an investment of more than $20, I think 
th guarantee is worth full treatment in 
the copy. 


fours foronly fy 
gee. Ay. 
= “ "| 
” 


‘ 
asm ow 


ca 


lovee wtbarat So erebhiteg ? 
Sette wittooct Prose Sothys / 


ay, Sen yt inOnS SETTER 
ay heat paresmernend 


ee aoe 


There’s a money-back guarantee in this 
Presto Vapor-Steam iron ad, but the copy 
doesn’t give the contract terms the full 
treatment, 


The Span-O-Life battery, in the same 
issue of Life, is “guaranteed for the life 
of your car.” Since there are more than 
a few motorists who keep their cars 
four or five years (a neighbor of mine has 
had his Lincoln for nine years!), I sug- 
gest that the Span-O-Life guarantee 
needs a few words of explanation, The 
promise is really sensational if it means 
what it appears to mean—but what, ex- 
actly, is the deal? Up to now my experi- 
ence with battery dealers, when all I 
wanted was nothing more than simple 
justice, has left much to be desired. If the 
Span-O-Life guarantee is as good as it 
may well be, the Life ad does not do it 
justice. 

There are many guarantees (and I am 
not referring to Span-O-Life) that seem 


to have been devised by attorneys at law. 
The assumption seems to be that the 
consumer will take mean advantage of 
the advertiser who is naive enough to 
offer a generous, no-questions-asked 
guarantee. This notion is not supported 
by anything in my own experience, which 
embraces several mail order campaigns, 
with 100% guarantees, and I am sure 
that Whitt Schultz, who writes so help- 
fully for this Feature Section, will bear 
me out. There is a little cheating, of 
course—but most people do not cheat. 


s The point I am getting at is this: If 
you believe it is wise to guarantee your 
product, don’t be petty. Don’t demand 
that the disappointed customer must 
prove her dissatisfaction with a letter, or 
whatever. Don’t ask her to embarrass 
herself by arguing her case with a Grade 
B salesclerk. In short, “Give the Lady 
What She Wants.” 

Unless your money-back guarantee 
makes it easy for the dissatisfied pur- 
chaser to ask for and get complete satis- 
faction, don’t guarantee. The guarantee 
that is tricky and sly, or that hides be- 
hind clauses in fine type, or that puts 
the dealer behind the eight ball, or that 
puts a heavy burden of proof on the 
customer, just isn’t smart. Most pur- 
chasers do not ask for their money back 
unless they feel they have been made 
suckers ot. When the product lives up to 
the claims made for it in advertising, or 
nearly so, only rarely is the money-back 
guarantee abused. 

The primary function of the guarantee 
in advertising copy is that of winning the 
confidence of the reader and enhancing 
the credibility of the claims made for the 
product. The terms of the guarantee 
should put the purchaser to the least 
possible amount of trouble. It should be 
so generous and unequivocal, so eloquent 
of the advertiser’s faith in the worth of 
his product, that the reader will believe 
the truth of the promised benefit. 


The Eye and Ear Department... 


Kerplunking Is Poor TV 


The other night on the Campbell dra- 
matic show (NBC-TV)—a rather pedes- 
trian affair—the airplane carrying the 
protagonist went into a perilous spin, and 
kerplunk, it landed in a tasty dish of hot 
soup. It is doubtful that many people as- 
sociate blood with soup. It is even more 
unlikely that many people—excepting the 
Comte de Sade—would even contemplate 
the dish, but it was thrust upon them by 
the program’s producers. 

Similarly, a short while ago in the 
middle of the “Ford Theater” (NBC-TV) 
the heroine was about to be decapitated 
as she rammed her car into an obstacle 
and started through the window immedi- 
ately pursued by Dr. Roy K. Marshall 
extolling the virtues of driving in a Ford. 

The object of this treatise is not to 
lambaste the misguided producers of these 
specific shows—although they certainly 
deserve it. These are two isolated ex- 
amples of the “kerplunk” technique of 
blending show and commercial. There are 
other worse offenders. Musical shows and 
situation comedies come to an abrupt cur- 
tain and are closely followed by a “word 
from our sponsor.” And it’s going to get 
worse before it gets better. 


s Now see here. The fellow who is putting 
out the measly $3,000,000 for a 52-week 
campaign deserves better thinking than 
that. So does the viewer, poised on the 
edge of his seat like a track runner, wait- 
ing the signal that the entertainment is 
temporarily over to sprint off to get a 
beer, go to the bathroom, read or talk 
until the commercial is over. 

A show runs 29 minutes and 25 seconds. 
It is a dramatic entity. It has a beginning, 
middle and an end. And this should go 


for the commercials, too, whatever kind 
of a show it is. Only Godfrey seems to 
realize this concept of absolute integra- 
tion. Think hard. Is there a single other 
example? Is there another show that 
flows along? Name it and you get the 
gold ring. 

The normal format goes something like 
this: Opening titles; “kerplunk” product- 
opening without relation to the art work, 
text, voice over, music, or mood of the 
show-opening, tease scene; first commer- 
cial “kerplunk,” with no lead in, no lead 
out. First act of show, “kerplunk”; second 
act of show, “kerplunk”—this time with 
an entirely different salesman than in the 
first act commercial. Closing tag, product 
“kerplunk” tag, show credits, unrelated 
network signature. 


s No salesman from a Tiffany peddler to 
a huckster on the back of a wagon would 
tolerate such buckety buck, stop-and-go 
selling techniques. Where are the 
smooooth medicine men of yesteryear? 
The entertainment is solely for the pur- 
pose of sucking them into the vortex of 
the sales message. It is not our raison 
d’etre. It is imperative that a new bold 
liaison exist between show and product 
sell if the sponsor is to get the maximum 
benefits from his television advertising. 

How, then, do we go about it? First 
scripts or scenarios must be reviewed well 
in advance. Since television is becoming 
a big business, this is easier to do. The 
shows should be in character with the per- 
sonality of the product and checked for 
policy. Long before the show is even 
begun, the producers of the show and the 


agency producers should jointly decide on 


he type of art work to be used on the 
pening and closing and the position of 

e commercial copy in the show. Natu- 
illy the commercial mentions should be 
ell within the show to take into con- 
deration the nomadic actions of the au- 
lience in between shows. 

After the show has been bracketed to 
ive it unity, the two principal commer- 
ials should be written from the enter- 
ainment lead-in. Compatible settings can 
e used, lead-in settings written in con- 
junction with the show writers, and minor 
characters in the program can be em- 
ployed as salesmen or recipients of the 
ales message. A familiar spokesman for 
the product should be selected and stayed 
with so he or she becomes as familiar to 
the audience as their own neighbors. It is 
wrong, of course, to take the stars out of 
context and it is shocking at times to see 
them do a sell. But, if it is possible to 
bring them in logically, by all means do it. 
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Now all of this is pretty obvious and 
elementary. It will even insult the intelli- 
gence of a lot of busy producers. But, if 
you agree it makes sense, why isn’t it 
being done? And it isn’t being done. A 
week at your television set will convince 
you. Is it because clients are fickle and 
change their products, their sales text or 
their taste in salesmen? Partly. Is it be- 
cause producers are lazy or don’t care 
about the commercials? Partly. Is it be- 
cause the commercial writers are jealous 
of their own prerogatives and want to 
take over completely during the breaks in 
the entertainment? Partly. 

But whatever the excuses and the alibis, 
the “kerplunk” technique has to go. The 
first agency men to get the flying wedge 
team working on the theory of absolute 
integration will not only be heroes to 
the clients and the consumers, but they 
just might move a little merchandise as 
well. 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

Perhaps one of the greatest errors ad- 
vertising people and their bosses make 
is to assume that, if prospects are to 
read, something unconventional and dif- 
ferent must be done regularly. 

I do not discount the value to an ad- 
vertiser of an unusually arresting and 
agreeably interrupting idea. But unques- 
tionably a forthright, matter-of-fact, 
service-rendering approach would sell 
lots more than many of the digressions 
into “something different.” 

This difficult-to-read heading says: 
“Altman ideas for living.” The top item 
is, according to the first two words of 
copy, “a coat” but the last two words of 
copy says “and leggings.” At $62.50 there 
should be, in even small space, an at- 
tempt to get the best possible story over 
fast to the best possible prospects. 


# The second item is a little knit cap 
for girls—or for women—or someone. 

The third item, strange to say, is a 
$55 blazer from the men’s store; the 
fourth is note paper for girls (I think) 
either in secondary school or college. 
(Hardly for both.) 

If the store hopes to sell blazers to no 
one but the mamas of college men, may- 
be this unconventional way of inade- 
quately presenting them is okay. 

Wholly apart from these fractional 
presentations, however, it is true that 
retail ad people generally start to create 
each ad each day, from scratch. It is a 
wasteful, expensive, impractical method 
of ad creation. 

Many managements today suffer the 
idiosyncrasies and temperamental labor 
pains of talented but uninstructed ad 
people, rather than force any issues. 
“After all, the store is making money.” 

Nevertheless, there is nothing about 
advertising for a big store that requires 
every ad to be a Minerva, fresh-sprung 
from the forehead of a creative person, 
but with complete indifference to the 
undertones of science which alone can 
make imagination profitable in adver- 
tising. 

Advertising, if it is to be used to 
multiply store profits, and not as an 
exercise for creative people—advertis- 
ing, if it is to be economically justified, 
and highly effective—must be much 
more than the unregulated expression 


of a few creative people working almost 
unaided on the periphery, or even at 


Looking at the Retail Ads 
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the heart of, a merchandising operation. 

Today, in a great many stores it is 
the latter. To some, but in less degree, 
it is true in the national field. 


® When profits become harder to make, 
advertising’s practitioners will hear the 
whip crack, and the stern, demanding 
voice of the boss. Instead of a store’s 
buying the time of ad people it will 
begin to expect, for the same money, to 
employ their minds also. And if the 
minds are found to be undisciplined in 
the great body of advertising’s estab- 
lished truth, management will quickly 
learn to get tough about that. 

It will be interesting to watch adver- 
tising itself—copy—begin again to be 
effective. Today stores (like many other 
advertisers) substitute novelties, gim- 
micks, colored ink, cut prices, big type, 
or big space, for the excellent copy that 
is not available to them. 
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And, when you consider First 3 Markets 
Group’s total “Sunday Punch” Circulation of 
6,500,000, you can reach 47% of the 

families in 1,457 Cities and Towns which 
account for 35% of total U.S. Retail Sales. 
Increase your sales with this 1 great buy: 


You can reach nearly .@% 


s 
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ee €o 
~~ 
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out of every “ys families 


wee 


in the top three markets 


with this great buy! 


The group with the Sunday Punch 


New York Sunday News 


(wlorote Magasine 


Chicago Sunday Tribune 


Vagasine 


Philadelphia Sunday Inquirer 


“Today” Wagasine 


New York 17,N. Y. News Building, 220 East 42nd Street, VAnderbilt 6-4894 
Chicago 11, Ill., Tribune Tower, SUperior 7-0048 

San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 

Los Angeles 17, Calif., 1127 Wilshire Boulevard, MIchigan 0259 
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Protect your profits! 
Profitable advertising, as mail order advertisers know, is 


a matter of choice, not chance. That’s why they protect 
their profits by repeated use of The Elks Magazine. 


1,054,748 Elks, with family incomes far above average, 
make up a selective, receptive mass market you can reach 
and sell at a page rate of only $2.08 per thousand. 


As co-owners of The Elks, these men who spend liberally 
give preference to products advertised in their magazine. 


THE MAGAZINE 


New York * Chicago * Detroit * Los Angeles 


Grolier Soc. ety’s 


Budget Incr ases 


| New York, Oct. 
ciety, publisher 

Knowledge and st 
books, is launchi: 
tensive national ; 
paign in its 53 ye: 

The schedule c: 
to 60 newspaper: 28 magazines 
and a variety of pots and audi- 
‘ence participation shows on the 
‘CBS radio and t, networks and 
‘local stations. Al! media will be 
used for about three months on 
variable schedules Emphasis will 
be placed on the Book of Knowl- 
edge and the Children’s Encyclo- 
pedia. 

In announcing the increased ad- 
-vertising program, F. G. Vaughn, 
v-p. in charge of sales and adver- 
tising, emphasized that the larger 
/schedule is being undertaken on 
|the crest of increasing sales. 


the most in- 
vertising cam- 
of operations. 
is for use of 50 


'@ “Many advertisers,” he said, 
“tend to increase advertising only 
‘when sales diminish. Our policy 
‘is to use advertising wherever and 
‘whenever it serves to maintain 
‘the product identification of the 
'Book of Knowledge, as the leader 
‘in its field. 

“We are increasing our adver- 
|tising as an incentive to further 
‘increased sales.” 

The Grolier Society, in addition 
to the publications mentioned, 
|publishes the Grolier Encyclo- 
/pedia, Book of Popular Science, 
‘Richard’s Topical Encyclopedia, 
|Lands and People, Americana An- 
/nual, Story of Our Time, and a 
‘number of reference books in 
French. 
| Doyle Dane Bernbach Inc. is the 
advertising agency. 


Things have changed 
in ARKANSAS, too! 


Believe us, any resemblance between the color- 
ful Arkansas of legend, and today’s Arkansas, 
is entirely coincidental! In the last decade alone, 
the State has made almost unbelievable prog- 
ress. Effective Buying Income per family is 
195.1% greater than ten years ago!* 


There’s a big new Arkansas radio station, too— 
50,000-watt KTHS in Little Rock, CBS, and the 
State’s only Class 1-B Clear Channel station. 
KTHS gives interference-free daytime coverage 
of more than 31, million people, including prac- 
tically all of Arkansas. Primary daytime cov- 
erage exceeds one million people, more than 
100,000 of whom do not receive primary daytime 
service from any other radio station! 


Your Branham man will be glad to give you all 
the facts. 


*Sales Management figures 


50,000 Watts - + - CBS Radio 


Represented by The Branham Co. 
Under Same Management as KWKH, Shreveport 
Henry Clay, Executive Vice President 
B. G. Robertson, General Manager 


BROADCASTING FROM 


LITTLE ROCK, ARKANSAS 


4—Grolier So- | 


Advertising Age, October 19, 1953 


Getting Personal 


the Book of | 


dard reference > 


Frank E. Gannett, publisher of Gannett Newspapers, which in- 
clude the Hartford Times, Rochester Times-Union, Albany Knicker- 
bocker News, and others in the Northeast, has been named to serve 
on a seven-member national p.r. committee for the Sons of the 
American Revolution. Also serving on the committee are George W. 
Healy Jr., editor of the New Orleans Times-Picayune; Clifton J. 
Stratton, executive editor of Capper Publications; Wheaton H. Brew- 
er, executive director of California Farmer; Donald L. Miller, 
USNR, public relations, Pittsburgh; and Charles E. Gilbert, secre- 
tary, Houston Chamber of Commerce... 


Milton Fairman, p.r. director of The Borden Co., New York, has 


been named editor of The Public Relations Journal of the Public 
Relations Society of America... 


TEXAN, BY GOSH—Edward C. Donnelly Jr. (center), president of John Donnelly & 
Sons and head of the Advertising Club of Boston, is congratulated on certificate of 
naturalization as a citizen of the Empire of Texas by D. A. Heard, supervisor of ad- 
vertising for the Gulf Oil Corp. Looking on is Edward Ratcliffe of the Ed. Lee Co. 
Presentation was made by the Advertising Club of Houston. 


Col. Robert R. McCormick, publisher of the Chicago Tribune, 
named Press Veteran of 1953, was honored at a dinner Oct. 9 by the 
Chicago Press Veterans. Everett Norlander, m.e. of the Chicago 
Daily News, and chairman of the association, presented the Colonel 
an honorary life membership card... 


Ed Weiss, president of Weiss & Geller, has been elected to the 
board of trustees of the Chicago Medical School... 

Paul Wooton, executive chairman of the Society of Business 
Magazine Editors, stars in an article titled “To Be Part, Take Part,” 
by Clarence Woodbury in the October issue of Nation’s Business. 
Called “ambassador in the Capital for the whole business press,” 
Mr. Wooton also contributes to Dun’s Review and is a member of 
the editorial board of Chilton Publications. . 

Florence Malone, New York office manager of AA, who's going 
to make Florida her home, was guest at a going-away lunch ten- 
dered by AA staffers. But she didn’t get the diamond wrist watch in- 
tended for her; safe-crackers cleaned out the office vault the night 
before. .. 


ACROSS THE BORDERS—Jack Flynn (left), S. C. Warden & Associates, Sunset 

Magazine representative in the Chicago area, stands in Utah to shake hands 

with Ted B. Jefferson, The Welding Engineer, who is in Colorado and New Mexi- 

co. This is Four Corners (Mr. Flynn might have put his right foot over into Arizona), 
one of many remote spots of the Southwest they visited on their vacation. 


Franklin A. Tooke, general manager of Station KYW, Philadel- 
phia, was named a director of the Philadelphia Civic Grand Opera 
Co. and then accepted the Canada Lee trophy from the Pittsburgh 
Courier, national Negro newspaper, on behalf of the show “Dragnet” 
and the National Broadcasting Co., all within five minutes. “Drag- 
net’s” proper portrayal of Negroes won the award, sponsored by 
Wilson Bros. of Philadelphia... 

Al Paul Lefton, head of the Philadelphia agency bearing his 
name, was reelected president of Eagleville Sanatorium at the in- 
stitution’s 44th annual meeting... 

Cliff Knoble, advertising and sales promotion manager of Eure- 
ka Williams Corp., Bloomington, IIll., is a man of many mottos. Very 
few of his business associates know that he’s had more mottos pub- 
lished on home-spun subjects than almost anybody you could name. 
In the past ten years, more than 2,000,000 poetic mottos—‘From the 
Writings of Cliff Knoble”— illustrated, printed in full color and 
suitably framed, have been sold by greeting card houses and pic- 
ture publishers. .. 
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IOWA 1953 FARM INCOME’S UP! 


This Bucks A Trend... But U.S.D.A. Says It’s So 


Why does the first six months of lowa farm 
income go up when the national farm trend 
is down? 

A good question. The answer? Well, 
could be and is the result of not carrying 
all our income eggs in one basket. 1952 in- 
come came from over 40 crops and products. 

The Iowa farmer is a diversified chap. 
And generally, when the price of part of his 
production is down . another is up. 

Today, pork is up. And as you do, or should 
know, Iowa produces more pigs than any 
other state in the nation. Is first in 8 or 10 
other crops too. 


Year in, year out pigs make money. They 
take about 53 percent of the corn crop and 
profitably convert it into ham, bacon, and 
barbecued ribs. Footballs, too, if you believe 
the sport pages. 


And say, if you want to sell your product 
to the farm folks who are in the best posi- 
tion to buy . . . Wallaces’ Farmer and lowa 
Homestead can help you get the job done. 


For in this top market .. . W.F.&I.H. is 
the top farm publication. If someone tries to 
tell you otherwise ... let us know. We can 
give you the straight dope. 


Published by Wallaces’ Farmer and Iowa Homestead 


Leading Farm Publication in Iowa . . . 


Des Moines, Iowa 


Seed Corn’s Big Business In lowa! 


Builds A Better 
Market For You! 


Last year, Iowa farmers checked or 
drilled better than 1! million bushels 
of seed crop into the soil. 


Hybrid seed corn. Special bred for 
our sections of the Corn Belt .. . to 
take more punishment and produce 
more. 


From this million-plus bushel plant- 
ing, and use of commercial fertilizer 
fitted to needs of individual farms... 
harvest was over 697 million bushels. 


About 50 percent of Iowa’s total fer- 
tilizer consumption of 360 thousand 
tons was used on 1952 corn. Each year 
consumption totals and corn’s percent 
of use goes up. 

Field checks show fertilizer 
plowed under last fall brought this 
year’s crop through drouth suprisingly 
well. 


Since Iowa plants about 99.9 per- 
cent hybrid corn that hybrid produc- 
ers are constantly improving, potential 
yields per acre are steadily increasing. 


In fact, breeders have gotten so 
chummy with the genetics of our field 
corn... they’ve taken the “tall” out 
of it and loused up the lyrics to our 
corn song. 


Don’t shrug off this nation-topping 
corn crop... it’s a major factor in our 
2 billion-plus dollars of farm income. 


Most folks have heard so much 
about supports they think our corn is 
sold as corn. Actually, only about 
10 percent is. 


This amounts to 4 to 5 percent of 
our cash income ... 161 million or 
so dollars. 


The balance shows up in the 1 bil- 
lion 800 million dollars worth of beef 
steak, pork chops, butter, cheese, eggs, 
etc. 


In addition to having a big chunk 
of the nation’s Grade 1 farm land, 
over 90 percent of these farmers read 
Wallaces’ Farmer and Iowa Homestead 
as part of their daily chores. And for 
practical farming help, prefer it over 
all other farm publications. 


Compare special Census Studies, 
you'll see that W.F.&I.H. subscribers 
top those of other farm publications. 


Recently, someone wrote a copy ar- 
ticle titled approximately, “A Good 
Argument For Corn.” We mean it a 
little differently. But feel our argu- 
ment is best .. . dollars of income that 
make Iowa the nation’s top farm mar- 
ket. In it, W.F.&I.H. is the most pow- 
erful sales force. 


That's The lowa 
Farm Market Today 


| 
But it wasn’t too long ago that a | 
day of farm work and a trip to town | 
was an experience the lower end of | 
your spine didn’t soon forget. 

Not the spine of a tenderfoot any- | 
way. And come to think of it I don’t 
really mean tender “foot.” 

But time has moved on. Today, Iowa 
farms swarm with mechanized equip- 
And most are equipped with 
shock-cushioning, spine-saving rubber 


There are better than 
252 thousand tractors, 228 thousand 
family cars that do most of the shut- 
tling back and forth to town... while 
62 thousand-plus trucks do the heavy 


For instance: 


These categories of farm tools eat 
up more than 394 million 800 thousand 
gallons of gasoline and other petroleum 
fuels per year! 
and mounted internal 
combustion motors do away with an- 
r 5 million gallons . . 
and miscellaneous uses burn up 69 mil- |@ 
lion 900 thousand gallons more. i 

These same pieces of farm business |§ 
machinery wear out, foul up and get | 
rid of more than 10 million gallons of 
motor oil in an average of 12 months. 

To keep them rolling easily, you can 
add in a minimum of 39 million 300 
thousand pounds of grease. All kinds 


Now add in the more than 65 thou- 


“Oh, Sure... ‘that’s sa good ent. maw . 


. but you eat corn and I 


don’t, and pomonhety has got to help me make a hog out of myself,’ id 


Gassed, Greased, Oiled and Cushioned 


| sand combines, 98 thousand corn pick- 


ers, 184 thousand mowers, 170 thousand iuaihdiens éaeed aie aie 
110 thousand side : aie Tey 


manure spreaders, 


needing farm equipment. 


W.F.&LH. . 


. household 


delivery rakes, thousands upon thou- 
sands of other lubrication and fuel | ment 


any of the above or below figures broken 
into more usable form for you, just 
write us the word. We'll get them to 
you faster than a ten-year-old can lose 
a greased pig at the county fair. 


farming. And those who never change 
may do just as poorly. Constant adjust- 
is the best farm business policy. 
Makes sense for any other business too. 


Gives you a better idea of the im- .-¢.28 
| portance of “farm” Iowa as a market 
| for fuels, lubricants and tires! 

Then too, there are spark plugs, oil 
filters, air filters, fire extinguishers and 
dozens of other maintenance and safety 
items that are required to keep food 
production equipment rolling. 

Still consider, there is just no better 


way to reach this market than through ; ; ; 
.. and if you would like Neither egg size nor color is an indication 


Know how to “top” a herd of hogs? 
Nothing to it. Just sell out those that 
are ready for market every week or 
two. This way you always sell to the 
top of the market with properly fin- 
ished hogs. And you don’t run the risk 
of hitting bottom of the market with 
the whole herd. 


+ * * 


of egg quality. Color is a matter of local 
preference. And size is only an indication 
of how much you got for your money. 
Iowa farm flocks laid 365 million eggs in 
July of all colors and sizes . .. almost 
equal to some television commercials. 


DANTE M. PIERCE 
Publisher 
Des Moines, lowa 


_WALLACES’ FARMER 
IOWA HOMESTEAD 
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dicated Sunday plements for 
the first time to -y a concen- 
trated part of its ; ial Christmas 
advertising. 


Ansco Uses Sunday 
Supplements for Ist 
Time in Yule Drive _,, Ths, Week Me 


BINGHAMTON, N. Y., Oct. 14— used in 28 cities, 
+The Ansco division of General stepped-up sched 
‘Aniline & Film Corp. will use syn- consumer magazi 


JUST ASK FOR MARIE: 


Call WAbash 2-8655 and ask for 
Marie Maize on your hext multi- 
graph. mimeograph,* addressing, or 
mailing job. ne’ pick-up and de- 
livery. fast and accurate work, plenty 
of experienced personnel chur 

always in line. THE LETTER SHOP 
Inc., 431 S. Dearborn St, Chicago. 5 


Yow in our 23rd stucee fr yen 


ine and the 
yroup will be 
, addition to a 
in national 


The magazine s_ edule calls for 
a spread in the |... 27 issue of 
|Collier’s, and adc ' 
| November issues 


| Look, Newsweek, New Yorker, 


You don’t have 


and Time. 
Advertising wil) feature Ansco’s 
cameras and camera outfits, in- 


much trouble getting to the “right man" when you advertise -rying cases, gadgei bags, and sim- 
in The Rotarian because 71.7% of the subscribers* either ilar items in varios price ranges. 
Biow Co. is the agency. 


buy or approve purchases of materials, equipment, supplies 


That's a The 
; 
a tarian pers has been formed by Mar- 


25 € WACKER O8., CHICAGO }, Mtb. quardt & Co., New York paper 


Marquardt Forms Division 

A new specialty paper division 
handling exclusive !ines of flocked, 
foil, embossed and ieatherette pa- 


and services. 
high batting average in 
anybody's league. 


I distributor. Jamison R. Law, with 


* . the company for the past 13 years, 
301,885 ABC net paid, June, 1953 will serve as manager of the new 


mal space in) 
Holiday, Life, | 


cluding flashguns, !!ashlamps, car~| 


Advertising Age, October 19, 1953 
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:. 
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JUST CHATTING—Hasning over details 


of Edward R. Murrow’s new “Person to 
Person” show on CBS-TV are (left to right) Joseph Katz, head of Joseph Katz Co.; 
Mr. Murrow; Herschel C. Smith, president of American Oil Co., which is sponsoring 
the program in the East, and E. F. Kalkhof, American Oil's advertising manager. The 
show, which is American’s first regular TV venture, had its premiere Oct. 2. 


division, with responsibility for the 
over-all operation, including sales. 


“Maybe he expects to get a big job in advertising after he graduates.”’ 


And speaking of future—ani present—plans: Because 
of the Daily Enquirer's great (and growing) coverage ad- 
vantage over its evening competitors, more and more 
national advertisers are recognizing Cincinnati as a morning 
newspaper town. Proof? More lines of national advertising 
are carried exclusively in the Daily Enquirer than in any 
other Cincinnati daily. (Source: A.ii.C. and Media Records.) 


Represented by Moloney, Regan and Schmitt, Inc. 


2 Mats 


Goodrich $300,000 
Safety Drive Plugs 


Its Tubeless Tires 


AKRON, Oct. 14—B. F. Goodrich 
Co. has launched a $300,000 high- 
way safety campaign directed 
toward weekend drivers. 

The company is using radio 
announcements on more than 52 
stations to get its public service 
message across to the _ public. 
'Joseph A. Hoban, v.p. of the 
| Goodrich tire division, said each 
| station en the list will carry five 
| announcements each on Saturdays 
}and Sundays for the next 10 
_weeks. The spots will plug the 
|company’s Life-Saver tubeless tire. 

He said the drive is scheduled 
at this time because automobile 
| fatalities usually hit their peak 
|during the next three months, 
| with the average during this per- 
iod about 20% higher than any 
other month of the year. He added 
| that fatal car accidents are more 
;numerous on Saturday and Sun- 
|day than other days. 
| Batten, Barton, Durstine & Os- 
| born has scheduled the campaign 
to cover 87% of the country’s 
population. 


Watt Publishing Boosts Two 


Max Buell has been named as- 
sistant advertising director of Watt 
Publishing Co., Mount Morris, II1., 
and Jack R. Shore will become 
merchandising manager. Mr. Buell 
will aid assistant publisher O. A. 
Hanke in coordinating sales for 
Better Farming Methods, Pacific 
Poultryman, Poultry Processing & 
Marketing and Poultry Tribune. In 
addition, he will continue as ad- 
vertising manager of Poultry Trib- 
une. Mr. Shore will continue as ad- 
vertising manager of Better Farm- 
ing Methods in addition to his new 
nost. 


| Allis-Chalmers to Buy Buda 


Allis-Chalmers Mfg. Co., Mil- 
waukee, expects to complete ac- 
quisition of the assets of Buda Co., 
|Harvey, Ill., about the end of 
October. One share of Allis-Chal- 
mers common stock will be ex- 
changed for two and one-sixth 
_shares of Buda common stock. Bu- 
da makes diesel and gasoline en- 
' gines, materials handling and rail- 
way equipment and other indus- 
| trial goods. The acquisition will 
give Allis-Chalmers a self-owned 
source of diesel engines. 


‘Creates Agriculture Dept. 


Franklin Fader Co., Newark 
agency, has formed an agricultur- 
al division with complete facilities 
for handling agricultural accounts. 
S. L. Althouse, a part owner and 
editor of a farm magazine and 
newspaper at Sellersville, Pa., 
heads the division. 


Van Hook to Gray & Rogers 


Roy Van Hook, formerly senior 
copywriter with John Falkner 
Arndt & Co., Philadelphia, has 
joined the copy department of 
Gray & Rogers, Philadelphia, 
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Ziv Flying Sales 
Team Garners Latin 


American Sponsors 


New York, Oct. 14—Ziv Televi- 
sion Programs is going south of 
the border in a search for new 
customers. 

The drive, which started in a 
bid for the Central American mar- 
ket, already has produced sales to 
advertisers in Mexico and Cuba. 

General Electric of Mexico is 
sponsoring “Favorite Story” over 
XHTV, Mexico City. American 
Airlines is presenting “Yester- 
day’s Newsreel” three times week- 
ly in the same city, and Bimbo 
bread is sponsoring “Cisco Kid” 
there. Canada Dry has bought 
“Favorite Story,” and Esso of 
Cuba is backing “Sports Album” 
over CMQ’s facilities in Cuba. 

These films will be the same as 

those distributed by Ziv to stations 
in the U.S. Before they go on the 
air in Cuba and Mexico, Spanish | 
actors will dub in dialogue or com- 
mentary for the programs. 
s Ziv’s foreign task force, which | 
is headed by Frederic W. Ziv, | 
founder of the transcription com- | 
pany, and John L. Sinn, Ziv TV | 
president, is traveling in a DC-6.| 
Their entourage includes a foreign- | 
language production unit which 
will make TV films as well as 
sound tracks. 

Next stops on the Ziv itinerary 
will be Venezuela, Columbia, Bra- 
zil and Peru, after which the group 
will visit the Philippines, Hong- 
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| ' So Perfect for — ; 
BUFFETS — PARTIES | 


SMORGASBORD 
‘ICE BOX RAIDS’ 


Here's something TRULY DIFFERENT | 
for BUSINESS & SOCIAL FRIENDS... 
MAYBE, an ‘Extra One’ JUST for You 


a et 


THESE SUMPTUOUS ‘BIRDS’ are delightful 
down to the ‘Last Sliver’ . . . Plump, full- 
breasted U.S. Grade A selected Turkeys, de- 
liciously CURED with Rare Spices and Zesty 
Aromatic Herbs . . Smoked to Perfection over 
Fragrant Hickory Embers and Flavor-Sealed 
to retain Tangy Tastiness . . No cooking nec- 
essary —- INSTANTLY Ready-to-Serve. . . . 


ORDERS FOR ONE, or ANY QUANTITY, 
| may be filled through your favorite local 

dealer. .. If he CANNOT SUPPLY YOU, 
use ORDER COUPON below for Prepaid 
Shipment “Direct from Our Plant.” 


EACH TURKEY INDIVIDUALLY BOXED, with 
your Gift Card enclosed. . . All packing and 
shipping details carefully handled on YOUR 
schedule date. 


II 


STATE WEIGHT DESIRED for each VIENNA 
‘Hickory Smoked’ TURKEY ordered. (Ap- 
proximate sizes —- 8, 10, 12 lbs.). Price de- 
livered $1.75 per lb. . . Shipment guaranteed 
within Railway Express delivery limits 


Satisfaction guaranteed, or 
money cheerfully refunded. 


(Processors of Fine Foods for 60 years) 


1215 S$. HALSTED STREET (Dept. AA ) 
7, KLINOIS 


* 
\ (Operating under U. S$. Govt. Inspection) 


USE THIS “SMOKED TURKEY” ORDER COUPON 


(Or, own letterhead) 


Please SHIP PREPAID ‘One’ VIENNA TURKEY to me; or, 
the following number to names on enclosed 
Gift List. Approx. weight each ibs. @ $1.75 
per ib. Check or MO. for $ - enclosed 


kong and Singapore. The tour is 
to be a globe-circling one, with the 
rest of the route to be announced 
later. 


To Sell McCreery Stores 


Associated Dry Goods Corp. will 
close one of its New York depart- 
ment stores, James McCreery & 
Co., after Christmas. Sale of the 
McCreery property, the company 


said, will make funds available for | 


continuation of Associated’s ex- 
pansion program, particularly for 


Kawneer Promotes 4 Execs 
Kawneer Co., Niles, Mich., man- 
ufacturer of architectural metal 
products, has made four staff pro- 
motions. Frank G. White, manager 
of sales training, becomes assist- 
ant to the director of sales devel- 
opment; B. E. Bryans, Mr. White's 
assistant, has been promoted to 
manager of the sales training de- 
partment; Raymond A. Dodge, ad- 
vertising manager, will head the 
new publicity and promotion de- 
partment, and Richard A. Mattson, 
assistant advertising manager, be- 


Americas 


— FOREMOST 


|| TOY TRADE 


Magarine 


Only ABC Toy Paper 
Oldest in Field 
leads in Lineage 
Write for New Market 
Data Folder 


\] McCREADY PUBLISHING 
| 7) W. 231d WN, YY. 190 


its Lord & Taylor stores. 


comes advertising manager. 


Old M'Donald has a farm 
which covers the Central South 


YOU'VE heard of the farmer 
whose ambition was to buy all 
the land adjoining him? 
WSM’s Farm Director, John 
McDonald, has gone him one 
better. So listen to a story that 
can sell an amazing amount of 
merchandise for you. 
ee, «, in For eight years, John has been 
ebicomn : We 8 WF*e | plugging away, selling better 
7 r : 1 werd (F% farming methods, soil conserva- 
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tion, forest conservation. 
everything a farmer needs 
to do to improve his land 
and his lot. And for as 
many _ years, Southern 
farmers have listened, 
heeded and profited by 
John McDonald’s advice. 
A They plant when John says 
so, buy when John says 
| so, sell when he tells them 
i] Yj the time is ripe. First thing 
everybody at WSM knew, 
John McDonald was a 
dominant figure in Southern 
farm life. 
During his first six years at 
Ae - oa WSM, John was used exclusively 
A (om Soadl nt ata typ Char paren em on Public Service Programs. But 
© Dory” Cp ee atlanta ben Y ¢ \ a couple of years ago, the station 
eters enw aad Lo acceded to repeated sponsor re- 
=A Cr fume 5 i quests and let him go commercial 
mF for a carefully selected group of 
sponsors. 

mn — gta bo Oe And at this writing, the follow- 
Montggngry a bith Pct Mod 2 ing sponsors are harvesting rich 
el enn rewards from WSM selling John 

McDonald style: 


Columbiana Seed Company 
Purina Mills 
Reynolds Metals Company 
U. S. Industrial Chemicals 
Lederle Laboratories 

If you have a product appeal- 
ing to farmers, better find out 
what John McDonald can do for 
it, and you. Tom Harrison or 


any Petry Man can fill in the 
details. 
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Nashville @ Clear Channel @ 50,000 Watts 
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Two Join Marketing Facts 

Iver M. Olson, formerly chair- 
man of the department of market- 
ing of DePaul University, Chi- 
cago, has been named director of 


marketing plans for Market Facts | 


Inc., Chicago marketing research 
organization, Morris J. Gottlieb, 
previously research director for 
Leo Nejelski & Co., New York, 
has been appointed director of re- 
search. | 


All tig. 
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ielsen Ranking of Radio Shows 
Week of Sept. 6-12, 1953 
res copyright by A. C. Nielsen Co. 


Clarence Palmer, 71, 
Arndt Media Director 
for 5 Years, Dies 


Current 


| Rank Program 


(000) 


EVENING, ONCE-A-W _« (AVERAGE FOR ALL PROGRAMS) 


PHILADELPHIA, Oct. 15—Clarence 


(1,611) R- Palmer, 71, recently retired 


1 Rett Gein Thome Gumi TR, GUID siccesceccccncesicccsnvncwscnssesssssecncasiaibsaree 3,133 media director of John Falkner 
| 2 Eg ee ey ae 3,088 Arndt & Co. and a 48-year veteran 
| 3 Best of Groucho (DeSoto-Plymouth, NBC) ............ccccsrssssscssscssssssecensenes 3,043 of the advertising business here, 
| 4 Great Gile sr i 2,954 died today at his home in nearby 

5 Dr. Christi: 1 (Chesebrough, CBS) ad clue tb acshith hicdnieeeancdabeandbuanidoovaiaddieedaie 2,820 Norristown, Pa., from a heart at- 

6 Bie LRA Margin. CII FNRI GOB) « crcsscetvisscirsenscsesccsssccctesssecsceseessesee F tack 

7 ie iii, PRIN IND NOME, siricnticcesiesedcsteceincscncsscssctasccsscepsetesasee 2,596 | ‘ ? 

8 Railroad Hour (American Assn. of Railroads, NBC) ............cc:cccccccceeeees 2,596 | Mr. Palmer retired from the 

9 Godfrey's Talent Scouts (Lever-Lipton, CBS) ..........::csecssssesssssessssssesscseeenes 2,506 agency on Sept. 1 after nearly five 

, 10 —_ Te SC Poe 2,462 years as media director. He was 
Metropatioan Pup.. 196,400 EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (985) One of the best known figures in 


1 One Man’s Family (Miles Laboratories, NBC) ............c:cccccccccssseeeeeeees 2,372 advertising in this area. 
2 News of the World (Miles Laboratories, NBC) ...........ccccccccccccccceceeeeeeee 2,148, He began his advertising career 
’ 7 ’ ' 
Here's the Authentic Retail Sales 3 Sewell Vhomes (KeleorPramer, CBS) coccccssescvscosscoscssccccsscsoscsoscecsssocsossoosose 1,343 | with N. W. Ayer & Son ye 1905 
A WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,522) in the registry department, later 
Figure for Raleigh, North Carolina : Arthur Godfrey (National Biscuit, Tues. & Thurs., CBS) ....c.c..ccccces-« 2,909 | transferring = ae bee 
4 Arthur Godfrey (National Biscuit, Fri., CBS) ............cccccccccccceesseceseseeees 2,820 | : 
anaes ne, Wate Coante i 3 Arthur Godfrey (Liggett & Myers, CBS) ....ccc.ccccsscscsnoes wseneersoene oe ee ee oe 
: |after more than 30 years with that 
4 CUR I CGO) cciicss tra tisipccseoncsecdacssesinsscinnssestnssrnessoonees 2,551 | : di 
os 5 Romance of Helen Trent (American Home Products, CBS) .. ........0........ 2,462 poweg to become media - 
6 RAE ES ND 2,372 |rector of Ivey & Ellington. Later 
5 5 7 Arthur Godfrey (Frigidaire, CBS) ......ccccssccccsscessscsssssssssscsscscsssesssseeesson 2,372 he was media director for the for- 
: 8 NS SU ee. 5s sassusoiesineuevsdendpeecodciesosecacivanes 2,372 mer Benjamin Eshleman Co., now 
Not an estimate, but the ACTUAL TOTAL RETAIL SALES for the 9 en NEI MI a IID acs idee pscksncevescscvesosseisonsrctonssnserdadeesbenotes 2,283 |Doremus Eshleman. 
12 months ending June 30, 1953 as supplied by the Sales and 10 NN CI I oo sas csonarceuasecoisousnsssbaceatoievndncobeds 2,238 
Use Tax Division of the North Carolina Department of Revenue. — SUNDAY hop saree FOR Pak eke (627)|" Mr. Palmer joined Arndt in 
A . a Arthur Godfrey Digest (Owens Corning, CBS) ............cccccccccsceeeeseeeeeeenees 1,164 | 1948 as media director and was ac- 
This accurate, provable figure is HIGHER by 9% than that of a 2 World Music Festivals (Willys Motors, CBS) .........ccccccccccccccescceseeeenneeee 1,164 tive until his retirement. He had 
well known and generally accepted, but not infallible, estimate. 3 Lutheran Hour (Lutheran Laymen’s League, MBS) ..........::cccccceeeens 896 suffered two previous heart at- 
a ; DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,253) | sie 5 : 
Sell Raleigh . . . PLUS Eastern N.C... . with the 1 Stars Over Hollywood (Carnation, CBS) .........0:ccccsccccccsccssssssssesoversseess 2,104 | = seagp ag ane heey pss Medi 
ONLY Morning-and-Sunday newspaper published in 2 Tre OF Tay CRIIOAG, GOD) iiss sesiscicssiccesisisssessossicsssccsesssevesesseveve 2,104 | tee ee te ygewen 
the 33 county "Golden Belt of the South.” 3 I aie etude 1,035 |Forum of Philadelphia, and was 


radio homes. 


theakalhia) 117,496 Morning 
News and Observer 126,087 Sunday 


*The percentage of homes reached (‘Nielsen-Rating’’) may be determined by comparing | 
the number of homes reached with 44,756,000, the 1953 Nielsen estimate of total U. S. | 


| 
| 
} 


| 


CMM (DvLtisher's Statement to ABC, 9/30/53 
Raleigh, North Careline (Publisher's Statement to , 9/30/53) 


ARB Multi-City TV Ratings 
Week of Sept. 12-18, 1953 


American Research Bureau 


| 


WILLIAM J. THOMAS 


PITTSBURGH, Oct. 13—William J .| 


| died Oct. 11 after a long illness. 
He served as treasurer in both 
Thomas, 65, former treasurer of Ketchum organizations until 1950, 


demands the utmost skill and 
constant application of a wide vari- 
ety of techniques: here at WASHINGTON 
every job, big and small, gets the bene- 


fit of our unmatched skill. 


PHOTO ENGRAVING 
COMPANY 


118 S. Clinton Street 
Chicago 6, Illinois 
FRanklin 2-6343 


Ketchum, MacLeod & Grove and when he began devoting all his 


well known as a speaker on media 
problems. 


JULIUS P. SCHMIDT 


MILWAUKEE, Oct. 13-—Julius P. 
Schmidt, 64, former sales manager 


for George Ziegler Candy Co., died 
|yesterday from injuries received 
|a week ago when he was struck by 


an auto. Mr. Schmidt was with 
Ziegler 41 years before he re- 
tired six years ago. 


Rank Program Rating Rank Program Viewers 
1 Dragnet (Liggett & Myers, NBC) ..54.6 (000) 
2 Racket Squad (Philip Morris, CBS) 52.4 1 Dragnet (Liggett & Myers, NBC) 37,270 JOHN W. PRENTISS h 
3 Toast of the Town (Lincoln- | 2 Toast of the Town (Lincoln- KEENE, N. H., Oct. 13—John W. 
RIN CODD. cisecsnnnrsvsnseccoscooreee 51.4, Ham enety, CBB) esscivesnsessesevnsessss 36,330 | Prentiss, 55, president and co- 
4 You Bet Your Life (DeSoto- 3 You Bet Your Life (DeSoto- publisher of the Keene Evening 
PUT, DEG sve csscctsasesnsscescessss 48.9 Plymouth, NBC) ................... 31,940 | Sentinel, died Oct. 10. 
5 Godfrey & His Friends (Several | 4 Godfrey & His Friends (Several Mr. Prentiss, president of Keene 
SOND: GOO) se sccsesesssescvesssssesesss 47.4 | sponsors, CBS) sessseeennnsseeansseenny 30,400 | Sentinel Publishing Co. since 1927, 
. te Vv Theater (NBC) ..........004 46.0; 5 Racket Squad (Philip Morris, was the great grandson of John 
odfrey’s Talent Scouts (Lever- SY iat Reh Poss aad adbedausarias 30,380 Prentiss, who founded the paper 
> 4 pete 45.8 6 Your Show of Shows (Several b , ited 
8 What's My Line (Jules NR, FO) osessacsessesacsesceesss 29,310 to 1799 as a weekly. 
Montenier, CBS)... 449 7 Jack Benny (American Tobacco, 
9 Jack Benny (American | NI wiietltseteachesssibtsoncsntinesicéionl 28,599 EDGAR B. WHITCOMB 
PE, TONED ciscvcdeccteecsticiassoinesd 44.2; 8 Robert Montgomery Presents (S. C.. DetTroIT, Oct. 13—Edgar B. 
9 Cavalcade of Sports (Gillette, Johnson, American Tobacco, Whitcomb, 87, a director and 
NBC) Oeeeeseeserecrereresceceeeesscosscessseees 44.2, NBC) Ceccrecevcccecccccscccoscccccoscsoocss 25,330 trustee of the Detroit News, died 
| 9 Godfrey‘s Talent Scouts (Lever- last night in suburban Grosse 
I GID ei citnsinesnsensesescessisse 24,520 Pointe 
11 | f ill ‘ , 
i ee go0|_ Mr. Whitcomb married Anna 
4 Virginia Scripps, daughter of 


James E. Scripps, who founded the 


News, in 1891. The following year 
he became manager of the old 
Detroit Tribune, which was ac- 
quired by Scripps. He later man- 


Ketchum Inc., fund-raising organ- time to Ketchum Inc. Ill health aged Scripps real estate interests 
ization, for more than 30 years, |forced his retirement last spring. for a number of years. 
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FOR ALL 
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The London Free Press 


Western Ontario's Poremest Meuspaper 


Ontario's Largest Daily Newspaper Circulation Outside Toronto — 86,074 
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Edward M. Diamant | 
Dies: Was Head of 
Ad Typographers 


man of Diamant 


Advertising Age, October 19, 1953 


79 


in the House of Representatives , graduated from Yale University in he was associated with the New tan dailies through offices in sev- 
from 1929 to 1933, and was ap- 1926. Before joining OAI in 1931, York office of the Pittsburgh Ga- en cities, died in suburban St. 
pointed to fill a vacancy in the Mr. Rockwell was eastern sales zette-Times and Chronicle-Tele- Charles this afternoon. 

U. S. Senate from November, 1942 manager of General Outdoor Ad- graph. 


to January, 1943. 


Mr. Shott became blind in 1945, 


vertising Co. 


A native of Minnesota, Mr. 


_ Mr. Cooley’s death was the re- 
sult of injuries received Saturday 


A resident of South Norwalk, he Kyle’s first newspaper job was while horseback riding. His widow 
New York, Oct. 13—Edward M. but continued for some time as was president of the Greater Nor- with the Journal, Sioux City, Ia. and four children survive, and a 
Diamant, 69, founder and chair- editor of his newspaper, going to walk Improvement Assn., a mem- He later worked for the Tribune brother, Harold, who is advertis- 


Service, and a former president of torials. His publishing company an associate fellow of Silliman 


Advertising Typographers Assn. of 
America, died Oct. 10 in Medical 
Arts Center Hospital after a short. 
illness. 

He was production manager for 
Conde Nast Publications 


and 


also owns and operates radio sta- 
tion WHIS here. 


| 


HAROLD A. ROCKWELL 


New York, Oct. 15—Harold A. 


College of Yale. 


JAY H. KYLE 
PirtssurGH, Oct. 13—Jay H. 
Kyle, former manager of general 


American Banknote Co. before Rockwell, 50, v.p. of Outdoor Ad- advertising for the Pittsburgh 


founding his own business in 191 

Mr. Diamant was chairman of 
the National Board on Printing. 
and Type Faces, a director of New| 
York Employing Printers Assn., “4 
member of the Typophiles, and a) 
member of the arbitration board 
of the graphic arts industry. 


PAUL C. WESCO 


APPLETON, WIs., Oct. 13—Paul C. 
Wesco, 55, v.p. in charge of sales | 
for Fox River Paper Corp., died | 
Oct. 9. 


HUGH IKE SHOTT | 
BLUEFIELD, W. VA., Oct. 13— | 


Hugh Ike Shott, 87, publisher of | 
the Bluefield Daily Telegraph and | 
former U.S. senator, died yester- 
day after a long illness. Appren- | 
ticed to a printer as a young man, 
he later became a reporter and | 
editorial writer. In 1893 he came | 
here and three years later became | 
publisher and editor of the Daily 
Telegraph. He was postmaster of 


Bluefield from 1903 to 1912, served 


walk General Hospital, Norwalk, 
Conn., after a short illness. 


g, Vertising Inc., died Oct. 13 at Nor- Post-Gazette, died Oct. 11. 


Mr. Kyle, who retired in 1951, 


Typographic the office daily and dictating edi- ber of the Yale Alumni Board, and and the News in Sioux City. 


After serving as advertising 
manager of the Post, Gary, Ind., 
he entered the newspaper repre- 
sentative field in Chicago. 


ARTHUR W. COOLEY 


Cuicaco, Oct. 15—Arthur W. 
Cooley, 54, founder and for 27 
years president of Inland News- 


| ing manager of the News, Welling- 
ton, Kan. 


_Logelin Named PR Head 


Warren A. Logelin, formerly ad- 
vertising director and assistant 
public relations directer of the 
Chicago Transit Authority, has 
been appointed public relations 
director of the Chicago Assn. of 
Commerce, effective Nov. 2. Mr. 


had been associated with the Post- paper Representatives, which rep- Logelin succeeds George Wells, 
A native of New York, he was Gazette since 1927. Prior to that resents about 100 non-metropoli- who has resigned. 
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New Osborn Book on 
Creativity Designed 


for Classroom Use 


New York, Oct. 13—Alex F. Os- | 
born is a co-founder of a huge 
advertising agency, vice-chairman | 
of the University of Buffalo and) 
an author. 

His latest book (already adapted | 
by the University of Buffalo and | 
the Massachusetts Institute of 
Technology) is on imagination, as 
were two earlier works. The latest 
is called “Applied Imagination— 
Principles and Procedures of Cre- 
ative Thinking,” and it is pub- 
lished by Charles Scribner’s Sons, 
at $3.75. 

It differs in some respects be- 
cause this is a textbook, and along 
with the book Mr. Osborn has pre- 
pared a manual for teachers who 
will use it. The manual suggests 
that the class might be called any- 
thing from “Applied Imagination” 
to “Seminar in Idea Development.” 
Mr. Osborn thinks the class should 
range from 15 to 40 students, ideal- 
ly around 25. 


® In a preface, the adman asserts 
that “the history of civilization is 
essentially the record of man’s 
creative ability. Imagination is the 
cornerstone of human endeavor...” 

The first four chapters deal 
with the importance of creativity 
in various vocations. Most of the 
rest are concerned with various 
methods of creating ideas—e. g., 
“Questions as Spurs to Ideation,” 
or “Creative Collaboration by 
Teams”—until he has covered 26 
chapters, each with topics, exer- 
cises and references appended. 

In style, the book has the stamp 
of other Osborn works—it em- 
ploys short paragraphs, crisp 
sentences, and is veined with anec- 
dotes and quotations. Typically, 


these quotations are jammed 
throughout the book. 
# On facing pages, Mr. Osborn 


has short quotes from Dr. Suits, 
director of research for General 
Electric, William Congreve, an 
aide to Admiral Nimitz, Graham 
Wallas, R. G. Letourneau, and Dr. 
Norman Vincent Peale. 

On the same pages, with their 
veiws capsuled, are Whitney Wil- 
liams, Herbert Baker, Dorothy 
Kingsley, Mildren Garden, Schop- 
enhauer and Thoreau. The same 
two pages relate idea techniques 
ranging from Adm. Nimitz’ phy- 
sical exercise to Osborn’s walk in 
the rain through Syracuse from 
which a 1,000-family panel for 


CONSOLIDATED 


SEES ANYTHING YOU WANT 
TO KNOW in English language 
newspapers, as an advertise- 
ment or a news item... We 
read practically all the daily 
and over 6000 weekly news- 
papers. We've been doing it 
quickly, professionally and inex. 
pensively since 1886. 


CONSOLIDATED frrins svrcaus 


431 SOUTH DEARBORN STREET, DEPT. 12 
CHICAGO 5S. ILLINOIS 


170 FIFTH AVENUE, NEW YORK 10, WN. Y. 


consumer research was born. 

For skeptics, who question the 
feasibility of teaching idea crea- 
tion, the author has prepared an 
answer—delivered in the course of 
an address at MIT some time ago: 

“I submit that creativity will 
never be a science...Much of it 
will always remain a mystery. At 
the same time, I submit that crea- 
tivity is an art—an applied art—a 
workable art—a teachable art—a 
learnable art—an art in which all 
of us can make ourselves more... 
proficient, if we will.” 


‘Sheets Named 
Frazer R. Shee 
eastern manager. 
pointed advertisi 
American Printer. 
not been filled fo 
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the past three yea 


Chevrolet Prom 
W. J. King, 
manager of the 
Chevrolet Motor 
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promoted to assi 
manager of the « 


| Manager 
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manager of 
e position has 
me time. He 
iblication for 


3 King 

es promotion 
int region of 
ision, General 
jit, has been 
int advertising 


vision. 
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Pettigrew Named KDYL A.E. 

David A. Pettigrew, the officer 
who handled the coordination of 
all radio, television and newsreel 
coverage for the U. S. Army in the 
Korean “Big Switch’ operation, 
has been named an account execu- 
tive for KDYL, Salt Lake City 
NBC television outlet. Mr. Petti- 
grew was discharged from the 
service on Sept. 25. 


Magazine Promotes Raymond 
John Raymond, who has been 

representing The School Executive 

and School Equipment News in the 


dvertising Age, October 19, 1953 


Chicago territory for the past sev- 
en years, has been promoted to 
western advertising manager for 
the publications, with headquar- 
ters in Chicago. 


‘Tribune’ Shifts Paul Dean 


Paul Dean, a member of the 
general advertising staff special- 
izing in food accounts, has been 
transferred to the Chicago Trib- 
une’s eastern office in New York, 
effective Nov. 1. He will be suc- 
ceeded by E. R. (Ernie) Bettis- 
worth of the sales development 
division. 


To those who know that 1954 is right 


Sa) ear eee 


en ee ae 


AN EFFECTIVE 


MARKETING PROGRAM 
_- IN 16 WORDS 


Chances are the most effective sales programs of 1954 will be those 
that take into account today, this fundamental: 


Advertising does more when it reaches influential men 
who actively welcome information about products and 
services which can be useful to them. 


Advertising in The Wall Street Journal gets acceptance from men 
like these to an outstanding degree. The reason is simple: 


Journal readers are men who keep getting ahead in busi- 
ness. Their professional progress is steady because they 
are steadily useful to their companies. They want to know 
what to do — and what to recommend. That’s why they read 
The Wall Street Journal. They declare that among news- 
papers and magazines it’s The Journal which is most im- 
portant and useful to them. 


In no other medium can your advertising $1 reach so many of these 
moving-ahead decision makers in the ranks of business. Research « 
after research (and no matter who makes or sponsors it!) reveals 
that The Journal reader has a wide sphere of influence . . . not only 
among his immediate colleagues, but also among many others who 
follow his lead. 


Hitch your sales program to the men who keep getting ahead — and 
watch your sales follow the same upward curve. 


CIRCULATION: 250,208 (6-month average, March 31, 1953) 


Be sure to see any or all of these... 


=—= TH WALL STREET JOURNAL “Bam? 


A study of the reading habits and . 


preferences of executives and offi- 


120 pages showing 604 advertise- 
ments placed by regularly-scheduled 
advertisers of The Wall Street Journa! 
in the first six months of 1953. Inter- 
esting and informative. 


included. 


cers listed in Poor's Register. Re- 
ports on both newspapers and mag- 
azines. Readership-duplication study 


A factual analysis of specific prod- 
ucts and services which Wall Street 


Journal reader 


s buy and recommend. 


Also a break-down of circulation by 
type of business, position, function. 
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Creamer Joins Geare-Marston 2 Coast Stations Join ABC 


Jack B. Creamer, formerly in 
television work for Gimbel Bros. 
Inc., Philadelphia department 
store, has been named radio and 
television director of Geare-Mar- 
ston, Philadelphia agency. 


Coast Y&R Promotes Wagner 
Ray Wagner, with the agency 

for the past two years, has been 

promoted to director of radio and 


television operations for the Hol-. 


lywood office of Young & Rubi- 
cam. 


KJEO-TV, Fresno, Cal., and 
KOIN-TV. Portland, Ore., have 
joined the television network of 
American Broadcasting Co. The 
network’s affiliates now number 
157. 


Western Union Boosts Sweeney 

Earl J. Sweeney, since 1926 as- 
sociated with Western Union Tele- 
graph Co., New York, has been 
promoted to assistant advertising 
manager. Seymour Margules is ad- 
vertising manager. 


ARF Names Agency. Weekly 


Sherman & Marquette, New 
York agency, and the McDuffie 
Progress, Thomson, Ga., weekly 
newspaper, have been elected sub- 
scribers to the Advertising Re- 
search Foundation, New York. The 
Progress is the first weekly to be- 
come an ARF member. 


KMPC Promotes Spero 


Stanley L. Spero, for the past 
two years an account executive of 
KMPC, Los Angeles, has been pro- 
moted to local sales manager. 


Weiland to Largman Gray 


Harry M. Weiland, formerly as-| 


sociated with Prestige Hosiery Inc., 
has been appointed v.p. in charge 
of sales of Largman Gray Co., 


Philadelphia hosiery manufactur- | 


er. 


Schoening Joins Railroad PR 


Ted Schoening, formerly with 
the San Diego Sun, has joined the 
Chesapeake & Ohio’ Railway, 
Cleveland, as staff assistant in the 


passenger and public relations de- | 


partment. 


Published at: 


Everywhere 


the men who 


keep getting 
ahead . .. 


read 


The National Business Daily 


New York Chicago 
44 Broad St. 


711 W. Monroe St. 


Dallas 
911 Young St. 


San Francisco 
415 Bush St. 


IRVING E. HAND, since 1952 publisher of 

| Department Store Economist, New York, 

has been elected to the board of Chilton 
Co., publisher of the business monthly. 


| 
} 
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PictSweet Conducts 
“Hoedown’ Campaign 


| Mr. VERNON, WAsuH., Oct. 13—To 
' the background rhythm of square 
dance music played by a pumpkin 
headed bumpkin, PictSweet Foods 
‘Inc. has swung into its “PictSweet 
|Harvest Hoedown,” autumn pro- 
' motion. 

| The straw-fingered, straw- 
|hatted and straw-chewing pump- 
|}kin head sawing on a _ loosely 
|grasped fiddle is the symbol for 
‘the drive. His likeness appears in 
‘some 100 marketing areas through- 
/out the country on outdoor posters 
and point of purchase materials. 
Also, his fiddle is heard on 125 or 
130 radio stations in these areas. 
He plays a square dance while his 
country neighbors sing within the 
confines of one-minute segments 
about the tasteful healthful quali- 
| ties of PictSweet frozen foods. The 
'jingles are not sung on all stations 
vat the same time, but are shifted 
}around for a week or two in each 
of the areas. 


s Black-and-white advertisements 
will appear in either October or 
November issues of five home 
service magazines. These are 
Everywoman's, Family  Cirele, 
Sunset Magazine, Western Family 
and the Pacific Coast edition of 
Parents’ Magazine. 

Newspaper and television may 
be used in a few markets and in 
limited amounts. Ads announcing 
the promotion ran in grocery trade 
publications. 

Brisacher, Wheeler & Staff, San 
Francisco, is PictSweet’s agency. 


*on a Evropean Tour he sow 
advertised in his favorite 


magozine, AMERICAN ARTIST. 


And he's just one of the 220,000 
commercial artists, hobbyists, 
teachers, students, art supervisors, 
architects and craftemen whose 
buying is influenced by the 

hour or MORE they lavish on each 
issue of American Artist! 


These people spend over 10%, 

of their earned income on luxuries 
like cruises and vacations — 

over $250,000,000 on necessities like 
art supplies! 


if you sell Paper, Engravings, 
Typography, Printing, Photo Supplies, 
Art Materials or Courses, Books, 

Resorts or Travel, write today for details. 


american artist 
24 W. 40th $t.,N.V.16,N.¥.CH 4-28786 
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for SALES ACTION 
_ . in the Oregon Country... 
wse Portland's only home-owned newspaper 


the JOURNAL 


PORTLAND'S PROVED EVENING NEWSPAPER 


& 


big circulation 
“Coverage | 


-e@ » WHERE ev, want it 


Insurance Copy 
Criticized for 
Weak Content 


1953 
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showed that in more than half the 
companies top management helped 
plan the advertising, and ‘“‘most ad f 
managers have difficulty in con- 
vincing top brass that the life in- 1 
surance business is not doing an 
advertising job commensurate with 
the size and importance of the 
business.” 
The survey also showed, she 
said, that many of the companies 
look upon their advertising as a f 
means of keeping their own agents h 
sold on the company. 
About half said their field rep- 
'resentatives seldom run  news- 


Boston, Oct. 13—For life insur- 
ance companies doing national ad- P@Per ads and some reported no 


Life Underwriters 
Get Ad, PR Surveys 
Reports in Boston 


vertising, the first objective of that cal advertising at all. 

advertising is to build company | 

prestige. ® Although the survey indicated 
This was reported at the annual | most national insurance ads aim 

meeting of the Life Insurance Ad- | chiefly at building company pres- 


vertisers Assn. here last week by tige, another speaker told the in- 
Margaret Divver, ad manager of surance admen that there seems to 


John Hancock Mutual Life In- be no uniformity in content or 
surance Co., Boston. purpose of ads. 


Get all the facts from 


O'MARA & ORMSBEE, Inc. 


Miss Divver said a survey con-| Cecil J. North, field management 


ducted among insurance companies |v-p. of Metropolitan Life Insur- 
with national ad programs also| ance Co., said he had read 26 ads 
by 15 insurance companies in mag- 


azines recently and found the fol- 
lowing: 


following scores: 


Wheat ............. 
ME cave sesvewess 


YY 
>)Corn..... 
y, 


fy Alfalfa ............ 
it Wild Hay .......... 
All Sorghums ieee 


461,000 Paid Subscribers 


1729 Grand Ave. 202 S. State St. 
WEbster 9-0532 


HArrison 1200 


Kansas City Chicago 


Weekly Star Farmer leads nearest com- 
petitor in coverage of top 10 crop pro- 
ducing counties in each category by the 


AllHay ............1 


Weekly Star Farmer 


Largest Weekly Farm Publication in America 


15 E. 40th St. 
New York Murray Hill 3-6161 


.one did not refer to needs 
|for insurance, to insurance at all 
or to the company itself. 

. two were selling on a dollar- 


cost basis. 

..15 referred to needs—five 
|were selling a constructive need, 
‘five made a passing mention of 
|needs and five indirectly implied 
‘needs for insurance. 

. three made no reference to 


| 
| needs. 
. five others were selling com- 


| 

| pany integrity or service without 
relating the subjects to either in- 
‘surance or needs. 

Mr. North suggested that some 
\of these approaches might be better 
than others, and urged the admen 
to work closely with field men to 
/determine proper advertising ob- 


jectives. 


S\ 


LLY 


SS 
os 


# Dr. Claude Robinson, president, 
Opinion Research Corp., criticized 
insurance advertising for 


much 
going “the indirect route; it talks 
in analogies.” 

” he said, 


' “Insurance advertising, 
“is heavily dominated by indirec- 
tion. A great deal of mental work is 
'required of the reader to get to the 
_point. As a matter of fact, it is fre- 
|quently difficult to find out much 


WM M6 6 ddd’: 


about insurance from insurance 
advertising.” 
Arthur H. Motley, president, 


Parade Publication, told the as- 
sociation that too few insurance 
/companies are advertising nation- 
ally. 

There are 600 legal reserve life 
insurance companies in the U.S., 
he pointed out, and 200 with an- 
nual premium incomes of over 
$20,000,000, yet only 20 of the 200 
do anything like what they should 


‘in advertising. 
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® A great deal of confusion about 
life insurance public relations aims 
and activities was reported by 
'Robert L. Bliss, executive v.p. of 
the Public Relations Society of 
America. Mr. Bliss reported for the 
association’s public relations com- 
| mittee. 
He said a mail survey of 109 as- 
| sociation members had brought 73 
‘replies and with them a wide 
variety of answers on p.r. func- 
tions, job titles, research, aims and 
so on. He reported that 
-only 23 of the 73 companies 
have separate budgets for p.r. 
work, and the items included are 
quite varied (there’s a trend to- 
|ward separate budgets). 
| ...23 bracket the p.r. work as 
part of the field agency depart- 
ment; 39 handle p.r. separately, 
with reports direct to tep manage- 
_ment; 9 have other setups; 2 have 
no p.r. setup. 
. people in charge of p.r. work 
| bear the title “director of public 
relations” in only nine of the com- 
| panies; in five cases it’s the com- 
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No words needed 


NEW THEME—Ads like this will be used 
for U. S. savings bonds in a new campaign 
by Foote, Cone & Belding for the Adver- 
tising Council. The Magazine Publishers 
Assn. advertising committee has approved 
the savings bond program as its exclusive 
public service campaign for the eighth 
consecutive year. The new theme replaces 
the “highly successful’ Medal of Honor 
campaign designed by FC&B last year. 


pany president; there are 24 dif- 
ferent titles in all for the men in 
charge of p.r. in these 73 com- 
— 


.as for making opinion sur- us, 


Write now for your FREE sample 
“Clip Book of Ready-to-Use Art” 
and new Hand-Lettering on Ace- 
tate. Also details on $10 kit of 
stock art free! Cuts paste-up time 
& costs in half. No obligation. | 
Send for yours today. 


600 Central Bidg., Atlantic City, N. J. 
Visit Booth 12, Adv. Essentials Show, WN. Y. 


rccfrerer ee re 


1953 


] | veys, 
‘general public or others, 12 con- 


among. stockholders, the 
duct regular surveys, 22 make 
them once in a while and 39 never 
do. 


@ Jack R. Morris, director of pub- 
lic relations, Business Men’s As- 
surance Co., Kansas City, Mo., 
was elected president of LIAA. 
Others elected include A. H. 
Thiemann, assistant v.p. in charge 
of advertising, New York Life In- 
surance Co., New York, v.p.; Rich- 
ard L. Hinderman, director of ad- 
vertising, sales promotion and 
public relations, Pan-American 
Life Insurance Co., New Orleans, 
secretary, and Henry M. Kennedy, 


‘director of advertising and pub- 


licity, Prudential Insurance Co. of 
America, Newark, treasurer. 


\Nielsen Adds Six Clients 


A. C. Nielsen Co., Chicago, has | 
agencies | 


added nine advertisers, 
and program producers as _ sub- 


scribers to six different Nielsen 


radio and tv services. The adver- 
tisers are General Electric Co. (the 


/complete radio and television in- 


dex services); Trans-World Air- 
lines (television index ratings); 
Webcor, Chicago (radio index 
ratings); and S. A. Schonbrunn 
| (New York television index rat- 
ings). The agencies are MacMan- 
John & Adams, 
Hills, Mich., and Sherman & Mar- 


|quette, New York, which have or- 


dered complete television index 
|services, and Olmsted & Foley, 


| Minneapolis, for Nielsen Coverage , 
'Service. Two program producers, 


Productions and 
have sub- 


Walt 
Judge for Yourself Inc., 


Disney 


j scribed to television index ratings. 


KSO Promotes Two 


Bill Baldwin, program director 
for KSO, Des Moines radio outlet, 
has been promoted to station man- 
ager. He succeeds S. H. McGovern, 
who has resigned as both station 


manager and sales manager to be- | 
‘come station manager of KGTV, | 
HARRY VOLK JR. ART STUDIO | 2 new uh. tv station being built 
| in Des 
J sports director, will take over as 


Moines. Gene Shumate, 


‘sales manager for KSO. 


beabey IKX\POSTERS 


Move with and into the crowds with 


Taxiposters. 
where the crowds are... 
theatres, hotels, train and air terminals. 
There are no stagnant locations—no lulls. 
And Taxiposters are surprisingly eco- 
nomical. 
but a mere penny per poster traveling five 
to seven miles. 


Your colorful displays are 
the stadium, 


Your advertising message costs 


Write today for rates 


and availabilities. 


The tines Aioeations Sasaet & So 


Bloomfield | 


IT'S SIMPLE AS 


ow Can 


Bo Swe 


That's been a basic principle of the 
ABC — The Audit Bureau of Circula- 
tions — since its inception in 1914. It’s 
been one of ours since 1925, when 
AUTOMOTIVE NEWS entered the 
automotive industry to establish itself 
as the industry’ss ONLY mewspaper. 


INCIDENTALLY— 

The readers of AUTOMOTIVE NEWS 
pay $8 per year—highest subscription 
price in the auto industry. The 87.01% 
subscription renewal rate is just one in- 
dication that they read and rely on it. 


THE WEEKLY NEWSPAPER OF AMERICA'S NO. 1 INDUSTRY 


DETROIT 26, MICHIGAN 


REPRESENTATIVES 
New York —Edword Kruspoak, Advertising Manager, 51 E. 42nd St., 
Chicago — J. Goldstein, Western Manager, 360 N. Michigan Ave., State 2-6273 
Los Angeles —R. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 
Detroit — Dick Webber, 2666 Penobscot Bidg., Woodward 3-0495 


| PENOBSCOT BUILDING ° 


Murrey Hill 7-687! 
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Willing to Help Secure 
Fur Industry's Future 

To the Editor: In the Sept. 14 
issue of ADVERTISING AGE you ran 
an article devoted to a “coopera- 
tive plan to save the fur indus- 
try.” 

This letter, although addressed 
to you, is intended primarily for 
the fur executive who formulated 
the idea. First, however, I would 
like to congratulate you for print- 
ing an article of this nature. While 
it is true that the fur industry is 
not a very large or vital segment 
of American industry, it is ex- 
tremely important to those men 
and women who are connected 
with it, and it has long been neg- 
lected by both the people who 
work in it and the trade press such 
as AA. 


The Voice of the Advertiser - 


This department is a reader’s forum. Letters are welcome. 


By way of introduction let me 
say that I was employed in the 
fur business for two years, my 
family was connected with it for 
many years, and I still have an in- 


timate stake in its future success. 


or failure. 

About three years ago I pre- 
pared a_ presentation outlining 
what I thought were the ills of 
the fur industry and presenting a 
possible solution to those ills 
through a coordinated public rela- 
tions program which included na- 
tional advertising. I was told that 
there was no single organization 
in the industry which could afford 
to perform such a program despite 
the fact that it was lower in cost 
than the estimated $2,000,000 men- 
tioned in your article. 

In this presentation I predicted 
that the fur business would enter 


Reader... 
Reader... 


Who’s your 


Reader? 


FIND OUT 
THE FACTS... 


with a Western Union 
Circulation Audit 


Here's the proved, practical method 
of circulation list-checking! 

Western 
coast-to-coast coverage, will 
verify, by direct contact, all the 
circulation facts publishers 
want to know. 


-"ion, with on-the-spot, 


Western Union Survey Service 
gives the answers to such vital 
questions as: Are name, title, and 
address of subscriber or reader correct? ‘know, but I can readily imagine. 
— Who is responsible for purchasing? 
Who else influences firm’s buying? 

— What else does firm sell or 
manufacture? 


We talk to the man on your 
present list—or find out who the 
right man should be. We get the 
facts, make corrections, send 


the verified results to you. 


Fast, efficient, economical! (Just 
ask Modern Materials Handling— 
Wood Working Digest—or 

Machine and Tool Blue Book.) N. ost 
important —it gets the over-all 
results that no mail questionnaire 
can produce. 


If you have a regional or national 
list which needs a circulation audit 
— just call your nearest Western 
Union office for full information 

and low rates, 


|for a good cloth coat than buy a 


itually strangle 
sarily on mink, 


a decline and ey 
to death—not nex 
but because of nm ny factors. The 
reasons I advar ed were valid 
then and even mc: :e valid today in 
the light of what has happened to 
the business sinc: that time. 

First I called aitention to what 
I feel is a basic |! of the fur in- 
dustry—selling on consignment. 
|The notorious “memo” has forced 
the manufacturer to assume the 
j}burden of carrying inventory for 
‘the retailer. This calls for large 
capital requirements, which, in 
turn, calls for over-extension of 
credit due to the seasonal nature | 
of the business. The fur industry | 
is one of the very few in this coun- | 
try where manufacturers must, by 
tradition and design, carry the cap- 
ital burden of inventory for their 
retail outlets. 

Second, I felt that furs were be- 
ing oversold to certain income | 
brackets. Not only in mink, al- 
though the point made in the ar- 
ticle is extremely important, but in 
all furs which are being sold as 
luxury items with high-price ap- 
peals to the few womer who can 
afford them. On the other hand we 
have the emphasis on price pro- 
motions appealing to credit cus- 
tomers and those who want to 
emulate their economic betters. I 
feel that the middle income brack- 
et woman, the backbone of any 
women’s industry, has long been 
‘neglected by fur retailers. She is 
‘the lost fur customer because she 
would rather go out and spend $100 


\“cheap” fur; and she feels that 
if she can’t afford a $2,000 mink 
coat she does not want any other 
kind. 

| Asa solution to those basic prob- 
llems I offered a public relations 
program which could be institu- 
ted, at least at the beginning, for 
a relatively low sum. True, na- 
tional advertising is important and 
a must-have part of any market- 
ing campaign, but since it is the 
most expensive part of that cam- 
paign, why emphasize it? As the 
article pointed out, the mink asso- 
|ciations have done extremely well 
on a small budget because they 
have utilized many forms of “free” 
advertising. 

A short time ago an attempt was 
|made in the industry to unite all 
|phases of fur business in an in- 
idustry-wide promotion of furs. 
What became of that effort I don’t 


The attitude of most manufactur- 
ers I spoke to at that time was, 
“How do I know what will hap- 
pen to my $25? I'd rather buy 
'skins.” Retailers reacted in much 
the same manner. 

Despite what the fur executive 
says, furriers are hard headed—I 
might even say hard rocked—busi- 
ness men of the old school. I failed 
to convince anyone of the worth 
of my own program because I did 
not have the capital needed to pi- 
oneer such an effort. If anyone in 
AA's reading audience is willing 
to risk his money on such a ven-. 
ture, count me in as a willing hand. 


That risk had better be taken 
soon. There have always been 
bankruptcies and settlements in 


the fur business, but in the past 


they were limited generally to 
small manufacturers new to the 
business and to operators who! 


work just this side of the law. This 
year, however, bankruptcies have 
occurred among firms which have. 
been in business longer than I am 


‘old, and which are as legitimate! 
as any furrier can be. A few years 
from now it is likely that there! 
won't be any more failures—there 


just won't be a business. 
Competition for the 
tough today. 


buck is 
If furriers want to 


‘den Calculators (AA, 


stay in business they must meet 
their competition on the same lev- 
el. They must fight tooth and full 
color page with the cosmetics peo- 


ple, the cloth coat manufacturers, | 


with auto makers. They must cre- 
ate as much interest and excite- 
ment over their product as these 
others do—or they wiil surely be- 
come as extinct as those buggy 
whip manufacturers mentioned. As 
I said in the beginning, there are 
a lot of people involved who would 
not like to see that happen. I am 
one of them and I have sounded 
out a few others. If your fur ex- 
ecutive would like to do so, we 
could consider that a nucleus of 
fur people to save the fur indus- 
try is formed. I’d like to hear from 
him. 

PERRY LUNTZz, 

Brooklyn, N. Y. 


Prices in Ad Serve 
a Purpose, He Scys 

To the Editor: May I bring in a 
buyer angle, and on office ma- 
chines, contra Mr. Beeken of Fri- 


Page 93). One reason I am not too 
familiar with the Friden machine 
is because of earlier difficulties 
making price comparisons. My 
background includes 20 years’ 
purchasing in such diversé fields 
as soap and cosmetics, public util- 
ity, banking, printing, radio and 
office equipment. 

Having initiated the buying of 
some writing and accounting 
machines, I say the alert pur- 
chasing agent in his trade paper 
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|and other reading can always be 
/reached with cost-clothed stories 
‘of accounting-recording situations 
|related to his business. Office ap- 
pliance people working on audi- 
tors and accountant personnel 
have some _ unfortunate _instal- 
lations because of overlooking, or 
neglecting, dollar and cents rela- 
tionships (which include operator, 
installation, upkeep, and resulting 
service cost) and make up a num- 
ber of “orphan” installations. The 
“first” machine set-up shows a 
selling loss if you let the owner 
find later that price and costs (op- 
erating) do not show a profit in 
| some form. Your initial efforts are 
| wasted if later additions are com- 
| petitive. 

I know of a two-year sales effort 
| made getting the first electric 
'typewriter into a bank, where 
ithey today have over 40. At the 
time of the first sale, five of the 
regular machines were “stand- 
ard” in as many departments, each 
_make with its own enthusiastic ad- 
|herents. I think there may yet be 
a $450 electric recording machine 
in the same spot which was never 
used six months after purchase. 
One imported typewriter was de- 
, sired simply because it came with 
'a “double” underscore key. (You 
!can have this added to any make.) 
‘It also had a calendar incorpo- 
‘rated, although not bought. 
| Some larger equipment people 
get out excellent periodicals, 
directed to prospects, which def- 
initely give cost factors in de- 
scribing specific installations, 
allowing the prospect to make 
comparisons with his own organ- 
ization—with resultant sales that 
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Owners and operators of Radio Station WHAS and Television Station WHAS-TV 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


372,946 DAILY °* 


301,686 SUNDAY 
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Advertising Age, 


really “stick.” Get your price into 
your ad—the prospect is making 
some comparisons if he reads your 
ad even though he read one of the 
Victor cartoon series a while back, 
and it will ease sales effort. 

Right now I am a bystander— 
watching a multiple writing in- 
stallation with such beautifully 
uniform design of type characters 
and such poor engineering of car- 
bons that the resulting records are 
difficult to make out and causing 
errors (this the product of one of 

the “old line’ makers at that.) 

H. E. ANDERSON, 

Evanston, Ill. 


* . e 
World Takes New Shape 


To the Editor: HOBM and 
Hathaway ...and the shape the 
world’s in! 

Always wondered just where 
those “four corners” were. Now 
that they have told us—and made | 
it six to add confusion, do you 


| 


Wear cotton this winter —savs Llathawas 
. : ) 


think some cartographer could pos- 
sibly project a world with its. 
corners in Denmark, Paris, Switz- | 
erland, Scotland, England and' 
Wauregan, Connecticut? 

Eye patches, icebox, “.. .son Ben- | 
jamin...,’’ and now this peculiar 
world. Long live their advertising. 

JAMES T. CUNNINGHAM, 

Ewell & Thurber Associates, 

Toledo. 

* * * 
How About Plus Readership, 
ABP Asks Re: Special Issues 


To the Editor: The special is- 
sue irks of J. W. Brown of Gen- 
eral Motors Diesel Division (AA, 
Sept. 21, Page 105) should be of 
genuine interest and concern to 
conscientious business paper pub- 
lishers. He tags ABP as an or- 
ganization that ought to do some- 
thing about it, so it would seem 
appropriate for us to raise our) 
voice in good-natured rebuttal. | 

Mr. Brown’s comments on the! 
costs involved in extra-schedule | 
copy preparation cannot be re-| 
garded casually. And it would be) 
plain stupid for publishers to push | 
for special issue space at the ex-| 
pense of consistent schedules. | 
Surely there can’t be many who’ 
do. 

But there are other angles that 
deserve attention. | 

The most important considera- | 
tion of all didn’t get a mention in 
Mr. Brown’s vigorous statement— | 
namely—the opinion of readers. 
Does the special issue render a 
useful service to a substantial seg-_ 
ment of the publication’s audi- 
ence’? Do readers respond to the 
special editorial appeal with a 
special quality of readership? Does 
this readership plus create a plus 
advertising opportunity for alert 
advertisers? 

If it does, then the case for spe- 
cial issues is made, or at least any 
one particular special issue. 

Doesn't it get down to a matter 
of judgment on the part of an in- 
dividual advertiser? Obviously he 


would be silly to put extra dollars 
and effort into an issue which did 
not offer promise of extra adver- 
tising yield. By the same brand 
of reasoning, a special issue which 
afforded opportunity to get across 
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an important “custom-tailored” 
sales pitch should be worth a pro- 
portionate investment in added 
cost. He pays something extra to 
get something extra. 

It’s also worth saying that space 
salesmen haven't yet acquired the 
sales prowess, or been given the li- 
cense, to coerce reluctant adver- 
tisers into buying special issues 
(or anything else) they don’t be- 
lieve are worth the bother or ex- 
pense. That would be the millen- 
nium indeed; we can all hope it 
never arrives. 

WILLIAM K. BEARD JR., 
President, Associated Business 
Publications, New York. 

* a * 
‘Fortnight’ on the List 


To the Editor: In your ADVER- 
TISING AGE issue of Sept. 28, Page 
98, you have an item, “Schenley 
Launches $5,000,000 Drive.” The 
item lists the publications to be 
used for this campaign and I 
notice that the name of Fortnight 


‘is lacking. 


Please be advised that Schenley 


Reserve is running three four-col- 
or covers in Fortnight, October, 
November and December, as part 
of this over-all campaign. 

E. LAURENCE WHITE Jr.. 

New York Manager, A. Mor- 

ton Good & Co., New York. 

= * +. 
Crowded Agenda, Probably 

To the Editor: Your Oct. 5 issue 
carried a very interesting article 
by Tom Whitney about neon signs 
in Russia. It was particularly note- 
worthy to us at Neon Products, 
one-time leader in the production 
of neon signs. 

You see, about four years ago, 
the entire plant stopped making 
neon, and switched over to the 
manufacture of our famous Plasti- 
lux “500” illuminated plastic signs. 
One tube bender is maintained on 
the payroll as an accommodation 
to past customers who need neon 
replacement, or for the occasional 
“horse and buggy” advertiser, who 
still insists on the old-fashioned 
sign. 

Most patents for outdoor plastic 
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signs are held by our company— §the Russians to “invent” the plastic 

now the acknowledged world’s illuminated sign? 

leader in illuminated sign produc- GEORGE BRENARD, 

tion. Advertising and Sales Promo- 
That brings us to the jackpot tion Manager, Neon Products 

question: Isn't it about time for Inc., Lima, O. 


‘Automatic silk-screen equipment for speed 
and economy. be eagerly ‘in’ short run, 


large surface printing for 
door advertising. 


4-COLOR SCREENOLITH | 
PROCESS — 


SOLID COLOR Pi PRINTING 
Nak fee. 
= DAY-GLO< << ee 
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1570 S$. FIRST ST., 
OFFICES IN: New York © Boston 


MILWAUKEE, WIS. 


Pittsburgh © Detroit * Chicago 
St Lovis * Dallas * San Francisco 
Seattle * Portland 


DUNS REVIEW 


wwaModern Industry 


Miproaka To 


TO. MORROW 


This is an article typical of the vital material consistently 
presented by DUN'S REVIEW & MODERN INDUSTRY for execu- 
tives of business and industry. 


Here is the magazine which is essential reading for the 
men who guide America’s ever-expanding economy. A 
magazine which is possible only because of the under- 
standing of the character of American business acquired 
by Dun & Bradstreet through more than a century of 


experience. 


If your concern is with marketing and sales you will 
want to know more about this new and important pub- 


lication . 


80% of all U.S. manufacturing . . 


. the 30,000 plants which are responsible for 


. the 9,700 distributors 


and wholesalers with an annual volume of over 106 


billion dollars. 


DUN'S REVIEW & MODERN INDUSTRY readers are the men who 


make the decisions. If you have a 


product or service to 


sell to the key industrial plants, here is the efficient, 
economical, and effective way to deliver your adver- 


tising message . 
110,000 men, 


THE RIGHT PEOPLE 
IN THE RIGHT PLACES 
AT THE RIGHT TIME 


ADuN & BRADSTREET pustication ° 


.. through the publication vital to these 


DUNS 


viModern Industry 


99 CHURCH STREET, NEW YORK 8, NEW YORK” ° 
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CARTER C. HIGGINS 


President, Worcester Pressed Steel Co, 


ae 


“There is no reason to fear peace. (a 
There ts no reason for a depression un- Wm 

less we fail ourselves to do the things — = ase 
we ought to do.” 


Georce M. Humpurey 


my Secretary of the Treasnry 
& 

‘S 

t 

‘% 


USINESS never stands 
still. It either goes up or down. Busi- 
ness plateaus are usually temporary em, 
way-stations—"‘breathing spells” before 
a further rise or fall. Growth, change, a4 
and uncertainty go hand-in-glove with B 
a dynamic economy. 


So approaches to to-morrow are just 
tant as our day-to-day activ- 


2 4 
, 
Meuse it is only in the future * Ph 
5 ae 
R : Ame an improve our products and # 
J ¢Xpansion—important in to. # 
1g cost economy. 7s sy 


ate, 
Li hey 


DIGBY 9-3300 


Continued on page 45 
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lines (maximum—two) 30 letters and 


ADVERTISING MARKET PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 


spaces per line; upper & lower case 40 


per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $13.50 per 


column inch. Regular card discounts, 


HELP WANTED 


size and frequency, apply on display. 


HELP WANTED 


ADVER. AND PROMOTION DIRECTOR | 
Foremost food processor requires a man) 


with creative ability to run one-man de- 
partment. Will become part of executive 
group, and will exchange promotion ideas 
with sales executives. Has sole responsi- 


bility for integrating programs and plan- | 


ning and distributing advertising mate- 
rials. Should have experience—and be 
competent—in layout and copy. Produc- 
tion background helpful but not essential. | 
Excellent starting salary and unusual op- 
portunity for growth. Give full back- 
ground including experience and salary 
required. Box. 5987, ADVERTISING AGE, 
200 E. Ulinois St., Chicago 11, I). 
SEASONED COPYWRITER 
For soundly growing mid-west agency in 
city of 130,000. Must have diversified writ- 
ing experience. Salary depends upon | 
ability. New air-conditioned offices. Good | 
opportunity for right man fo 30 to 50. | 
Please write in confidence giving personal | 
background, experience and salary re- | 
quirements. Don’t send samples until re- | 
quesied, 
| 
| 


} 


Box 5985, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
ADVTG. MGRS - COPY WRITERS 
EDITORS - PUBLIC RELATIONS | 
SALES PROMOTION - ARTISTS 
Serving both Employer and Empioyee 
SHAY AGENCY 
30 W. Washington St. - Chicago 2, Illinois 


ADVERTISING ARTIST 
Five year old, growing agency, exclusive 
oil industry accts., needs versatile man 
who can make layouts with modern ap- 
proach, finished art and art preparation. 
Moderate starting salary, chance to grow 
with agency. Ability and ambition more | 
important than experience. Send full data, 


typical samples with first letter. Paul 
Locke Advertising, 216 West 4th Street, 
Tele. 4-4080, Tulsa, Oklahoma. 


CLIPPING SERVICE DIRECTOR 
Man or woman, thoroughly experienced 
in details of managing a newspaper clip- 
ping service, offered opportunity to man- 
age new service in New York. Give details 
of experience and salary. 

Box 5983, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 
ADVERTISING - SALES - PROMOTION 
Quality jobs for qualified men and women 
THOMAS PERSONNEL 
8 S. Michigan FR. 2-6230 Chicago 
ADVERTISING PRODUCTION MAN 
Must handle all advertising, make-up rec- 
ords, traffic and production. Knowledge 
engraving, type and quality standards for 
various printing processes. Complete re- | 
sponsibliity for advertising production of 
monthly magazines. State background, 

qualifications, salary desired. 

Box 5981, ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 


EDITORIAL DIRECTOR 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


HELP \ NTED 
ADVERTISING . VUBLISHING 
FOR ALL TYPES * PLACEMENTS 
GEORGE WILLIA - PLACEMENTS 
209 S. State St. } 7-1991 Chicago 
WOOD D "LAYS 
SALES REPR) ENTATIVES 


rge manufacturing 
gh speed produc- 
oly, spraying and 


We are a 37 year old 
plant, complete with 
tion machinéry, ass: 


silk screening depar ents. We produce 
all types of P.O.P. c ter displays, floor 
merchandisers, etc., th wood and ma- 


sonite as the basic 1 
real producer of sales 
and will pay a high 

CONTINENTAL of 
631 Cedar St. 


r the Chicago area 
nmission rate. 
‘-OCKFORD, Inc. 


Rockford, Ill. 


ARTIST WANTED by small well estab- 
lished agency with 16 year operating rec- 
ord, serving account with 16 year operat- 
ing record, serving accounts doing 
regional and national advertising. Must be 
able to make layouts and do finished art. 
Outline your experience, references, age 
and salary. Proofs or art submitted will 
be returned. 
Claude Aniol & Associates 

2700 Transit Tower, San Antonio 5, Texas 


ENGINEER WRITER 
Career opportunity for young technical 
writer or engineer to use his engineering 
knowledge to create interesting advertis- 
ing. Require college degree but not ad- 
vertising experience. Will give compre- 
hensive training. Large, growing firm 
making varied products including adhe- 
sives, gasketing material, etc. Small city, 
eastern Pennsylvania. 
Box 5993, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


BARNARD 


A service 


CEntral 6-3178 
176 W. Adams Street Chicago 3, Ill. 
ADVERTISING COPY 
CREATIVE COUNSELOR 

Leading beauty products firm desires 
WOMAN to work with brand managers, 


agency researchers and creative people, | 


light of continuous product advertising 


| to help evaluate advertising copy and cre- | 
lative efforts in radio, TV and print in 


and consumer research, plus her own 
“WOMAN'S VIEWPOINT.” 

Requres intelligence, analytical percep- 
tion, ability to express ideas and ability 
to get along with people. Knowledge of 
advertising practices, familiarity with ad- 
vertising research techniques desirable. 

Write in detail, fully covering educa- 
tion, experience and salary requirements. 

Box 5980, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 

BANKERS BLDG. CHICAGO 11, ILL. 

ADVERTISING COPYWRITER 
Leading mail-order publisher (Catholic 
Bible & How-To-Do-It books) reorganiz- 
ing adv. dept. from top to bottom. Exp. 
writers with some knowledge of type and 


| rough layout preferred. Start around $100. 


State full details. 
Box 5977, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


for employers and applicants | 
| in the fields of advertising and publishing. | 
'Office and Professional 


BUSINESS PA 
Well established bu 
an unusually attracti 
notch editor. The ki) | 
probably has business 
organ background, t 
agency man or an ad\ 
motion man with ar 
who would welcome 
his editorial wings. 
We'd like him youn 
concerned with spirit 
be a self-starter, goo: 
and at analyzing sit 
for digging out and 
that gets to the nub 
ing his readers. 
Send a factual resume, 
ideas and a snapsho! you can spare, in 
absolute confidence ‘our own _ people 
know about this) to Box 5974, ADVER- 
TISING AGE, 801 Second Ave., New York 
| 17, N.Y. Don’t send anything you want 
returned. If your resume interests us, 
we'll ask for samples and details later. 


ER EDITOR 
“SS Magazine has 
opening for a top 
of man we want 
aper or good house 
he might be an 
tising or sales pro- 
industrial company 
1 chance to spread 


but we're more 
at meeting people 


iramatizing material 
f the problems fac- 


including salary 


POSITIONS WANTED 
| PUBLICITY - ADV. - PROMOTION 
|15 years handling amusement industry 
and related accounts also good general 
business background. Detail, research, 


erials. We need a} 


itions, with a flair | 


promotion, press, TV etc., Will also con- | 


sider an assistant’s or special assignment 
offers. Very neat, reliable, age 43. 

Box 5992, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
CREATIVE MANAGER 
| Editorial, public relations, sales promo- 
| tion, advertising. Know printing produc- 
| tion. Prefer Chicago area. $7,500. 
Box 5988, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, II. 
| Technical librarian (woman) with ex- 
ceptional editorial and copywriting ex- 
| perience seeks challenging work in New 
| York area. A-1 performance and refer- 
ences guaranteed. 
Box 5986, ADVERTISING AGE 
| 801 Second ‘Ave., New York 17, N.Y. 


CIRCULATION “ENGINEER” 
| Young man, presently responsible for 
| circulation promotion, planning and anal- 
| ysis for successful business publication, 
|; seeks challenging opportunity. 5 years 
| circulation and research experience; thor- 
|oughly familiar with direct mail tech- 
| niques, mailing lists, production methods 
and costs, circulation fulfillment. Age 28. 
M.B.A, 
Box 5989, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


ADVERTISING PERSONNEL 


Employer-Employee 
Investigate ; 
our active confidential service. 


B. Clem 
DRAKE PERSONNEL 
Suite 1009 
7 W. Madison + Financial 6-2100 + Chicage 2, III. 


| 
SALES 
REPRESENTATIVE | 


Large direct mail advertising house 
desires to place a high-calibre rep- 
resentative in the Chicago market. 
Established territory. Applicant's 
background should include varied 
experience in direct mail advertis- 
ing, food merchandising and selling 
to executive personnel. Contacts to 
be made principally to industry 
concerned with food and drug prod- 
ucts. Earning potential in excess of |) 
$10,000.00 per year. Liberal draw- 


ology of experience, 
Principal of this firm will interview 
in Chicago week of October 19. 


Box 656 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


ing plus commission. Furnish chron- |, 
references. || 


SALES 
OPPORTUNITY 
Fastest growing magazine in 
chain store distributed field 
will add man to Chicago Sales 
Staff. Should be matured by 
experience in media selling, 
have a good record in per- 
sonal conduct and sales re- 
sults, be able to create effec- 
tive selling approach and be 
interested in an active selling 
job that holds promise of a 
worthwhile future based on 
personal effort and result. 

Write in confidence to 
Box 663 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


Assistant media director to re-locate with 
international agency. Specialized in for- 
eign media, Latin American affairs and 
languages. Write Box 5990, ADVERTIS- 
al AGE, 200 E. Illinois St., Chicago 11, 
ADV. MGR. OR ASST. - 6 yrs. exp. top 
client, 4-A agency. Creative copy. Know 
mdsg., prod., sales prom., nat'l media, 29, 
NY area. 
Box 5991, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


ADVERTISING - PROMOTION MGR. 
|$ yrs. soft goods adv. megr., ass’t. s.rn., 
| sales promotion, publicity; 5 yrs. radio, 
bus. paper promotion. Age 39; energetic 
self-starter; effective speaker. 

Box 5984, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


FARM FIELD AD EXECUTIVE 
| Young, adv. degree, 8 yrs. solid office 
& field exp. in media, 
| promotion, copy. p.o.p., etc. Now AM & 
| SPM, feed. Sales background. Write! 
| Box 5982, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

COPY - CONTACT 

exp.—l yr. with mfr., 4 yrs. 
| agency. Extensive major appliance back- 
| ground also hardware, furniture, 
| others. Present position offers limited 
| future. 
| Box 5979, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
| Executive - sales, advertising, merchan- 
| dising—business engineering and manage- 
| ment experience; industrial and consumer 
| markets. Age 53. Box 5975, ADVERTIS- 
| ING AGE, 200 E. Illinois St., Chicago 11, 
Ill. 


5 yrs. 


| BUSINESS OPPORTUNITIES 
|New established (C.C. A. 50,000 
trade mag. Can use add'l capital 
| brains for more rapid expansion. 
Box 5978, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 
MISCELLANEOUS 
| CANADA'S BEST MAILING LIST 
200,000 live names on Elliott stencils 
Call your list broker - TO-DAY 
or Tobe’s - Niagara on the Lake, Canada 


cire. 


' 
and 


salary overnight. 


experience, bursting the limitations of 


earning $5,000, $5500, or even $6000. 


If he is sensible, he knows he doesn't 


manufacturers. ARE YOU ONE? 


All phones: CE 6-5353 


“Our 43rd Year” 
THE $5000 to $10,000 BRIDGE 


There is no springboard which catapults a young copywriter to a five figure 
Agencies and manufacturers have $50-100 a week juniors. 
The availability of $10,000 and up skilled writers is always heavy. 


Today's need is the young trained copywriter with two to five years agency 


accounts or overmanning, limits his immediate financial growth. Today, he is 


opportunity to progress toward it and is willing to start at $6500—or $7000—or 
even $7500. We need many able copywriters in this class with agencies and 


GLADER CORPORATION 


“The Agency's Agency" 
A Bonded Personne! Service 
Stanley D. Koch, Director Advertising Division 
110 S. Dearborn St. 


his present position which thru loss of 


justify $10,000—but rather needs the 


Chicago 3, Il. 


1 to 100 

TYPISTS — STENOS 
> SURVEY WORKERS 
AVAILABLE TODAY 


If you need 7. tenos or surve 
workers for our a day, aw 

or longer, call Ma: ower, Inc. Use 
> our employees in y: -r office or ours. 


|@ We operate on aq ck call basis at 
|@ low hourly rates. ‘anpower, Inc., 
|e the nation’s largest ‘emporary help 
|$ service, operates in ‘oston, icago, 
3 Cleveland, Cincinn: . Detroit, Mil- 
|$ waukee, Minneapc :, New York, 

> Philadelphia, Pitt Seattle, 


| sf 
'@ San Francisco afillated cities 
coast to coast. 


> Call your neares* 


anc 


tanpower, Inc. 


office today or ‘ te Manpower, 
Inc., 330 W. Kilbou Ave., Milwau- 
kee 3, Wis., for ful’ etails. 


merchandising, | 


| 
| 


| 
| 
| 
| 
| 
} 


| 
| 


‘Hablemos’ Adds Newspaper 


Hablemos Del Hogar Y De La 
Moda, Latin American newspaper 
supplement, beginning Jan. 3 will 
appear every Sunday in El Com- 
ercio of Quito, Ecuador, marking 
the 14th newspaper and the ninth 
country in which the supplement 
|is distributed. 


Johnson to Watt Publishing 


Burton H. Johnson, formerly 
with Putman Publishing Co., Chi- 
cago, has joined Watt Publishing 
Co., Mount Morris, Ill., as adver- 
tising manager of Hatchery & Feed. 


Telex Appoints Carlson 


Carroll A. Carlson, formerly as- 
sociated with Maico Co., Minne- 


han years. He must|apolis, has been appointed sales 


promotion manager of Telex Inc., 
St. Paul hearing aid manufacturer. 


ADVERTISING SALESMEN 
NEW YORK «+ CHICAGO «+ PHILLY 


of PLASTICHROMER 
reproductions now expanding 


Manufacturer 
color 


natural 
sales 


force. Experienced men looking for future 

with growing firm, specializing in post cards 

and increasing line of allied items. 
Colourpicture Pub's, Inc. 300 Newbury St. 
Boston, Massachusetts 


Assistant Account Executive 
Advertising Agency 


This may sound like a big order but 
it is a big opportunity for the right 
man with a major Cleveland agency. 
Preferably in his early thirties, he 
must be sufficiently rounded in 
agency-type experience to carry his 
load immediately in a group contact- 
ing and preparing advertising for 
a number of national consumer 
goods advertisers. His first interest 
and proved ability must be in writ- 
ing copy for all consumer media. 
But he must also like and under- 
stand the importance of trade ad- 
vertising an the preparation of 
merchandising helps of all kinds. 
He not only has the ability to con- 
tact clients on his own, but enjoys 
ay By And, as a self-starter, he 
has the judgment to follow through 
on assignments, from the client or 
his agency group head, with a mini- 
mum of supervision. If you think 
you measure up, we believe we offer 
you a future for growth that is 
seldom available—with above aver- 
age income and an exceptional se- 
curity program. Send résumé, with 
salary requirement (no samples 
now): 
Box 662 ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


Advertising Age, 


Walter Lowen 


PLACEMENT AGENCY 


Headquarters cine 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Executives @ Copy @ Art @ Office 
Public Relations 
Please write briefly outlining your 


specific experience or personnel needs. 
420 LEXINGTON AVENUE 
NEW YORK 17,.N. Y. 
MU 9-2630 


Available... 


ADVERTISING and SALES 
PROMOTION MANAGER 


Consumer goods experience, na- 
tional, regional, local levels. Hard 
and soft lines, package goods, 
beverage. Manufacturer, whole- 
sale, retail, mail order. Handled 
agency relations, has agency expe- 
rience. Knows all media. Planned, 
supervised 7-figure budget. Knows 
merchandising, including food 
chains. Planned, built, bought 
point of sale, films, booklets, 
brochures. 


Effective platform presence. Prov- 
en record stimulating distributors, 
dealers, salesmen. Formulated 
sales training, sales meetings, sell- 
ing tools. Self-starter, analytical. 
Promotion minded, creative 
ability. 


Excellent administrator, cooper- 
ative. Combines strong drive and 
organizational ability with high 
degree of adaptability and mental 
maturity. Promotable. Strong 
management bent. Age 39. Uni- 
versity, Business Admin. Salary 
requirement $15,000-$20,000. 


Box 661 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


eee 


October 19, 1953 


Last Exposition 
Held in Grand 
Central Palace 


NEw York, Oct. 13—It’s finally 
going to happen. The last of the 
|great expositions to be held in 
‘Grand Central Palace will take 
place next week—the National 
| Business Show, scheduled for Oct. 
19-24. 
| After that the show floors of the 
| building will be converted into of- 
fices for the Bureau of Internal 
Revenue, and the old Palace as an 
exposition and trade show site will 
disappear from the New York 
scene after 42 years. 

Negotiations started last winter 
between Park Lexington Co., own- 
er of the Palace, and the General 
Services Administration for turn- 
ing over the structure to the fed- 
eral government (AA, Jan. 19). 
The Palace has been one of the 
most active exhibition halls in the 
country since 1911. On Nov. 1 the 
revenue bureau, whose offices are 
now scattered throughout the five 
boroughs, will take over the Palace 
on a long-term lease. 


@ Last winter, protests by New 
York business leaders, hotel men 
and merchants caused the federal 
government to hesitate about sign- 
ing the lease for the Palace, and 
for a time it seemed that the deal 
would fall through (AA, March 2). 
But the contract was finally made, 
and hereafter exhibitions and 
trade shows, which used to be held 
regularly in the Palace, will have 
to be held elsewhere. 

National Business Show, faced 
with the problem of finding an- 
other site for 1954, gave serious 
consideration to other cities. Phila- 


delphia, Chicago, Atlantic City, 
Los Angeles and San Francisco 
bid for the show, according to 


Rudolph Lang, managing director. 
“A survey among leaders in the 
office equipment industry,” Mr. 
Lang says, “showed that 96% 
wanted the show to remain in mid- 
town New York.” 
| 
@ So the 1954 National Business 
Show will be held in two armories 
in midtown New York—the 7lst 
Regiment Armory at Park Ave. 
and 34th St., and the 69th Regi- 
ment Armory, Lexington Ave. and 
| 26th St. By using two armories 
}mext year, Mr. Lang says, it is 
hoped that the management will 
be able to fill a larger number of 
|requests for exhibit space than it 
'has been able to do in the past. 
Another local site, the Kings- 
bridge Armory, in the Bronx, has 
| been leased for exhibitions by the 
New York Convention & Visitors 
Bureau, a_ private’ organization 
supported by hotels, restaurants 
and merchants, and headed by 
Bernard F. Gimbel, head of Gim- 
bel Bros. department store. This 
building has 180,000 sq. ft. of floor 
space (about 5,000 more than the 
Palace), all on one floor. The first 
big show to move in will be the 
, National Hotel Exposition in No- 
vember. Another will be the show 
of the Institute of Radio Engi- 
neers in March, °54. 


Storm Appoints Two to Statf 


Elmer E. Foote, formerly pro- 
duction manager of Wm. Spitz & 
Co., Syracuse, has been named pro- 
duction manager of Storm Adver- 
tising Co., Rochester. Marian G. 
Simpson has been named assistant 
to the director of radio and tele- 
vision. 


Lamb Promotes Karl Nelson 
Kar! Nelson, national sales man- 
ager for the various Edward Lamb 
radio and television properties 
since Jan. 1, 1953, has been pro- 
moted to commercial manager of 
WICU, Erie, Pa., tv outlet. 
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Editorial vitality of a business 


publication is fundamental to its circulation growth. 


Thus, a comparison of circulation 
gains reflects the difference of editorial vitality 


among publications. 


With action speaking louder than 
words—Advertising Age’s steady 6-year gain 
totalling 8,195 against a gain of 3,227 for the second 
paper, speaks for itself. (See Chart) 


However, this numerical superiority 
is of secondary importance to Ad Age’s 
leadership in readership among the important people 


in places that are most important to you. 


Advertising Age 
impontant to important people 


200 E. ILLINOIS ST. »* CHICAGO 11, ILL. 


ABC Circulation 
Gains Record 


Average total paid circulation, 


ABC publisher’s statements 


6/30/47 through 6/30/53. 
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in America’s hospitals. ‘Postwar construc- 
_ tion of $3.8 billion still leaves a deficit of 
~ 850,000 hospital beds to be met in the next. 
“five to ten years. The compact, easy to — 
reach, easy to sell hospital market buys 
3,500 ‘operational and maintenance items - 
in big business volume. Construction, cur- 
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Lorillard’s Gruber Sees ‘No End’ to 


Aye, October 19, 1953 


‘Expansion for the Cigaret Industry 


New Or.EANS, Oct. 13—The ex-| said, 


panding and changing cigaret 
market shows “no sign of any- 
thing like saturation,” and is big 
enough to absorb any meritorious 
new brand “without violent in- 
jury” to established cigarets. 
This prediction was made here 
last weekend by Lewis Gruber, 


rently $750 million annually, means foe 
_ tremendous hospital market for quality 


CHICAGO 


Not only is the cigaret market 
mH % undergoing big changes, Mr. 
Hol Gruber said, but public taste is 

0) also changing. 
Wp While standard-size brands still | 


919 N. MICHIGAN AVE. 
11, FLLINOUS 


v.p. and sales director of P. Loril- 
lard Co. (Old Golds and Kents), 


the National Assn. of Tobacco Dis- 
tributors. 


dominate the market, he said, | 
sales of king-size cigarets zoomed 
up to an estimated 77 billion ciga- 


The proud papa is B. F. Michtom, Chairman of Ideal Toy Corporation, but... 


more dolls!’ We } 
Air Express again 

“Stores need ma 
Jr. Forest Ranger 
materials. Air Exp 

‘Nobedy needs 
able. Yet we pay n 
Air Express rates a 

It pays to expres 
of Railway Expres 


They're all celebrities except the happy “father! He's B. F. 
Michtom, who built a $25,000,000 business promoting “char- 
acter” dolls inspired by famous personalities. He's holding 
Saucy Walker and Harriet Hubbard Ayer. The others are 
Mary Hartline, the Toni Doll, Shirley Temple, and Smokey 
Bear, protégé of the U. S. Forest Service. 

“Real-life stars create plenty of excitement when they appear 
at famous stores,”’ says B. F. Michtom. "But to cash in, we have 
to get the dolls on the counter 07 time. We call Air Express. 
Frantic telegrams come in: ‘Sold out. 1,000 kids in store. Send 


___. & AirExpress 


GeTs THERE FIRST via UU’ 


Do you recognize his famous family? 


ep both kids and stores happy — we call 


ads. They run out of autographed photos, 
ipplication cards and similar promotion 


ess fills the gap fast. 


\ir Express more than we. It’s indispens- 
premium for this superior service. In fact, 
: lowest of all on most of our shipments. 
yourself clearly. Say Air Express! Division 
Agency. 


Xx 


Scheduled Airlines 


at a southern regional meeting of | 


rets a year in 1952. Last year, he) 


that figure represented. al- 
most 20% of the total volume. 


s “Filter-tip brands also have en- 
joyed sensational growth in the 
last couple of years,’ Mr. Gruber 
pointed out. “More people are 
smoking filter-tips every day, but 
we mustn’t forget that last year 
the 5 billion filter-tips sold were 
less than 2% of the total volume.” 
Mr. Gruber attributed much of 
the growth in cigaret smoking to 
,the development of modern adver- 
tising, merchandising and_ sales 
_methods. 
| “We have come a long way since 
\those days before World War I,” 
he said, “when you couldn't sell 
a pack of cigarets without a pre- 
mium coupon, when tobacco com- 
|panies—long before the radio and 
television giveaway shows of to- 
day—were giving away shoelaces, 
|garters, silk stockings, lamps, and 
‘hand-cranked washing machines. 
One company even sold a pack of 
ten cigarets for 35¢ with a minia- 
ture volume of Shakespeare at- 
tached to each pack. The big com- 
|; panies kept men travelling abroad 
/to pick up better and newer novel- 
ty premiums. 


|@ “Today,” Mr. Gruber said, “we 
have moved from premiums to 
straight merchandising, brand 
promotion and_ display—backed 
up, of course, by advertising in all 
‘its modern forms .. . 
| “Distributors as well as retailers 
jare getting the benefit of tre- 
mendously increased advertising 
| budgets, on new brands as well as 
| old. 
| “Not only have advertising ex- 
-penditures doubled and _ tripled 
since 1942 on the leading brands,” 
Mr. Gruber said, “but no manu- 
|facturer who puts a new brand on 
|the market today, and really ex- 
/pects to make an impression, will 
do so without advertising heavily. 
'As some anonymous wit once re- 
marked, ‘When business is good, 
it pays to advertise; when business 
is bad, you’ve got to advertise.’ ”’ 
| 
's Each new brand introduced, he 
told the wholesalers, promises 
‘added sales and added profits to 
them and their main customers— 
the independent retailers, 1,300,- 
000 of whom handle cigarets. 
These brands, he said, represent 
sales that total hundreds of mil- 
lions of packs. Because the mass 
cigaret  outlets—supermarkets, 
food chains and vending machines 
—which buy direct from manufac- 
turers, handle only the half-dozen 
or so best-selling brands, all of 
this business goes to the inde- 
pendent retailer. 

There is no prospect, Mr. Gruber 
said, of a return to the situation of 
the late 1920s and early ’30s when 
“three brands dominated the mar- 
ket.” 

Today, he said, there are a dozen 
brands with a volume of more 
ithan 400,000,000 packs a year, as 
against seven brands with that 

volume three years ago. 

With total domestic sales more 
|than tripled in the last 20 years, 
up from an estimated 112 billion 
cigarets in 1933 to 397 billion in 
1952, “there is no end in sight” to 
the industry’s expansion, Mr. 
Gruber said. 


s The cigaret industry, he said, is 
flexible and depression-proof, and 
one of the relatively few which 
can look ahead with assurance 
that 10 or 20 years from now its 
products still will be sold and, to 
judge by the past, in larger quan- 
tities than ever. 

The average tobacco distributor, 
Mr. Gruber said, is not getting his 
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FOR LINEN TRUCKS—Members of the Linen Supply Assn. of America will have 
this four-color poster on their trucks all during November. Similar posters, boosting 
bond drives, the American Red Cross and other public interest campaigns, are seen 
on approximately 2,000 of the association members’ trucks throughout the year. 


ee 


full share of the increased cigaret ,KF] Promotes Hamilton 
business. He urged greater efforts | Charles E. Hamilton, supervisor 
in promoting and developing the! of sales and programming of KFI, 
sale of new brands in independent Los Angeles, has been promoted 
retail outlets, teaching and help-|t© assistant to the president. 


Since the June day when you were solemnly 
_handed.a diploma, there have been a lot of — 
_ changes in America’s schools. You ought to A 

- know about them. They mean a gigantic — 
market for a wide range of products—— 


— building and maintenance products and all 
im} — the new tools of education. In public schools _ 


/ the next few years will see millions of pupils — 
™~ more than present-enrollment —a $17.6 bil- | 


0 
g ! two markets—public schools and higher 


eR her ae ; 919 N. MICHIGAN AVE, 
, CHICAGO 11, ILLINOIS 


lion need for new facilities. Colleges, now _ 
_ over the two million mark, will double en- 
- rollment in a decade, need $5 billion in new _ ¢ 

_ facilities. Let us tell you about education 

_ education. Ask for ‘'Education’s Two M ay eee 
_ kets’’, a booklet of facts about America’s 4 


ing independent retailers to take 
full advantage of the latest mer-/| 
chandising and promotion methods | 
to stimulate impulse buying, and | 
more effort on the part of dis-| 
tributors to get the business of the | 
chains, supermarkets and other di- | 
rect buyers. He cited several in- 
stances of distributors who have 
offered chains “better, quicke 
and more economical cigaret dis- 
tribution than they can get by | 
purchasing direct from the manu- | 
facturer.” 


| 


‘Hit Parade’ Airs 


the ‘Dragnet’ Tune 


New York, Oct. 13—Lucky 
Strike is due an apology from a lot 
of people, who figured in advance 
that the hot tune, “Dragnet,” 
would never get an airing on the 
“Hit Parade” (NBC-TV). 

They were so wrong. The tune, 
which got its start as the theme 
for Chesterfield’s high-rating po- 
lice drama, has just come into the 
lucky seven as tabulated by the 
American Tobacco-Crosley tele- 
cast. Last Saturday night it was 
on the “Hit Parade” in the No. 7 
spot. 

The number was a strictly in- 
strumental one, with a dance rou- 
tine built around a frustration 
theme and will have nothing to do 
with policemen. 

“We never considered ‘Dragnet’ 
any problem,” a Batten, Barton, 
Durstine & Osborn man said when 
AA queried him about the song’s 
chances on “Hit Parade.” “Fact is, 
we’ve been anxious for it to come 
up because people were always) 
asking us why we didn’t put it) 
on.” | 


Taylor Sets Holiday Contest | 

W. A. Taylor & Co., New York, | 
a subsidiary of Hiram Walker Inc., | 
in a four-color spread in the Nov. | 
28 issue of The New Yorker and | 
the Nov. 80 issue of Time will an- | 
nounce a “Happy Holiday” con- 
test, designed to promote early 
buying of holiday liquor. Featured | 
in the ads will be a cartoon de- 
picting last-minute holiday buying 
in a liquor store. A total of 300 | 
prizes will be given for the best) 
captions urging early buyirsg. Ads 
will contain rules and emtry blank. 
No labels or bottle tops are re- 
quired. Charles W. Hoyt Co., New 
York, is the agency. 


G. P. Gundlach Names Clark ALBANY 


Charles E. Clark, formerly with CORVALLIS 
Herschel Condon Ice Cream Co., r 
Cincinnati, has joined G. P. Gund- ? 
lach & Co., Cincinnati, as an ac- 
count executive in the Kansas City, 
Mo., area. 


EUGENE J 


Appoints Aitkin-Kynett 

Heli-Coil Corp., Danbury, Conn., CBS 
maker of stainless steel screw 
thread inserts, has appointed Ajit- 
kin-Kynett Co., Philadelphia, to 
handle its advertising. 


TELEVISION 


WAIT NO MORE. Now you can hit the rich, 
able-to-buy Northwest market with the increased 
coverage and assured picture quality you should 
expect. KOIN-TV’S 56,000 watts ERP (100,000 
soon) and 1114-foot antenna height above average 
terrain (1536 feet soon), is reaching thousands of 
homes in Oregon and Southern Washington which 
cannot receive good service from any other station. 


REACHING A BIGGER MARKET 


A market ripe and ready for television’s impact. 
Per capita retail sales are more than double* the 
national per capita retail sales average. Over a 
million and a quarter people are in the effective 
signal area. 


150,000 SETS—INCREASING RAPIDLY 
All TV sets in the area are VHF receivers with 
UHF devices added or built-in. KOIN-TV’s top 
CBS Television Network shows plus selected ABC 
Network and local programs are capturing audi- 
ences everywhere. Set sales are sky-rocketing. It’s a 
bustling, ready-to-tap market! 


*208°, Based on 1952-53 Consumer Markets. 


@ cnenauts 


om WASH. , 
@ VANCOUVER 


PORTLAND 


HOOD RIVER = tHe wic. 


orcon crx OREGON 


FOLKS KNOW KOIN 


For 28 years radio station KOIN has offered the 
people of this region the tops in local, national, and 
public service programs. KOIN is known and re- 
spected as a fellow citizen. This reputation is 
reflecting itself in a tremendous popularity and 
public acceptance. 

Write, phone, or wire for complete information 
and availabilities. 


Avery Knodel, Inc., National Representatives 
New York, Chicago, Los Angeles, San Francisco, Atlanta, Dallas 
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sales promotion division. 

Mr. Abrahams told the Wilkes- 
Barre Advertising Club last week 
that department stores are ex- 
pected to spend about the same) nual 
amount of money on holiday ad- 
vertising this year as they did last riod. 
year but cited several trends in. 


Department Stores Expect Good Christmas 
Selling Season, NRDGA’s Abrahams Says 


WILKES-BarrE, Pa., Oct. 13—De- retail advertising noted by his) sult in slight 
partment stores are looking for-| division. 
ward to a good Christmas selling | 
according to Howard P. 


manager of the Na- 


(on newspaper 
by department 
“will equal th: 
the period. Hoy 


some cases, be 


Although he could not give an|/in newspaper ; 
estimate of the total amount of 
money spent by department stores | will hold its ov 


“Radio adve) 


Dry Goods Assn.’s for advertising, Mr. Abrahams told | said, “but ther 


AA that 25% of department store! nite trend awa 
business is done in November and| shows in favor 
December and that the average} been particula 
store spends about 22% of its an-| which have sec 
advertising 
during the Christmas buying pe-|store events. I 


that many store 
“The amount of money spent} use spot satura’. 


appropriation | saturation cam 


# “On the othe: 


pecity COPY-CHANGER Frames 


==" for point-of-sale material or advertising messages. “+ 4 
Easel or Wall hanger styles. Made of steel in ony 


color Baked Enamel or Laquer. 
Also adaptable to trucks and taxicabs. 


THE YARDER MANUFACTURING CO. 
816 PHILLIPS AVE., 


TOLEDO 12, OHIO 


ty has worn oft. 


cult to get good 
cause national! 


aigns for specific | 


augurate their Christmas season. | 


rahams said, “television, the glam- 
or girl of adver 
she used to be. Much of the novel- | 


ticular have found that it is diffi-| 
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ivertising space | 
tores,” he said, 
of last year for 
‘er, this will re- 
less linage, in| 
ise of increases | 
ice rates. 
ing by retailers | 
’ Mr. Abrahams 
has been a defi-| 
from retail radio | 
f spots. This has | 
true of stores | 
fit to create spot) 
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A True Sportsman 


knows his limit... Anywhere ! 


teens mete ah nm cme ame Mee Sti bone teed 
nang tame monte . er 


is quite possible | 
s this year will od 
m methods to in-| —) 


Tue Hovse oF Stacram 


Yes Deen 2) tert ool Mk no! Me he an ve 
nog Renee. eta hans ogee ee A 


hand,” Mr. Ab- Heed 


tising, isn’t what | CLOSED SEASON—This Seagram moderation spread, appearing in November issues 

of Field & Stream, Outdoor Life and Sports Afield, stresses conservation and modera- 

tion. The latter is said to mean “no drinking as long as there are shells in the guns.” 

This is Seagram’s sixth annual moderation ad which was handled by Warwick & 
Legler. 


Retailers in par- 


TV air time be-| 


advertisers have 


sewed it up. Stores have found television programming and time|costs excessive. 


“There appear to be only two 


400 lines of products! 


...many not having separate advertising campaigns... 


but advertising is made 
to help sell them all 


‘th 400 lines of Johns-Manville 
products are sold in more than 65 
separate fields, with many differ- 
ent competitors in most of them. 


But since Johns-Manville cannot 
justify devoting its entire effort to 
any one sales field, or give adver- 
tising support to every line, its 
program of mass education must do 
double duty. 


Each advertisement not only sells 
a specific product but also features 
it as being made by Johns-Manville. 


And the mass exposure of this name 
in general publications, radio and 


television, and in over 250 trade 
and technical publications helps 
build a cumulative acceptance for all 
J-M products in all J-M lines. 


Result? Buyers well-served by 
any one product made by Johns- 
Manville are favorably predisposed 
to buy others by the same maker 


This favorable experience with 
one product also helps to creat 
public acceptance for any new prod 


J. WALTER TH< 
420 Lexington Aver 


New York City, Chicago, Detroit, San Fr 
Montreal, Toronto, Mexico City, Bueno: 
Santiago (Chile), London, Paris, Ant 
Elizabeth, Cape Town, Durban, Bomb 


ways in which department stores 
‘are moving into TV,” he told the 
‘local ad group. “One is through 
spots, using the hard-sell tech- 
nique. This has brought results 
| when spots were used to sell mer- 
|chandise or services which can be 
clearly demonstrated. 


_@ “Then there is the shopping 
show. This is a straight merchan- 
'dise presentation and makes no 
‘attempt to compete with the high 
cost entertainment used by na- 
tional advertisers. These  pro- 
grams are usually emceed by a 
young housewife who shows and 
demonstrates merchandise from 
‘the store.” 

On the subject of direct mail, 
Mr. Abrahams noted that “the 
need to push out into new markets 
has inspired many stores to in- 
crease their activity in direct mail 
through the use of catalogs. Last 
year saw an alltime high in mail 
‘order Christmas books as used by 
'department stores. Buying offices 
|syndicated catalogs to their stores 
clients at low cost. This trend con- 
tinues for Christmas, 1953, and 
many stores are adding mail order 
pieces for other retail selling sea- 
sons. 

“Many stores are considering 
the use of supplements in their 
newspapers instead of privately 
printed and mailed catalogs. Ad- 
vertising managers, in many in- 
stances, feel that the added circu- 
lation of their newspaper, as 
against their own lists or bought 
lists, gives them better coverage 
of their market.” 


es Mr. Abrahams said that a pre- 
| holiday survey by his department 
indicates there will be more 
straight institutional advertise- 
ments this year. 

“But most stores,” he said, ‘‘will 
continue to stress item advertis- 
|ing because they believe this is the 
‘best way to serve their customers 
‘who are looking for gifts. Of 
'course,” he added, “there will be 
a heavy coating of institutional 
‘flavor running through most of 
the item advertising. The idea of 
selling a theme for a store’s cam- 


uct our client wishes to introduce. 


Here, then, is mass education that 
matches the efficiency and economy 


of mass production methods in the 
Johns-Manville plants ... permitting 
more people to benefit from beiter 
products at lower cost. 

Can mass education be used to 
build confidence in your name and 
your product, too? We would be 
glad to talk with you about it. Just 
eall or write: 


MPSON COMPANY 


paign so that all of it ‘sings the 
same song’ is becoming increas- 
ingly popular. 

“In many cities,” Mr. Abrahams 
said, “general Christmas adver- 
tising will break in the second 
week in November. There is a 
tendency to open the shopping- 
selling season earlier to decrease 
the selling pressure on stores and 
try to reach for more volume.” 


WIJAR-TV Raises Rates 


WJAR-TV, Providence, has 
raised its national rates. Hourly 


e, New York 17, N. Y. 


cisco, Los Angeles, Washington, D.C., Miami, 
\ires, Montevideo, Rio de Janeiro, Sao Paulo, 
rp, Frankfurt, Milan, Johannesburg, Port 
, Calcutta, New Delhi, Sydney, Melbourne 


rates have gone from $850 to $1,- 
000 for Class A time. New rates 
for 8-second spots from Class D 
to Class A time range from $25 to 
$80, and for one minute or 20- 
‘second spots, from $50 to $160. 


‘I 
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‘Life’ Incurs Wrath 
of ‘Father’ Divine; | 


Every Other Home Has TV; 
NBC Counts 25,233,000 Sets 


More than 55% of all the homes 
H Cc Il f B in this country now a —— 
'sion receivers, according to the 
e Valls tor boy cott |latest estimate released by Hugh 
PHILADELPHIA, Oct. 14—Life has M. Beville Jr., director of research 
brought down the wrath of Father 294 planning for National Broad- 
Divine. casting Co., New York. Mr. Beville 
The R M — ne puts the total number of sets in 
e Rev. M. J. “Father” Divine the U. S. at 25,233,000 as of Sept. 

last week called upon his follow-) 1, 
ers to boycott Life because of al- As of this same date, NBC-TV 
leged “bigotry, injustice and con- numbered 116 stations, 86 of them 
tempt” in the Sept. 28 picture interconnected. The company’s 
spread on the dedication of an es-| live” network covers 24,583,000 


i : ts, or 97.4% of the country’s 
tate in Woodmont, Pa., on Phila-|>°)5) To y 
delphia’s Main Line. |total, Mr. Beville reported. 


The church leader set the ex- Emerson Adds Subsidiary 
ample for his group by declaring,| Emerson Radio & Phonograph 
i. am withdrawing my subscrip- | Corp., New York, has acquired a 
tion through all of the churches majority interest in Quiet Heet 
and connections and will not read| Mfg. Corp., Newark maker of air 
the Life magazine until further conditioners and oil burners. The 
notice.” latter company, which was or- 

According to Father Divine, ead ho hecPaeag pence agement to 
Life story mentioned that the es- | oeent ad ny Pa es pe nen om al 
tate was a gift to him from John Quiet Heet also will produce room 
DeVoute, president of the Palace and house air conditioners to be 
Mission Inc., New York. marketed under the Emerson 

name. 


} 


s “It is well known that I do not 


‘High Earnings Push 
Maryland Bank to 
Start Ad Campaign 


WASHINGTON, Oct. 14—A prosper- 
ous bank in Washington's nearby 
Maryland suburbs is telling its 
stockholders, 
that it has reached the tax bracket 
where it pays to advertise. 

In announcing its regular quar- 
terly dividend of 30¢, Suburban) 
Trust Co. explained that it hit! 
the excess profits bracket in mid- 


‘August, “so that for the last four 


and one half months of this year | 
we can retain 18¢ out of every dol-| 
lar we earn, the other 82¢ going to. 
the government.” 

“The tax situation justifies an 
expanded publicity program,” 
Howard Duckett, board chairman, 
and Fred Lutes, president, wrote 
the stockholders. “Expect to see us 
frequently in newspapers, on bill- 
boards and in television for some 
months to come. We have a Uni- 
versity of Maryland football pro- 


in sO many words, | 


\gram on WMAL-TV at 8 p.m., Doremus & Co. Names Duffy 


Mondays, that we hope you will | Robert J. Duffy, formerly finan- 
see and enjoy.” _ |cial news reporter with the New 
On Sept. 30, the bank's deposits | York Journal of Commerce, has 
were up 11.8% above a year ago. joined the New York staff of Dor- 
With deposits totaling $71,324,722, emus & Co. 
loans stood at $34,940,191. 
Stephenson to Freiberger Co. 
Stanton Joins J]. M. Mathes _ Elwin Stephenson, formerly as- 
John P. Stanton, formerly as-|sociated with Scripps-Howard 
sistant sales promotion manager of | sales and promotion in Denver, has 
Pepsi-Cola Co., has joined J. M. been named an account executive 
Mathes Inc., New York, as associ- | of Curt Freiberger & Co., Denver 


ate merchandising manager. | agency. 


“SURROUND” YOUR 
CLIENT’S PROSPECT... 
PLUMBING AND HEATING BUSINESS 
WILL HELP YOU DO IT! 


Ask for our 5 “extra” marketing services 
that gives your client's trade campaign 
extra mileage. 


Total—-27,278 ...23,218 are t ted 
CIRCULATION plumbing and heating cauiuneiane. 


PLUMBING AND HEATING BUSINESS 


Grand Central Terminal Building, New York 17, N. Y. 


receive gifts, presents and I do not 
and have never received a salary,” 
he declared in a letter to Henry R. 
Luce, Life editor-in-chief, re-| 
printed in the Oct. 3 issue of The 
New Day, newspaper of the sect. 

(Although Father Divine didn’t 
mention it in his statement, the 
Life article dwelt on a visit to the 
dedication ceremony by Prophet 
Jones, head of the church of Uni- 
versal Triumph, Dominion of God 
Inc., of Detroit.) 

Father Divine’s letter stated 
that the estate was purchased by 
the board of trustees of the Palace 
Mission Church and was presented 
for his own use. His needs, he 
added, are voluntarily supplied to 
him and Mother Divine and this 
was one of the things the board 
of trustees is doing for him. 

The church leader also asserted 
that Life erred in referring to 
homes and estates of his group as 
“heavens.” He charged that this 
was wilfully misleading and was 
used for the purpose of creating 
ridicule 


Illustereo Co. Created 


The three-dimensional Illustereo | 
process, used recently in creating 
3-D comics books, has been as- 
signed by American Sterographic 
Corp., New York, to Leonard 
Maurer, formerly director and 
secretary-treasurer of the corpora- | 
tion. Mr. Maurer will form Illus- | 
tereo Co., to be located at 22 E. | 
60th St., New York, to design and 
produce artwork with this process 
directly for advertising agencies 
and manufacturers. The process 
enables any form of line or con- 
tinuous-tone artwork to be origi- 
nally drawn for or converted into 
a pair of stereo plates for printing 
and viewing through red-and- 
green glasses in 3-D. 


South District AFA Elects 

Forbes McKay, president of 
Farm and Ranch-Southern Agri- 
culturist, has been elected govern- 
or of the Deep South District of the 
Advertising Federation of America. | 
Other officers elected are Arthur | 
E. Burdge, Coca-Cola Co., Atlan- 
ta, Ist It. governor: Larry Guerin, 
New Orleans, 2nd It. governor; 
Mrs. Doris Wheeler, Mobile, 3rd 
It. governor; Robert Lee, Nashville, 
secretary, and William Van Dyke, 
Memphis, treasurer. 


‘TV Guide’ Hits Denver 

TV Guide will be available in 
Denver effective with the Oct. 23 
issue. This edition is the 16th in 
the program magazine’s chain. The 
latest addition to the TV Guide 
chain will be operated as a fran- 
chise. 


‘VFW Magazine’ Hikes Rates 


V. F. W. Magazine, Kansas City, 
Mo., published by the Veterans of 
Foreign Wars of the U. S., with its. 
February, 1954, issue will increase | 
its rates. A b&w page will go from 
the current $2,200 to $2,300. 


Sunday 


ONE does it in Oklahoma — and that one is the 


lt takes THIS 


Magazine section of The Daily Oklahoman. 


It blankets a rich market that “national” supplements 
completely miss for no outside Sunday supplement covers 
as much as 2% of Oklahoma homes. 


It reaches more families than any other Sunday newspaper 
in the Southwest — even in Texas. More families than 
any Sunday paper in Houston, San Antonio, Dallas or Fort Worth. 


To sell Oklahoma, use the Sunday Magazine section of the 
BIGGEST SUNDAY NEWSPAPER in the Southwest! 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIM 


Published by The Oklahoma Publishing Company 
The Farmer-Stockman, WKY Radio & WKY-TV 
Represented by The Katz Agency 
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Thompson Buys Bell Sound 

Thompson Products Inc., Cleve- 
land maker of aircraft, automotive 
and electronic parts, has purchased 
Bell Sound Systems, Columbus, O. 
The subsidiary will be operated 
under the direction of William M. | 
Jones, manager of Thompson’s| [onpon, Oct. 
electronics division in Cleveland. tree weeles the 
Treen an pag capital $F ing industry has been swept up in 
lines, and expects to introduce new @ Tevival meeting fervor which 
products through Bell’s jobber or- has seen the birth of new plans to 
ganization. ‘fight its critics. 


British advertis- 
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' You are tnutted 


lo contact 
Americas Largest Producers 
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Print of Sele Signs Y Displayers 
| (INTERIOR TYPE) 


OHIO ADVERTISING 
DISPLAY COMPANY 
CINCINNATI 

OHIO 


WE SERVE LEADING 
MANUFACTURERS OF 
BRAND NAME PRODUCTS 
FROM COAST TO COAST 


Representatives in Principal Cities 


British Admen Fight Back at ‘ritics 
Aroused by Issue of Commerc al TV 


ne bad odor 
commercial 

with the in- 

come off the 

hard. 

fresh activity 


Dismayed by 
/which opponents 
television have le 
dustry, admen hav 
| floor fighting—anc 

The object in th 
is single: to save th good name of 
advertising. But the process 
‘commercial tv has received a big 
assist. At no time s nce the start of 
the controversy |} is commercial 
tv benefited from «0 much favor- 
able publicity. 

It came at an opportune time, 
since Parliament reconvenes 
shortly and will then make a final 
decision on the television dispute. 


| 
| 


® Highlight of a round of recent 
meetings was the annual Adver- 
'tising Clubs Conference held at 
Harrogate over the last weekend in 
September. 

Speaker after speaker rose to 
warn that public confidence in ad- 
vertising was at a dangerously 
low ebb. Agency director J.B. 
Nicholas delivered a “give ‘em 
hell” talk which was typical. He 
proposed: 

1. A change in the name of ad- 


“Elkins always claims that Miami Beach is 


to reach the executive market this time of the year! 


the best place 


oe 


REPRINTED FROM TIDE 


Elkins, You're So Right! We've the biggest concentration of key 
executives and investors in the country, and while they're relaxing 
on Florida's famous Gold Coast they're all regular Herald readers. 
That gives wide-awake advertisers a golden opportunity to use the 
Herald's blanket coverage to sell them all at one fell swoop—and 


at one low cost! See your SB&F man today. 


P.S. The Herald not only delivers a big, rich tourist readership, but also 
blankets 900 000 year ‘round residents in this billion dollar Gold Coast market ' 


JOHN S. KNIGHT, Publisher STORY, BROOKS & FINLEY, Notional Reps. 


Affilioted Stotions—* 2AM, WOAM-FM | 


55. 
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y CLUBACUSE LN 


FIRE FIGHTERS—The Advertising Council’s fire prevention campaign got a 

boost from Rootie Kazootie (left), and Tod Russell during the week of Oct. 12 when 

Sparky was a guest on the program. The ABC-TV show is sponsored by Gordon 
Baking Co., General Foods and A. Goodman & Sons. 


vertising agencies from “agent to advertising and asked: “What are 
practitioner.” He said: ‘‘We should | we going to do about it? The time 
drop the name altogether and es- has come when we must carry the 
tablish the title of advertising fight back. Our attitude has too 
practitioner as exclusively and} much of appeasement and apology 


clearly as the titles of solicitor, 
barrister, physician and surgeon 
are established” (AA, Aug. 24). 

2. The appointment of a public 
relations officer for advertising “to 
correct the antiquated and the ill- | 
found prejudices which still per- 
sist—mostly among ‘educated’ 
people for some reason.” | 

3. Establishment of a $150,000 | 
fund to advertise advertising. 

4. A university chair for adver- 
tising. 


@ Mr. Nicholas, managing director 
of Rumble, Crowther & Nicholas 
Ltd., even suggested turning the 
next Advertising Assn. conference 
into “a rally for our critics.’”’ He 
said: 

“Let’s get them in front of us. 


in it.” 


/8 A little toned down—but in the 


same vein—was a report from E. 
J. Robertson, Daily Express ad 
chief and president of the Adver- 
tising Assn. He told the confer- 
ence: 

“Never had advertising at- 
tracted so many detractors as it 
did today. The mere suggestion of 
sponsored television, for example, 
has aroused all the dormant hate 
of those who considered that ad- 
vertising people were vulgar and 
indecent and not qualified to live 
in a cultured society.” 

The delegates from the 34 Brit- 
ish advertising clubs reacted to 
these pinpricks with alacrity. They 
passed unanimously a resolution 


Why not invite 20 M.P.s, 20 City | urging each club to set up a public 


men (financial and industry), 20, relations committee to promote 
| leading churchmen, 20 dons (dis-| good will for advertising in its 


tinguished academicians), 20 head- | community. The resolution also 
masters, 20 editors, 20 trade union | called for “executive action on a 
leaders and let’s make a battle of | national scale” by the leading ad- 
it—a full-dress debate. Let’s give vertising associations. 
them an intensive two-day Course | Youth delegates sent to Harro- 
of instruction in what advertising gate under sponsorship of Time 
is really doing.” | presented their own _ resolution, 
Mr. Nicholas cited the “nagging | asking that “positive information” 
barrage of suspicion” directed at) be circulated to clubs so that they 


The finest automobile is fine to 
the last detail of finish. It’s the 
same with national advertising. 
The finest national advertise- 


ments express their quality 


through the subtle detail of fine 
photoengraving. We serve per- 
fectionists of quality. 


COLLINS, MILLER & HUTCHINGS, INC. 


207 NORTH MICHIGAN AVENUE, 
CHICAGO 1 
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can “educate the public in the part | 
which advertising plays in the 
economic and social life of the 
community.” 


s Much of this “pep talk” has 
been heard before, but there is 
every indication now that these 
high-minded resolutions will be 
translated into action. One hot ru- 
mor floating around London today 
is that plans are afoot to launch 
public service advertising similar 
to the kind conducted by the Ad- 
vertising Council in the United 
States. 

A few days before the Harrogate 
conference, the Incorporated In- 
stitute of Practitioners in Adver- 
tising (IIPA) held its annual din- 
ner here and the evening air was 
filled with sweet tributes to ad- 
vertising. 

The Lord Mayor of London 
thanked admen for help they gave 
in the recent British floods and 
said: “God bless the advertising 
worid.” 

Sir Christopher Chancellor, gen- 
eral manager of the big British 
news agency, Reuters, had some 
advice for the industry. He said: 
“Your only weakness is that you 
do not stand up quite enough for 
yourselves. It is always a tempta- 
tion to smile smugly at one’s de- 
tractors and say ‘I can take it.’ 

“If I had to offer any criticism 
of the Institute of Incorporated 
Practitioners in Advertising it 
would be that it does not suffi- 
ciently advertise itself.” 


® Timed for release at the dinner 
was a joint letter sent to the Post- 
master-General by the IIPA and 
the Incorporated Society of British 
Advertisers (ISBA). This letter 
set forth the more or less official 
views of the industry toward the 
tv fracas. Like most official pro- 
nouncements, it is a model of tact. 

First of all, the letter points out 
that the IIPA and ISBA “hold no 
mandate to press for television ad- 
vertising.”” And Herbert Oughton, 
president of the IIPA, told the din- 
ner the two societies do not intend 
to be “jockeyed into the position of 
advocating competitive television.” 
It was fear of such involvement, 
he explained, that made the two 
advertising groups appear so “re- 
ticent in leaping to the defense of 
advertising.” 


s What the letter does do is state 
the “principles on which we be- 
lieve competitive television should 
be established’—if Parliament 
gives an okay. The main point of 
these principles is that “station 
authorities should have the right 
to determine for themselves in 
exactly the same way as the own- 
ers of newspapers, magazines and 
cinemas what advertisements they 
will accept, how they will spread 
them through their programs and 
what price they will charge for 
advertisements at different times 
of the day.” 

Mr. Oughton said he hoped that 
publication of this letter—it was 
reported in all the papers—would 
put “an end to that thoroughly 
misleading word, ‘sponsored’.” 


s And indeed this is the paddle 
which all supporters of commer- 
cial tv have been whacking late- 
ly—with good effect. Meetings, 
press conferences and a mass rally 
were told: “No one here wants 
sponsored tv. That’s in America. 
In Britain, it’s a dead thing. We 
want commercial or competitive 
television where stations put on 
their own programs.” 

Lord Derby, president of the 
Popular Television Assn., com- 
plained to the press to stop making 
references to “sponsored tv.” 


KCRI-TV Appoints Murphy 


Shaun Murphy, formerly sales 
manager of WTVE-TV, Elmira, 
N. Y., has been named commercial 
manager for 
Rapids, Ia. 


KCRI-TV, Cedar 
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ers to complete the statement, 


Washington Dairy | 
Group Spurs Sales 


10 days for two persons in Hono- 
° ‘lulu, plus 500 portable General 
with Contest Cop Y 'Electric kitchen mixers and 50 

SEATTLE, Oct. 13—Washington | one-year supplies of butter. (Each 
state dairy farmers have scheduled one-year supply is 30 pounds.) 
their largest promotion as part of | Entries must be accompanied by 
the answer to surpluses of butter | the parchment wrapper from a 
and milk. | pound of butter. 

Early this month the Washing- 
ton State Dairy Products Commis-|s Ads are in all major dailies in 


sion launched a $10,000 contest for | the state on a once-a-week basis 


consumers, promoted throughout | through October. Initial ads are of | 


the state by newspaper advertis- | six columns and where available, 
ing. Later this month a separate | in two colors. The second color, of 
advertising promotion is to get} course, is a butter-yellow. 
under way to build consumer de-| These ads are followed by three- 
mand for milk. | columns by 15” b&w ads. 

The butter contest asks consum-| Burke Co. handles the account. 


“Butter is better because,” in 25. 
' words or less. The contest offers. 


Hudnut Sales, Curtiss Candy 
Sign FTC Ad Stipulations 


Hudnut Sales Co., New York, has 
signed a stipulation with the Fed- 
eral Trade Commission to cease. 
representing that two Hudnut hair 
preparations will prevent baldness. 
The products are Formula A-10 
for Men and Formula A-10 for 
Women. The stipulation states that 
the commission can find no evi- 
dence that adult baldness is caused 
by fungi diseases of the scalp, or | 
that the products accomplish the) 
represented results. 

Curtiss Candy Co., Chicago, has 
signed a stipulation with the com- 
mission agreeing to change ad 
copy relating to the sugar content 
of Butterfingers and Baby Ruth 
bars. Ads will cease representing 
that the bars contain greater quan- 
tities of dextrose than sucrose, or | 


| that dextrose supplies more energy 


than sucrose. 


‘Doug Johnson Leaves WAGE 


Doug Johnson, for the past two 
years general manager and v.p. of 
WAGE, Syracuse radio outlet, has 
severed his connection to devote 
full time to Doug Johnson Associ- 
ates, Syracuse public relations and 
publicity consultant, of which Mr. 
Johnson is president. 


. TELL AND SELL YOUR STORY 
“WITH GENUINE PHOTOGRAPHS 
8 x 10's Post Cards Tip-ons 


Miniatures—-Portfolios—Business Cards 


THE GROGAN PHOTO COMPANY 
127% N. Bahts St.. Danville, Hliaois 
CHICAGO OFFICE 3 


i i = 
122 S$. Michigan Ave, Phone WEbster 9 3219 


There’s no Puzzle about a 


SUPER SIGNAL | 


ae 
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MAXIMUM LEGAL POWER 
100 KW 


TOP RATED NBC AND 
LOCAL PROGRAMS 


DEPENDABLE DUAL 
ANTENNA AND 
AUTOMATIC 


LOW CHANNEL 4 


© RIGHT TRANSMITTER SITE. 


SUPER 


CHANNEL 


_ SIGNAL 


@ TOP RATED NBC and Local Programs. 
KRON-TV leads consistently. 


@ GREATEST DEPENDABILITY. 
KRON-TV's double antenna system and automatic 


KRON-TV's site provides ‘‘area-wide'’ coverage certainty. 


® ANTENNA HEIGHT. KRON-TV's, highest in San Francisco 
at 1441 feet, ‘sees further.”’ 


@ MAXIMUM LEGAL POWER. KRON-TV's 100,000 Watts has 
blanketed Northern California since February, 1953. 


standby generator minimize ‘‘discrepancies."' 


@ SELLING POWER. Fit these pieces together and you have 
KRON-TV's Super Signal—the solution of your sales problem. 


FREE & PETERS, INC. 
National Representatives 
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Jones to Beaumont & Hohman 

A. E. Jones, formerly with the 
Timken Silent Automatic division 
of Rockwell Spring & Axle Co., 
Detroit, has joined the Detroit staff 
of Beaumont & Hohman. 


'@. “, 
New Sales Opportunities 
‘for Fishing Tackle and 


Equipment Manufacturers 


Reaching more than 10,000 key dealers 
(total circulation 12,700) who serve the 
needs of 20,000,000 sport fishermen. 
Write for facts. 


Fishing Tackle 


“7 TRADE NEWS _ 


Wilmette, Illinois ©¢ Phone: Wilmette 4714 
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Harassed, Confused Job See! er 


Finds Advertising Over-Spe :ialized 


And Employment Agents’ F on - Fa age 
Lack of Understanding filing cabinets « 
Compounds His Misery 


ifactures steel 


Vho knows, I 
had a job by 


'down the side. 
‘might even hav 
New York, Oct. 14—“Shucks,” 20w.” 
said The Man Who Dropped Into He was chuck! 
The Office, “if only I had some but he really wa: 
experience advertising steel filing more than 20 ye 
‘cabinets with a gold stripe down) vertising experie: 
the left side.” he had spent man 
| “And if you had?” he was asked. | for a job, only to run into a trend 
| “Well, then,” he replied, “I toward specializa‘ion that he be- 
might have been sent out by an lieved could end only by stifling 
employment agency to see about the kind of imavinative thinking 


rs of sound ad- 
ce behind him, 
months looking 


what a row of 
heans can 

amount to... 
with wimy-tv 


Rows of canned beans, to be exact... 
pinto beans. One year ago the 

Mountain View Canning Company took the 
wise step of advertising its Luck's 

Pinto Beans on WFMY-TV. 


Well sir, a hillbilly band was featured on a 
weekly 15-minute show — and the fame 
of Luck’s Pinto Beans raced across 
WFMY-TV's 29 counties with the speed 

of Jack's Beanstclk! 


Last year Mountain View produced about 
750 cases of Luck’s Pinto Beans 

a week. This year it’s over 5,000 cases 

a week! Factory space and staff have 
tripled, and still grocers can't keep a row 
of these beans on the shelf! 


Sales magic like this is nothing new with 
WFMY-TV. When the people in 29 
surrounding counties have $1,500,000,000 
to spend. . . the only TV station tapping 
all that buying power is bound to be 
popular with advertisers and viewers ! 


wimy-tv 


: Basic CBS Affiliate — Channel 2 
Greensboro, N. C. 
Represented by 


Harrington, Righter & Parsons, Inc. 


on New York—Chicago—San Francisco 
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that keeps advertising alive, and 
fresh, and new. 

| 

s The gold stripe embellishment 
‘had been mere hyperbole, but in 
all other details the incident had 
/been true. Answering a classified 


g manager for ad placed by an employment agen- 


|cy seeking an advertising manager 


a gold stripe | for a small manufacturer, he had 


|indeed been told that he failed to 
qualify because the client, who 
|/manufactured steel filing cabinets, 


AS 


prospects who had similar experi- 
ence. 

No amount of logic would pre- 
vail. To the agency personnel 
clerk, similar meant exact. 

It was by way of becoming an 
ominous pattern. A few days 
earlier he had been turned down 
in like circumstances because he 
had never written copy for a dry 
cereal, 


s “The trend toward this narrow 
interpretation,” he went on, “is 
not the only thing making it dif- 
ficult to find a job. There is, for 
example, the ‘a-man-of-your-ex- 
perience- wouldn’t -be-ha pp y-in- 
this-setup’ philosopher, who sees 
through to the root of your psyche 
in a five-minute 
knows, as you can’t possibly real- 
ize, that you’d never be content 
just to be able to pay your rent 
and provide for your family.” 
Although The Man Who Dropped 
Into The Office was registered at 
about a dozen of the leading em- 
ployment agencies that specialize 


interview. He| 


October 19, 1953 
jence. In some cases it had even 
|been intimated that the agency 
/could really be in great shape if it 
only had a few down like him on 
its files to sell to eager clients. 

But just as invariably, a fol- 
lowup telephone call to check on 
prospects, made about 48 hours 
after the initial interview, uncov- 
ered the reality that no one at the 
agency had made the slightest ef- 
fort to place him, or indeed even 
/recalled his first visit. 


zs as he said it, insisted that he be sent only those 
t amused. With | 


/@ On just one occasion during all 
_these months, a personnel place- 
‘ment organization had called him 
to refer him to a prospective em- 
_ployer. The call came at 10:30 p.m. 
_This was an emergency. Would he 
‘appear at the 57th St. advertising 
agency at exactly 10:45 the next 
morning? He would, and did, al- 
\though it meant several early 
‘phone calls to juggle previously 
made appointments. 

| He arrived on time, resume and 
;samples safely in tow. On the 
|leather couch, opposite the glass 
| brick wall, he leafed through Es- 
quire, Farm Journal, Nation’s 
Business and Wholesale Drug 
| Salesman. He examined the exam- 
‘ples of fine four-color art, copy, 
'and production neatly framed on 
the walls. 

Promptly at noon he was sum- 
'moned to cross the portal. “Now, 
| you understand,” said the man be- 
|hind the desk, “we’re not in any 
‘hurry about filling this vacancy. 
|We want to find just the right 
man, and we’re prepared to spend 
several weeks doing just that.” 


# The nature of the job was then 
explained to him. It would be to 
replace the medium-size agency’s 
top account executive, who was 
leaving (of his own accord, he 
| was reassured), in handling the 
‘client responsible for about 55% 
of the agency’s billing. 

“You can well understand,” the 
man behind the desk went on, 
“that in such circumstances we 
must be mighty careful about find- 
|ing the right man. The wrong per- 
son in such a sensitive spot—one 
/ who might not get along with the 


in advertising placements, he/client personality-wise—might 
found it necessary to make the! well be the undoing of our entire 
rounds continuously to remind! operation here.” 

them of his existence. His initial) And to make sure that it found 
interview, he said, was almost in-| the right man for this key post, 
variably tied up with assurance he was then told, the agency might 
that there would be no trouble at) well go as high as $6,000 a year. 
all placing a man with his experi-| Weeks later he discovered how 


“You get 
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every issue for its =¥ 
| PJ needlework & sewing, =e , 
— so flower & garden, se — 


: ey, Foods 


services. 


These 1,500,000 women rate The 
WORKBASKET their top-favorite 
magazine 4 it is without 
duplication in the women’s field. 


* ABC Guaranteed Circulation 
+ Mrs. WORKBASKET Subscriber averages 
23% hours with each issue. 


a According to NEW WORKBASKET Survey 
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Advertising Age, 


the job had eventually been filled. 
Seems that the agency’s art di- 

rector had a friend who dropped | 
in one day to pick him up prior| 


to a luncheon date. The agency | 
coming into the outer 


principal, 


~ *) 


by FL 


2 am 


office at this strategic moment, 
saw the friend, “liked his looks,” 
and hired him. 

“Then, of course,” said The Man 
Who Dropped Into The Office, 
“there are the jobs requiring about 
40 years of varied, intensified ex- 
perience, for which they will con- 
sider no one past the age of 35. Or 
the kind that offer you a great 
opportunity to grow with a young, 
vital agency, if you can figure out 
for yourself how to eat while so- 
liciting new business for them 

“But,” he continued as_ he 
started to edge toward the outer 
door, “I must tell you about my 
crowning experience—the one that 
has almost made me decide that 
the New Jersey school teacher who 
quit a few weeks ago to become a 


truck driver was setting a pattern | 


that advertising men might well 
follow.” 


# And he went on to tell of his! 
long bout with a personnel bu-| 


reau enjoying a good reputation 
here. He registered with it his 
very first day out. A week later he 
returned, only to discover that his 
card had been misplaced; so he 
filled out a new one. He checked 
in at least once a week thereafter, 
had a few pleasant chats with the 
receptionist, but could not get past 
the outer office. Finally, one day 
when things were a little slack, he 
was permitted to talk to the man 
he had tried for weeks to see. 

Between raucous summonses 
from the three telephones on his 
desk, the placement man read his 
resume, turned the glassined pages 
of the sample book. Then he looked | 
up and asked a question: 


s “Would you say that your great- 
est experience has been talent-) 


wise or product-wise?” 
The applicant, whose resume 


clearly indicated that his experi-| 
ences had been concerned with) 


copy, production, contact, and 
public relations activity in a num- 
ber of varied fields, said simply, 
“Talent-wise.” 

The man with the three tele- 
phones looked at him sharply. 
“Talent-wise? I don’t understand 
what you mean,” he said. 

And with that, The Man Who 
Dropped Into The Office was gone. 


Karr Gets WRC Sales Post 


Harry Karr, who joined the 
station in 1947 as a salesman, has 
been named sales manager of 
WRC, Washington, succeeding 
James C. Hirsch, who resigned. 


Sells Cincinnati Store 


Alms & Doepke, Cincinnati de- 
partment store, has been sold to an 
investment group headed by Leon- 
ard S. Strauss, v.p. of Strauss 
Stores Corp., New York. The pur- 
chase price was not disclosed. 
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Central NNPA Sets 
‘Chicago Conclave 


Curicaco, Oct. 14—The central 


region convention of the National | 


Newspaper Promotion Assn. will 


open in the Edgewater Beach Ho- 
| tel here Nov. 8. The three-day ses- 


/sion will feature 11 speakers dis- 


cussing editorial, advertising and 
‘circulation promotion and re- | 


search. 
_ Actual business sessions will not) 
begin until 9:30 a.m. Monday, Nov. 


In the afternoon, at a session on 
|advertising promotion with Court 
_Conlee as chairman, speakers will 
‘be Larry Knott, ad director of the 
Chicago Sun-Times, on retail ad- 
vertising; Robert Lampee, nation- 
al advertising manager, Pittsburgh 
Post-Gazette, on national advertis- 
ing, and Ernie Roberts, classified 
manager, Peoria Transcript, on 


classified advertising. 


Banquet speaker on Monday 
evening is Basil L. Walters, ex- 
ecutive editor of the Chicago Daily 
| News. 


'9. Speakers at the opening edito- | 


rial promotion discussion will be 
Arch Ward, executive sports edi- 
'tor, Chicago Tribune, on news 


| promotion, and Jack Gamble, pro-| 


‘motion director, NEA Services Inc., 
| speaking on feature promotion. 
This session is chairmaned by) 
| Andy Hertel, promotion manager, | 
|Milwaukee Sentinel. 

The luncheon speaker will be 


cago. 


Arthur A. Porter, v.p. and media | 
director of Leo Burnett Co., Chi-| 


a Tuesday’s morning session will 
| be devoted to research. Joel Irwin 
of the Cincinnati Enquirer is the 
chairman. 
George Neustadt Inc., Mel Barker, 
promotion director, Chicago Sun-| 
| Times, and Cleve Rumble, person- | 
/nel director, Courier-Journal and 
| Louisville Times, are the speakers. 

The Tuesday luncheon speaker 


relations director of Marshall Field 
| & Co. 


George Neustadt of. 


will be L. B. Sizer, v.p. and public 


The circulation promotion ses- | 


sion, the last of the convention, 
will follow in the afternoon with. 
Jasper E. Rison, circulation direc- 
tor of the Courier-Journal, as 
speaker. This will be followed by | 
a panel discussion on newspaper 
boy promotion. Mark Brower, of 
Battle Creek, chairmans this ses- 
sion. 


3M Booklet Gives Film Hints 

Minnesota Mining & Mfg. Co., 
St. Paul, has issued a 20-page 
bouklet telling how a company 
can produce its own slide film 
presentations for less than $20. 
The plan makes use of color slides 
and tape recordings for such pur- 
poses as sales training, introduc- 
tion of new praducts to sales 
|forces and employe indoctrination. 
It is free on request. 


'William Brand Joins Brother 
William Brand, of Brand & 

Brand, publishers’ representative, 

will leave the company’s New 


| York office to join his brother, | 
in the Los Angeles of-| 


Edward, 
fice. 
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Buffalo Pushes Druggists 


The Erie County Pharmaceuti- 
/cal Assn., Buffalo, has launched a 
‘full scale promotion around the 
/slogan, “Your ECPA Druggist is 
your Friend.” The program opened 
‘with a page ad in the Buffalo 
Courier Express. It is planned ‘to 
use two page ads every month. 
Contracts already signed with 
manufacturers insure _ indefinite 
continuance of the program. 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,272 publications we 
read are listed in the 192-page 
Bacon's Publicity Checker in 99 
market groups. 

Ask for free copy of Bookiet No. 50 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval 

Price $6.00 —it will seon save its cost. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 
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Island County, Illinois 


is included in Tri-Cities. 


$.A.M. DAYTIME 
STATION AUDIENCE AREA 
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NEBRASKA WO 


FREE & PETERS, INC., National Representatives 


and Get lowa’s Metropolitan Areas.. 
Pts the Remainder of lowa! 


TAKE SALES of EATING ano DRINKING PLACES, FOR INSTANCE! 
CEDAR RAPIDS + + « 
15.7% TRI- 


THE “REMAINDER OF IOWA” ACCOUNTS FOR THESE SALES: 


(Which You MISS Unless You Cover the Entire State) 
65.4%, Food Stores 
61.6% Eating and Drinking Places 
44.8%, General Merchandise Stores 
55.6% Apparel Stores 


60.7% 
65.1% 
73.2% 
79.6% 
60.4% Drugstores 


Source: 1952-'53 Consumer Markets 


Home Furnishings Stores 
Automotive Dealers 
Filling Stations 

Building Material Groups 
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WHAT'S GOING ON? 
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RCA Victor Hi-Fi 
Phonographs to Get 
Push in Magazines 


Campen, N. J., Oct. 13—RCA 
Victor will support its entrance 
into the high fidelity phonograph 
field this fali with a campaign in 
six consumer magazines and net- 
work radio and television time. 

The campaign kicks off with a 
b&w spread in the Oct. 24 New 


Yorker; Oct. 24 Saturday Review, 
and Oct. 26 Time. Single page fol- 
lowup ads will run in the same 
magazines and in House & Gar- 
den, House Beautiful and Life. 

New high fidelity Victrola 
phonographs will also be included 
with other home instruments in 
four-color Christmas spreads 
scheduled for Nov. 30 in Life and 
Dec. 5 in The Saturday Evening 
Post. 

The trade paper schedule, ac- 
cording to J. M. Williams, manager 
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1 W. Armitage Avenue * Chicago 14, Illinois 


of advertising ar sales promotion 
for the home ir cument depart- 
ment, will incluc insertions in 12 


different publice ns. 


is also will ap- 
programs dis- 
untry’s leading 
ilso will share 


® High fidelity 
pear in printe 
tributed in the 
concert halls. I 
time on the c “pany-sponsored 
“Dennis Day iow” and the 
“Show of Shows on the NBC-TV 
network, and “nil Harris-Alice 


Faye” on the NC radio web. 
Magazine copy ind air commer- 
cials will carry ‘ne theme: “Pre- 


est step forward 
in home music in 28 years—the 
new RCA Vict :r High Fidelity 
‘Victrola’ phonosraphs and RCA 
Victor High Fidelity records.” 

Included in the usual variety of 
promotional material will be two 
booklets, one for consumer use 
and the other for the retail sales- 
men. They explain what high fi- 
delity is and what it means in 
terms of home listening. 

A demonstration record is being 
prepared for dealer use, featuring 
Deems Taylor. Dealers will be 
asked to invite potential customers 
in to listen. 

J. Walter Thompson Co. is the 
agency on the account. 


senting the grea 


RCA VICTOR DEVELOPS 


TINY TV CAMERA TUBE 

Harrison, N. J., Oct. 13—The 
smallest tv camera tube ever de- 
veloped for broadcast use has been 
disclosed here by the tube depart- 
ment of RCA Victor. 

It is a Vidicon-type that weighs 
only two ounces and_ provides 
greater efficiency and economy in 
televising movie films. 

The new tube is only a fraction 
of the size of an iconoscope tube 
normally used for film pickup. 
Yet it is up to three times more 
sensitive and has a spectral re- 
sponse characteristic approaching 
that of the human eye. 

L. S. Thees, general sales man- 
ager for the tube department, said 
the new tube, because of its size, 
makes possible simpler, more com- 
pact, lower-cost tv film cameras 
and associated equipment for 
broadcast film pickup. 

Cameras using this new pickup 
tube can be used with any type 
tv-film projector and operate at 
relatively low voltages. 


N. W. Ayer Appoints Two 


Robert B. Aledort, formerly 
copy research director of Batten, 
Barton, Durstine & Osborn, has 
joined the research section of, 
N. W. Ayer & Son’s radio-televi- 
sion department in New York. Ed- 


ward H. Joesting has joined Ayer’s 
Honolulu office as a copywriter 


Advertising Age, 


October 19, 1953 


GOOD EDITORS—Clutching their statuettes are two of the winners of American 


Meat Institute awards for 


“outstanding excellence in the presentation of news 


about food,” presented by Monica Clark (center), director of home economics for 

the institute. Margaret Dillon (left), Birmingham News, and Ruth Ellen Church 

(right), Chicago Tribune, received the awards at the annual Newspaper Food Editors 
Conference sponsored by the American Assn. of Newspaper Representatives. 


and service representative. 


Promotes R. W. Coolidge 

R. W. Coolidge, v.p. of Western 
Condensing Co., Appleton, Wis., 
who has been directing sales of 
Peebles’ brand specialty feed 


products, has been promoted to 
company sales director. In his new 
position, Mr. Coolidge will direct 
dried whey products sales as well 
as supervise all other sales. 


eee 


NEW OFFICIAL 
CENSUS 


105,438 


City Population 


«wt 1OP IN hen, 
at °%, 


ROCKFORD 


Though Rockford, Illinois 
is the 100th city in the 
U.S. population-wise, it 
rates 31st in Net Per Capita 
Effective Buying Income. 
This income, coming from 
422 diversified manufac- 
turing industries, anda 
wide and rich agricultural 
area, makes Rockford a 
top market for your 
product. The Rockford 
Morning Star and Rock- 
ford Register-Republic 
will give you complete and 
effective coverage. Write 
for the latest Consumer 
Survey of your product in 
this area. 


. 131, 123 A.B. ‘ ‘arr IONE 


441,222 A.B.C. RETAIL TRADING ZONE 


BEST TEST CITY IN 
THE MID-WEST 


ROCKFORD MORNING STAR 
Rockford Register-Republic 
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H. P. Roberts Dies; 
Goodkind, Joice & 
Morgan Executive 


CuHicaGco, Oct. 15—Harlow P. 
Roberts, 61, executive v.p. of 
Goodkind, Joice & Morgan, died 
this morning af- 


ter a brief ill- 
ness. 

Born in Ra- 
cine, Wis., Mr. 
Roberts was 


graduated in ag- 
riculture from 
the University of 
Wisconsin in 
1917. He served 
as a captain in 
the Army during 
World War I and 
after his dis- 
charge joined Emerson & Bratting- 
ham, Peoria, Il]. He came to Chi- 
cago and joined Pepsodent Co. as 
advertising manager in 1922. Five 
years later he was named sales. 
and advertising director of the, 
company. In this capacity, Mr. 
Roberts made Pepsodent the first 
sponsor of Amos ‘n’ Andy and 
the first 15-minute multi-weekly 
network radio program. 


Harlow P. Roberts 


#® In 1936, Mr. Roberts left Pep- 
sodent and spent three months va- 
cationing in Europe before joining | 
Purity Bakeries Corp. as advertis- | 
ing director. The next year he)! 
moved over to Blackett-Sample- | 
Hummert as executive on the Pur- 
ity account. Four years later he 
became a v.p. at Goodkind, Joice 
& Morgan and was named execu- | 
tive v.p. in 1943. 

Active in American Legion af- 
fairs, Mr. Roberts was fourth 
commander of Advertising Post | 
170 and established the Legion | 
post in Rockford. He was a mem- | 
ber of various Chicago advertising | 
clubs for 34 years and a charter | 
member of the Radio Manage- 
ment Club, of which he was pres- 
ident for two years. He was cited 
by the Greater Chicago Safety 
Council for his advertising work 
on behalf of the council’s Stop 
Accidents campaign. He _ also 
served as president of the Chicago 
Federated Advertising Club. 


Clarence Saunders, 
Father of Modern 
Supermarket, Dies 


Mempuis, Oct. 15—Clarence 
Saunders, 67, the man who origi- 
nated the supermarket, died yes- 
terday after a brief illness. 

3orn in Amherst County, Va., 
Mr. Saunders later lived in Clarks- 
ville, Tenn., where he got his first 
job as a $4-a-month clerk in a 
country store. He later worked in 
a grocery store in Memphis and 
began developing the idea of a 
supermarket. 

Thirty-six years ago, Mr. Saun- 
ders started the Piggly-Wiggly 
chain of self-service grocery stores 
and soon had 2,400 stores in the 
chain. In the early ’20s he found 
himself embroiled in a spectacular 
financial battle with “bear” stock 
buyers on the New York exchange 
and subsequently was deposed as 
head of Piggly-Wiggly. 


® In the ensuing litigation, Piggly- 
Wiggly maintained that Mr. Saun- 
ders’ name had become synony- 
mous with Piggly-Wiggly and at- 
tempted to prevent him from using 
it in business. The suit was unsuc- 
cessful and Mr. Saunders promptly 
started another series of stores 
called the Clarence Saunders— 
Sole Owner of My Name chain. 
After some difficulties with its 
backers, Mr. Saunders’ second 
chain, with 700 stores, went into 
bankruptcy in 1931. 

Although he lost a $15,000,000 
fortune with these ventures, Mr. 
Saunders launched still a_ third 


1953 


enain of stores in Memphis in 1936. 
The new stores, called Keedoozles, 
were another product of Mr. Saun- 
ders’ inventiveness and were de- 
signed to be almost completely au- 
tomatic. Shoppers would select 
their purchases from glass cup- 
boards, insert a key in a numbered 
hole corresponding to the product's 
number and pick up their pur- 
chases at a check-out counter 
where packers were the only per- 
sonnel involved in the store oper- 
ation. The Keedoozle stores were 
not notably successful in the be- 
ginning and Mr. Saunders took a 
hiatus from the grocery business 
until 1948 when he opened another 
Keedoozle in Memphis. 


Economic Climate 
Hinders Advertising 
in Europe: Crain | 


CuHiIcaco, Oct. 14—The economic 
situation and the unfavorable at- 
titudes of governments toward ad- 
vertising, coupled with noticeably | 
less desire among business men to 
engage in active competition with 
each other, prevent the full flow- 
ering of advertising in Europe, 
G. D. Crain Jr., publisher of 
ADVERTISING AGE, told the Chicago | 
Business Publishers Assn. Monday. | 


| 


es “In many European countries,” | 
he said, “there are marked ex-| 


tremes of great wealth and great | 


poverty. The number of those in| 
the comfortable middle class group | 
is very small compared with that | 
in this country. Thus mass markets | 
for practically all kinds of mer- | 
chandise, which make America a | 
happy hunting ground for adver- | 
tisers, do not exist on the same 
scale in Europe,” 

“The belief that advertising is 
an unnecessary luxury reflects, in | 


, part, the psychology of many bus- | 


iness men in Europe,” Mr. Crain | 
reported. “Advertising agencies | 
say that the average business man | 
considers advertising as not quite | 
respectable, since he regards its 
use as an admission of a poor prod- 
uct, on the theory that a good 
product will sell without advertis- 
ing.” 


| 


New Teleprinter 
Handles Up to 150 
Words Per Minute 


DEERFIELD, ILL., Oct. 15—A $50,- 
000 preliminary advertising cam- 
paign will break Oct. 26 to intro- 
duce a new communications de- 
vice which only 10 months ago 
was an olive-drab unit restricted 
exclusively to the armed forces. 

Kleinschmidt Inc., whose sales 
to the military have now reached 
the $10,000,000 mark, will use in- 
sertions in Business Week, Fortune 
and Time for its new teleprinter 
which is designed to operate at 
100 words per minute and has a 


top speed of 150 words a minute. | 


Conventional teleprinter equip- 
ment, Kleinschmidt points out, op- 
erates at a top speed of 60 words 
per minute. 


Six full-page ads have also) 
been scheduled in Telephone Engi- | 


neer & Management to announce 
the machine’s commercial bow. 


ws The company’s decision to enter 
the commercial market came last 
January. Shortly thereafter it 
named Alex T. Franz Advertising, 
Chicago, to direct the changeover 
from military to civilian market- 
ing. 

Franz drew up a program call- 
ing for restyling the product to fit 
in with modern office equipment; 
acquainting the public with 
new machine’s features; setting up 


the | 


an advertising campaign to reach | 


top business executives, and es- 
tablishing a distribution system. 
Morton Goldsholl, Chicago de- 


signer, handled the restyling prob- | 


lem, and the company appointed 
Harshe-Rotman to handle publici- 
ty and public relations. The Chica- 
go p.r. firm has prepared its pro- 
gram to coincide with the start of 
paid advertising for the tele- 
printer. 


@ The agency has prepared a 24- 
page brochure in two colors—‘A 
New Concept in Communications 
for Commerce & Industry’’—which 
describes the new machine in non- 
technical terms and tells the his- 
tory of the company and its ex- 


| 000,000. 


| 


e “ . ALIS CHMNOT Ime 


KLEINSCHMIDT 
be fovomest nome 


, J communcatie 


| FASTER Ads like this will run in Business | tained by the 


Week, Fortune and Time to introduce the 

new Kleinschmidt teleprinter which operates 

at a top speed of 150 words per minute. 

Alex T. Franz Advertising, Chicago, is the 
agency. 


ecutives. 

President of Kleinschmidt Inc. 
is Edward E. Kleinschmidt, co-in- 
ventor of the present teletype and 
one of the founders of Teletype 
Corp., which was sold in 1930 to 
Western Electric Corp., manufac- 
turing subsidiary of American 
Telephone & Telegraph, for $30,- 
Mr. Kleinschmidt’s son, 
Edward F., is v.p. in charge of 
development and engineering, and 
Emerson E. Mead is v.p. in charge 
of administration and production. 


The company was known as 
Kleinschmidt Laboratories until 
1948. 


s In England, where advertising is 
|most advanced, continued ration- 
|ing of newsprint keeps the totai 
‘volume of advertising at a rela- 


| tively low level, he reported. [nva- | 


|sion of European markets’ by 
| American advertisers, and devel- 
opment of foreign editions of 
American publications, however, 
are forcing a re-evaluation of ad- 
vertising and promotion practices 
by many European business men 
and media, he said. 


Eight Admen to Get 


‘Pentagon Briefing 


WASHINGTON, Oct. 16—Eight ad- 
men will be among 450 leading 
Americans who will meet at the 
| Pentagon next week to hear of- 
| ficial views on international com- 
munism and what private citizens 
are doing to combat it. 

Admen who have been invited 
| are Kerwin H. Fulton, president of 
| Outdoor Advertising Inc.; Car] H. 
|Ghaster, general manager of the 
Outdoor Advertising Assn. of 
America; Robert E. Gross, presi- 
dent of the Advertising Assn. of 
the West; Elon G. Borton, presi- 
dent, and Robert M. Gray, chair- 
man, Advertising Federation of 
America; Paul B. West, president 
of the Assn. of National Advertis- 
ers; George B. MacGlennon, man- 
aging director of the National 
Assn. of Transportation Advertis- 
ing, and Frederic R. Gamble, pres- 
ident of the American Assn. of 
Advertising Agencies. 

The sessions, set for Oct. 20-21, 
will be sponsored by the Crusade 
for Freedom, a project of the Ad- 
vertising Council. 


| Organizational Problems Most Perplexing 
| to New Junior Panel Outdoor Association 


CHICAGO, Oct. 14—Growing up 
can be terribly painful. 

This was demonstrated here this 
week at the annuai convention of 
the Junior Panel Outdoor Adver- 
tising Assn. 

The group, now comprising some 
180 plant operator members in 43 
states, is three years old, and this 
year when it met the members all 
had the same question: How can 
we get national advertisers to use 
our medium? 

This was reflected in part in the 
| discussions at the meeting, and un- 
| Officially in corridors, at the 
quet and in hotel rooms. The jun- 
ior panel operators’ opinions boiled 
down to: We have something un- 
usual to offer the national adver- 
tiser and all we've needed so far, to 
get our story across, is an organi- 
zation, and now that we have it, 
let’s get going. 


ban- 


® What they fee! they have to of- 
fer by their six-sheet, approxi- 
mately 6x12’ posters, is (1) a poster 
that can go up right near the point 
of sale, (2) it can occupy al! kinds 
of space that larger posters and 
other signs can’t; (3) it’s a panel 
that’s cheaper than 24-sheets; (4) 
it is a medium advertisers can use 
when feeling the bite of television 
cost increases, and so on 

The question of organization thus 


bothered the ygroup’s members 
most at the annual meeting. Most 
admitted lack of familiarity with 
this problem. For the most part, 
the operators are too sma!) to hire 


a sales representative o: 4 fee 


basis or 
basis. 


even on a commission 


8 Tentatively, the members voted 
at the meeting to set up a commit- 
tee to investigate all the possibil- 
ities of hiring a representative or- 
ganization or setting up their own 
sales office. 

J. C. Harris of Jess Harris Ad- 
vertising Co., Mayfield, Ky., was 
elected president for the coming 
year. Others elected were George 
Pugh, East Coast Advertising Serv- 
ice, Ft. Lauderdale, Fla.,  v.p.; 
Dolores Dahl, Auto-See Ads, Das- 
sel, Minn., secretary, and John S. 
Nico, La Salle Advertising Co., La 
Salle, Ill., treasurer. 


Magazine Distributors 
to Use TV; Elect Klein 


The Bureau of Independent Pub- 
lishers and Distributors plans to 
spend $250,000 for a tv film it will 
have made and will show on about 
400 stations in the future to pro- 
mote magazine readership. 

The association has elected Ro- 
bert Klein, president and general 
manager of Geo. R. Klein News 
Co., Cleveland, chairman. Elected 
co-chairman was Phil Keenan, v.p. 
and general manager, Hillman 
Periodicals, New York. C. E. Wal- 
ter Jr., assistant manager, divi- 
sion of single copy sales, Curtis 
Circulation Co., Philadelphia, was 
named secretary. 


Chevrolet Dealers to Doner 
The Chevrolet Dealers of Chi- 

cago has appointed W. B. Doner & 

Co., Chicago, to handle advertising. 


: | said, 
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Multiple Reader 
Magazine Claims 
Hit by Lewin 


(Continued from Page 1) 
lief that audited circulation fig- 
ures are the only criterion for 
judging a publication's readership. 

“Paid circulation,” he insists, “is 
the acid test, and the only one that 
is thoroughly convincing. 

“Every publication has multiple 
readership,” he says. “Some enjoy 
this advantage more than others. 
But to sell advertising on the basis 
of multiple readership claims, as 
sO many magazines and newspa- 
pers are doing today, is utter folly, 
because it is misleading, impossible 
,to verify and leads to misconcep- 
| tions. 
| “The Audit Bureau of Circula- 
tions was established,” Mr. Lewin 
“to end the confusion and 
false claims that used to be made 
by publishers. ABC was set up as 
jan independent, impartial audit to 
;ascertain and publish the facts 
|about a publication’s paid circula- 
| tion. 


| “Present-day 


| 


muJtiple’ reader- 
ship studies, which are frequently 
made by research organizations re- 
individual publisher, 
| base their claims largely on sup- 
{position and guesstimates,” Mr. 
Lewin said. “Advertisers and agen- 
cies are given unadulterated prop- 
aganda and ingenious copywriting 
rather than facts. 


e “The travesty of the multiple 
readership situation,” he says, “is 
that it was started for all practical 
purposes by Life, which has prob- 
ably the largest paid circulation of 
any magazine and has less reason 
to indulge in multiple readership 
promotion than any other. 

“It has done more to support the 
myth of multiple readership val- 
ues than any other single publica- 
tion. It is really a_ staggering 
anomaly. 

“On the other hand,” Mr. Lewin 
points out, “National Geographic, 
which probably has as much if not 
more multiple readership than 
most publications, has never to my 
knowledge ever stressed this point 
in any of its promotion. 

“The national magazines have 
become so fantastic in their mul- 
tiple readership claims,” Mr. Lew- 
in said, “that they are like the 
cigaret companies, and their state- 
ments have become completely in- 
credible and meaningless.” 


s Mr. Lewin said that many agen- 
cy executives are fed up with cur- 
rent multiple readership claims, 
and that more and more national 
advertisers are frowning on the 
excesses of this type of promotion. 

Asked whether he intends to 
take the matter up officially, Mr. 
Lewin said that he has no definite 


plans but that he has been consid- 
ecing making a few talks. He add- 
‘ed that he has been too busy to do 
|g nything about it, but that he may 
|have to do something in self-de- 
fense. 

| “Too many of the younger men 
|in both the publishing and agency 
fields,” he thinks, “are too willing 
to accept the tools given them 
without questioning the value and 
|effectiveness of those tools.” 

Mr. Lewin does not except news- 
papers in his criticism of current 
circulation promotion. “Most of 
them,” he says, “are doing the 
same thing as the magazines, and 
they are hurting themselves and 
the whole advertising business.” 


Revere Corp. Appoints Kroll 


Alfred Kroll, formerly with Cu- 
no Engineering Corp., has been ap- 
pointed manufacturing manager of 
Revere Corp. of America, Walling- 
ford, Conn. 
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Buys CBS Radio Show 


Peter Paul Inc., for its Mounds 
and Almond Joy candy bars, has 
signed to sponsor “Frank Goss 
News” on the Columbia Pacific Ra- 
dio Network, on a three-a-week 
alternating basis. The program is 
aired Monday through Saturday 
from 5:45 to 5:55 p.m. Maxon Inc., | 


New York, is the agency for Peter 
Paul. Household Finance Co. is the 
other sponsor. 


Industrial Editors to Meet 


The 1954 convention of the 
American Assn. of Industrial Ed- 
itors will be held at the Hotel Roa- 


i'noke, Roanoke, Va., March 10-12. 


| le, \ 


1 WHBF 


1 + (CBS 


Adds up to — 


STRONGEST RADIO 
COMBINATION IN 
THE QUAD.-CITIES 


This Week ir 


Advertising Age, October 19, 


Washington... 


Ascep SI 


By Stanle 
Washing 
WASHINGT*« 
American Socie 
Authors & Pub 
known as Asca 


|America proud t 


provided entert 
final banquet of 
Parliamentary I 


ow Wows Parliamentarians 


E. Cohen 
» Editor 
;, Oct. 15—The 


{sources of newsprint which might 


,embarrass the entrenched inter- 


of Composers, | 


hers—popularly 
did itself and 
's week when it 
_nment for the 
he International 


nion, a meeting 


Os hol iene 


— Zxclusively 


in MEMPHIS ave 


MC 


7-8:30 A.M. 


STARTING 
SEPT. 28 
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is is gt { ne 
i You have he 1 30 A Aan f Mem — on the streets 
4 ning," time FCW? ivic leaders. MPvqHE HOUR 
\ the big b cal tie-! ting an assut ing 
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PARTICIPATING SPOTS NOW BEING SOLD. 
CALL OR WIRE YOUR BRANHAM MAN IMMEDIATELY 


WMC 


MEMPHIS 
NBC AFFILIATE 5,000 WATTS —790 K. C. 


National representatives, The Branham Company 
WM CF 260 KW Simultaneously Duplicating AM Schedule 


WMCT First TV Station in Memphis and the Mid-South 
Owned and Operated by The Commercial Appeal 


nent legislators 
ns, with our own 


involving pron 
from 40 free nati 
Congress as host 
| The two-hour show left the 
delegates clapping for more, and 
|certainly sent them home with a 


favorable impression of American | 


| culture. 

| Besides the good will for our na- 
‘tion, however, the evening was an 
| unusual public relations opportun- 


‘ity for Ascap itself, for miusic’s 


ests. 

The Secretary snapped back that 
Mr. Friedman is tied up on a 
project involving the production of 
newsprint from hardwood, and 
that he can’t be t.vo places at the 
same time. Since Sen. Kefauver is 
interested in developing the hard- 
wood newsprint industry which 
could operate in Tennessee, the 
Secretary implied that the senator 
better. forget the whole thing—if 
he is really concerned about the 
| welfare of his constituents. 
| Incidentally, he also revealed 
that Mr. Friedman and all the oth- 
/er experts who are involved in 
these valuable programs have been 
tottering along in an atmosphere of 
job insecurity. Back in May, Mr. 


copyright problems pop up all | Friedman and his whole staff got 


over the world in many of the dismissal slips. Subsequently, un- 
legislatures and parliaments that der congressional pressure, Mr. 
were represented at this week’s Friedman was kept on the payroll 


meeting. 


to complete the hardwood re- 


1953 


VINCENT J. GALBO, previously v.p. of 


| Kelly, Nason Inc., has been appointed 

| executive v.p. of Weiss & Geller, New 

| York. He had been with Kelly, Nason 
for 14 years. 

| 


St. Louis Lead Co. with restraint 
of trade and monopoly in the sale 
of primary lead. 


* * ° 
In the next few days, the Gov- 
ernment Printing Office will be 
selling “Income Distribution in the 
| United States,” an 86-page report 


In fact, Ascap has a major leg- | search, and some of his staff was|!by the Department of Commerce, 


‘islative problem right here in 
| Washington. The friends it made 
among the members of Congress 
will certainly come in handy, for 
early next year the Senate judici- 
‘ary committee is taking up the so- 
called “Juke Box Bill,” the No. 1 
legislative item on Ascap’s hit 
_parade for the past five years. 
This bill changes the copyright 
law so that the industry can de- 
mand royalties each time a record 
is played in public for profit. 
As it stands now, composers and 
authors get only the royalty from 
|the initial sale of the record. But 
Ascap, pointing out that 
boxes are grossing about $300,000,- 
/000 annually, argues that the juke 
|'box operator’s immunity is a le- 
gal quirk which could never have 
been anticipated in 1909 when the 
|present law was enacted. 


© © a 
Radio and tv manufacturers 
walked out of a Federal Trade 


Commission trade practice confer- 
ence last week about ready to give 
up on “voluntary cooperation to- 
ward the elimination of bad busi- 
ness practices.” 

For close to five years the in- 
dustry has been trying to agree on 
a revised trade practice code 
which will deal with some of the 
malpractices which defraud the 
public and injure honest business 
men. 

Last Thursday, however, when 
the industry met to go over the 
most recent draft of the revised 
rules, it was joined by a delegation 
of cabinet manufacturers complete 
with an extensive assortment of 
plywoods and veneers, to illustrate 
their theories about the terms that 
should be used to describe cabi- 
nets. 

Many of the cabinet people were 
looking for ways to avoid identify- 
ling plywood as plywood and ve- 
'neer as veneer. In the end, the ses- 
‘sion dissolved with little to show 
for its efforts, and another con- 
ference was scheduled for Dec. 7. 


Commerce 
Weeks insists th: 


refused to loan | 


expert to Cuba 
more important \ 
print field being 
at home. 

He was def« 
against charges | 
fauver (D., Ten 
that the Departn 
turned down C\ 
the use of one J« 
expert on the pr 
print from bagi 


implied that sor 
| partment—presu 


the newsprint inc 
taging any effor 


Secretary Sinclair 


real reason he 
is top newsprint 
is that there is 
ork in the news- 
done right here 


nding himself 


vy Sen. Estes Ke- 


), who reported 
‘nt of Commerce 
ba’s request for 
se Friedman, an 
tuction of news- 
se. The senator 
eone in the de- 
iably a tool of 
istry—was sabo- 
to develop new 


juke | 


rehired. This job is to be finished 
around Nov. 1, and their future 
beyond that date is in a cloud of 
uncertainty. 


Attorney General Herbert 
Brownell has issued a_ special 
jstatement summarizing the 
achievements of the anti-trust di- 
vision since the change of admin- 
istration. 
| His “team” inherited 143 cases 
from its predecessors and has dis- 


, 


posed of 17 cases, including nine | 


that are considered “old” cases 
(some 54 of the inherited cases 
were classified as “old’’). 

There have been three big con- 
sent judgments, plus a favorable 
court decision requiring General 
Electric to dedicate its incandes- 
cent lamp patents to the public. 

The Attorney General said his 
anti-trust division is prepared to 
settle cases by consent decree 
whenever practicable. He _ also 


pointed out that a special commis- | 


sion is moving ahead with studies 
looking toward recommendations 
for changes in anti-trust laws and 
anti-trust administration. 

To emphasize the warning that 
the laws are being rigorously en- 
forced, he announced a civil suit 
charging American Smelting and 


‘showing the distribution of na- 
tional income by income groups. 
'The document includes 22 tables 


| with statistics for 1944, 1946, 1947 
-and 1950. Most of the data is taken 
‘from income tax returns. 

| The 1950 data showed that 48,- 
500,000 consumer units (families 
'and unattached individuals) had 
|pre-tax income of $217 billion. 
‘Roughly a third of the units did 
better than $4,460, the average in- 
‘come per unit that year. Two- 
thirds of the aggregate income 
went to the third with above av- 
erage incomes. Tables also show 
federal tax liability by income 
groups. 

The Commerce Department feels 
the data, showing distribution of 
purchasing power according to 
size of family income, should be 
valuable for market analysis pur- 
poses. 

Price of the report has not been 
announced. 


Wamsutta Switches Agencies 


Wamsutta Mills Inc., New Bed- 
ford, Mass., manufacturer. of 
sheets, pillow cases and _ towels, 
has appointed Alfred J. Silber- 
stein-Bert Goldsmith, New York, 
to direct its advertising. Previous- 
ly, McCann-Erickson, New York, 


jhad the account. 
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DURING SEPTEM BE R 1953 


ADVERTISERS USED 


> million 


more lines 1n 


For the first 9 months of 1953 
The Washington Star 
shows a lead of 


13,020,095 lines 


over The Post 


i) rors eee 31,181,607 
POOR vivcieecease wane 18,161,512 
TIMES-HERALD ....... 15,242,214 
3, Seerrrrre eee eee eh 


Source: Media Records first 8 monthe; Star figures for September 


The Washington Star 


than in any other Washington, D.C., newspaper 


This story has been repeating itself month 
after month for years and years. The Wash- 
ington Star is so far out in front there is no 
close second. In a four newspaper town, The 
Star’s impact on this big, important market 
grows stronger and stronger. Because it is 
known and recognized as the one selling 
medium in Washington that consistently 
produces the biggest returns, The Star’s total 
advertising for the first nine months of 1953 
shows a lead over The Post in excess of 


13 million lines. 


IN WASHINGTON, THE OVERWHELMING PREFERENCE IS FOR AN EVENING NEWSPAPER 


EVENING AND SUNDAY 


‘The Washington Star 


WASHINGTON, D.C. 


Represented nationally by: O’Mara and Ormsbee, Inc., 420 Lexington Ave., NYC 17; The John E. Lutz Co., Tribune Tower, Chicago 11. 
Special Florida Representative: The Leonard Co., 311 Lincoln Road, Miami Beach, Florida. 
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TV Set Makers Make a Good Showing 


at Compatible Color Demonstration 


(Continued from Page 
chairman 

House committee on interstate and 
commented 
this 


(Rep., N.J.), 


foreign commerce, 
after the 


the 


showing. All 


FCC Chairman Hyde said there 
are no plans for asking additional 
questions of the tv industry con- 
cerning these standards, which are | 
now up for consideration for com- | 
House group was in attendance at mercial use. The only system now | 


the special demonstration. ‘approved for commercial telecast- | 


Producti 


easily fooled . . . 


right in...a@t... 


nicians, authorities 


But Nobody 
“Peek-A-Boos’ 
ge 


Not for long, anyway, because good production men just aren't 
certainly not about high fidelity reproduction. 
They know that no amount of planning, equipment or skill can 
coax quality printing out of just ordinary plates. 
They know that the fate of fine printing is in the hands of the 
photcengraver. That's why more and more sharp production men 
are buying photoengravings with high fidelity performance built 


ENGRAVERS 


FORMERLY STEARNS & COMPANY 


It’s a brand mew name and trademark and a grand new experience for 
buyers who demand unusually fine engraving at reasonable prices. 
Chicago Engravers is your starting point for fine printing results. 


€ means QUALITY photoengraving down to the smallest detail 
. . highlighting, color corrections, tooling, proofing . . . 

quality where it counts, where pride makes the difference. 

. means KNOW-HOW with a complete staff of skilled tech- 
s in their field, and all of them anxious to discuss 
your problems now. 

¢ means SERVICE, too, and always on a friendly, competent 
basis, by a seasoned staff of sales personnel . . 


that’s 


Including people like Bob Heatter. In 1948 Bob joined 
Stearns & Company, now called Chicago Engravers. 
Before that, Bob spent nine years in advertising pro- 
duction, including two years at Carson Pirie Scott. Bob 
points to collective experience as a central point with 
his customers. 

“Year after year, | have been able to draw on the 
collective experience of our whole team here at Chicago 
Engrav ers. And since many of our people are aut horities 
in their field, | get the finest advice and workmanship 
on every job whether small or large.” 


sCo 


 PHOTOENGRAVINGS 


_ ENGRAVERS. 


WITH HIGH FIDELITY 
— wat IN 


417 NORTH STATE STREET 2H on ¢ 716 


CHICAGO 10, 


ILLINOIS 


ing in this countr. the CBS fieid 
sequential system which has been 
stymied by lack support from 
tv broadcasters d manufactur- 
ers. 

| The new propo 
‘the other hand, 
‘of virtually all th: 
day’s Lgsgrortage 
ceivers at work, 1] of them in col- 
ior. However, all o them except the 
|CBS-Columbia re ceiver, with tube 


i standards, on 
ve the support 
et makers. To- 
, showed 16 re- 


{made by a CBS subsidiary, and 
the Zenith set wit) a tube made by 
a Zenith subsidiary, had RCA pic- 
ture tubes. 

| Manufacturers, who furnished 
ithe color sets other than the two 
| already mentione, were Admiral, 
|Crosley, Emerson, General Elec- 
tric, Hallicrafters, Hazeltone, Mo- 
torola, Phileo, RCA, Sylvania and 
| Westinghouse. Despite the gamble 
| with a very unlucky number, none 
‘of the 13 broke down. 

\ There were notable differences, 
however, in the quality of recep- 
tion. But the variance was not al- 
ways in favor of the same brand. 
'Color tones frequently were dif- 


‘ferent. Pall Mall packages on three | 


adjoining sets looked bright red 


jon the CBS receiver, orange on the | 
| Hazeltone and wine on the Admir- | @ “The agency will-invariably get 


lal set. 

| The engineers who set up the} 
color wheels obviously had differ- 
.ent ideas about how yellow yellow 
'should be, 
jagenigg a different hue from set 
to set 

| Reception for the most part ap- 
;peared to be somewhat better on 
ithe sets made by RCA, Philco, 


| Westinghouse and Zenith. But | 


from the consumers’ point of view, 
any of the models operated weil 
enough to put in your own living 
|room, All the color tubes were 16” 


/and gave about a 14” picture. Du- 


Mont, which is holding out for 21” | 


|tubes, did not have a receiver at 
the show. 


|@ National Broadcasting Co.’s as- 
| . 
|signment was to present closeup 
)and medium length shots in indoor 


studio scenes. Later these same | 


|sequences were repeated, using 
coaxial cable and microwave fa- 
| cilities to send the signals to Wash- 
ington and back to New York. 
| Transmission was equally smooth 
in direct studio, coaxial cable and 
microwave feeds. On home receiv- 
ers, which could pick up these test 
programs in black and_ white, 
NBC's section of the show was said 


which also gave the) age of recent annual profits in our 
| industry. 
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to be sharper in definition than 
the CBS telecast that followed. 

Columbia had the ticklish job 
of telecasting remote outdoor pick- 
ups. Opening shots of the New 
York skyline were drained of most 
of the color. However, later scenes 
in the garden of the Museum of 
Modern Art were natural and life- 
like. 


8s DuMont’s section of the demon- 
stration showed how the color sig- 
nals hold up when transmitted via 
u.h.f. Color slides were trans- | 
mitted via u.h.f., then converted | 
to v.h.f. for reception on the v.h.f. | 
sets. These colors were true. 


Ad Agency Should 
Be ‘Circumvented,’ 
PIA Members Told 


(Continued from Page 1) 

“T have found little, if any, agen- 
cy allegiance toward printing sup- 
pliers. On the other hand, my ex- 
perience has shown that allegiance 
between the advertiser and _ his 
printer is more the rule than the 
exception. 


| 


| 


several printers bidding so com- 
| petitively that printing profits are 
cut to the bone, a contributing fac- 
tor to the alarmingly low percent- 


“The advertiser, when dealing 
directly with his creative printer, 
|is usually more tolerant and con- 
|siderate of allowing a profitable 
price to the printer...and is also 
more often than not interested in 
|a steady source of supply without 
too much dog-eat-dog competi- 
tion.” 

More than 1,000 printers par- 
ticipated in the meeting, which 
elected James J. Rudisill, presi- 
,dent of Rudisill & Co., Lancaster, 
| Pa., PIA president for the coming 
year. 

In accepting the presidency, Mr. 
Rudisill said he anticipates a ‘“‘con- 
tinued gradual and healthy im- 
provement in the nation’s econom- 
'iec conditions.” 


s Other speakers cautioned PIA 
-members, however, that profits 
are dangerously low. Retiring PIA 
President John M. Wolff remind- 
ed members a 1% improvement 
in operating efficiency “‘would be 
better than a 25% increase in net 


» Day& Night, 
service! 


profit.” 

In his talk on printer-agency re- 
lationships, Mr. Paul explained 
that his company devotes a major 
portion of its sales effort to “sell- 
ing more by creating more.” It 
has a subsidiary advertising agen- 
cy which offers a complete agency 
service, including radio and tv. 

“Our agency, however, is only 
a service device which allows us 
to give our clients complete serv- 
ice,” he said. 


Beggs to ‘House Beautiful’ 


Morrison S. Beggs, formerly ad- 
vertising manager of Living for 


| Young Homemakers, has joined 


the special publications division 
of House Beautiful in a_ special 
sales and merchandising capacity 
on Guide for the Bride, Building 


|Manual and Practical Gardener. 


Master Tank Boosts McMurray 


A. V. McMurray, in the sales de- 
partment of the pipe division of 
Master Tank & Welding, Dallas, 
has been promoted to sales man- 
ager. 


Enjoy an 
automatic 
sales increase 
with the new 
Elmer Wheeler 


 SALESMAKER 
SEVEN” 


Ready for immediate use—a 
series of 7 powerful blasts by 
Elmer Wheeler—“America’s No. 
1 Salesman,” that uncover hid- 
den markets, step up personal 
selling, help break your best 
previous sales rec- 
ords; built around the 
unique Sizzle Lab and 
the 5 famous tested 
Wheelerpoints, as 
used by 302 leading 
U. S. concerns. This 
SALESMAKER-SEVEN is a 
“first’—nothing like it ever be- 
fore. 

For 10 or for 10,000 sales- 
people in your organization (or 
your client's, if you are an 
agency), the SALESMAKER- 
SEVEN will boost immediate 
sales and develop better per- 
sonal selling in fields of general 
manufacturing, wholesaling, 
dept. stores, baking, bottling, 
insurance, dairying, appliances, 
utilities, oil and gas, real estate, 


’ 


LAKE 5HORE ELECTROTYPE bv. 


1224 weVAN 


ELEGPROGRAPHIC CORPORATION 
EN ST. + CHICAGO 7 - 
alse ee 


ly 


cleaning and dyeing, etc. Ap- 
plicable to any product or serv- 
ice—tangible or intangible—sold 
personally by: 


1. Manufacturers’ salespeople 
2. Distributors’ . 
3. Door-to-door = 
4. Retail = 
5. Service co.’s ™ 


Send for 
Sample Set 


Put a $1 bill or your check in 
an envelope and receive the full 
7-piece series—along with sug- 
gestions for copy and merchan- 
dising, How to Build a Sales 
Manual, and for holding dynam- 
ic sales meetings—in person or 
by mail. 


R. T. HERZ 
5850 McCommas Ave. _ Dallas, Texas 


Sales Representatives 
Wanted Everywhere 
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Jeuck Tells Central 4A’s Training 
for Advertising Must Be General 


(Continued from Page 1) 
ideas as does advertising. This ar- 
gues, I think, for a broad liberal 
education as the basis for profes- 
sional work,” he said. 

One of the broad courses of 


study he recommended is com- 
munications. 
He said that schools’ should 


neither train men to “decisiveness 
and action” that will produce 
graduates “marked by an offen- 
sive degree of naive self-confi- 


dence” nor produce students giv-' 


en to over-intellectualizing, “stu- 
dents incapable of decision because 
they are too _ self-consciously 
aware that everything is related to 
everything else.” 


@ Mr. Jeuck expressed the opin- 
ion that advertising is one part 


creative, nine parts business, and} 
that the advertising man should, 


by education, be prepared to un- 
derstand his client’s business, too. 

“Essential to the academic prep- 
aration for a professional career 
in advertising, as in other busi- 


nesses, is some mastery of account-| 
ing, which is the basic language of | 
business. At least as important is | 


some appreciation of economics 
and of statistical and research 
method. I do not mean that the 
student should necessarily be a 
qualified statistician, but he should 


certainly be aware of the char-| 
ihe thinks the new 


acter of statistical reasoning. With- 
out this, he is bait for all kinds of 
‘evidence’ which constitute main- 
ly collections of numbers rather 
than facts,” he said. 


= Education should prepare the 
student to extend himself along 
many technical lines after he gets 
into his work, and in advertising 
education he should be prepared to 
take advantage of new develop- 
ments related to the communica- 
tion process, he continued. 

Other skills the student should 
acquire, he said, are in the fields 
of psychology and sociology, and 
the schools must also provide more 
education in the “social and ethi- 
cal questions raised by advertis- 
ing practices.” 

Louis N. Brockway, executive 
v.p. of Young & Rubicam, told the 
group that agencies are losing sight 
of the fact that their function is 
primarily a creative one, and are 
playing up supplemental services, 
such as marketing, media buying 
and research, too much. 


s “Let us forget about the well- 
rounded service. Rather let us 
strive to provide a triangular serv- 
ice pointing always to creative 
work as the apex,” he said. 

“We really have only one essen- 
tial skill to offer. That is our abil- 
ity to present a product or a serv- 
ice to the public in such a way as 
to make them want it. It is just 
as simple as that.” 

Mr. Brockway explained that, in 
addition, to the extent that the 
people in the supplemental and 
supporting programs show imagi- 
nation in their work, they will 
stimulate the people in the “cre- 
ative” departments—copywriting 
and art—to be “daring and un- 
trammeled in their thinking.” 

He gave several examples of 
how imagination can be used in 
the supplemental departments. 

Of research he said, “What I 
object to are not the findings the 
research people provide for us, 
but the blind acceptance of these 
findings by the rest of us. The 
easy way is to follow the figures. 
And that way inclines us to the 
tried and true method which is 
another way of saying ‘into a 
— 

About media: “We should gather 
and digest all the facts and figures 


|many distinctions and similariti¢s | 
| between motion pictures and tele- 


available and then toss in a gen- 
erous portion, at least as much as 
you can put on a standard rate 
card, of creative, inventive think- 
ing.” 

About tv commercials: “Is the 
reason for the wide range [of qual- 


|ity] in television the fact that we 


do not yet have an array of facts 
and figures to guide us in the con- 
struction and execution of televi- 
sion commercials? As information 
about the subject grows and re- 
places intuition and hunch, will 
commercials achieve an average of 
mediocrity? I hope not, because 
the excitement and newness of 
television has stimulated some 
fine creative commercial work 
which should not be inhibited by 
too much knowledge—knowledge, | 
not wisdom—about the subject.” | 


® Richard DeRochemont told the | 
group that advertising agencies | 


make television the effective medi- 
um and potent force which its 
technical achievement promises. 

Mr. De Rochemont, presently 
with J. Walter Thompson Co., for- 
merly an independent film pro- 
ducer and an Academy Award 
winner when he was producer of 
“The March of Time” series, drew 


vision to point out the direction 
medium must 
take. 

“The motion picture industry,” 
he said, “has had its rigidity shai- 


| tered, partly because of television, 


and has had to revise its thinking 
and is reaching out for such de- 
vices as 3-D, wide screens, more 
color and changes in the story it- 
self. They are fighting for their 
survival. Television, although 


| young, is showing signs of harden- 


ing of the arteries. Successful pro- 
grams are copied and it has fallen 
into the rut of repeating formulas 
which have worked.” 


es Mr. DeRochemont pointed out 
that the agency is in the best posi- 
tion to bring tv to maturity. It has 
the talent, the experience and it 
is disinterested. The showman, on 
the other hand, has no real, com- 
plete knowledge of the medium. 
He knows nothing of distribution 
and selling. He looks upon com- 
mercials with horror. He hasn’t 
reached the realization that tele- 
vision is a business man’s busi- 
ness. 

But is the business man himself 
in a position to accept the respon- 
sibility for the editorial content 
of television? Mr. DeRochemont 
doesn’t think so. Success in busi- 
ness does not guarantee success 
in television. Too often the busi- 
ness man makes mistakes in judg- 
ment, because he doesn’t know 
enough about television, he said. 


® Fred Gamble, president of the 
Four A’s, told the agency men that 
there is a great need for the in- 
dustry to raise its stature as a 
business. Advertising should be in 
character with the world we are 
trying to build, he said. 

Earle Ludgin, chairman of the 
Four A’s and head of the Chicago 
agency bearing his name, warned 
the group that advertising must 
stop straining the public’s belief. 
He said once believability is 
strained, it is never the same, and 
that extravagant claims made in 
advertising for one product re- 
flect on all advertising and make 
the public cynical about the trade. 


Vitapix Opens New Office 
Vitapix Corp., tv film distribu- 
tor, has opened a branch office at 
30 N. La Salle St., Chicago. Car] 
A. Russe!l, formerly of WBBM-TY, 
Chicago, will direct this operation. 


Last Minute 


PM Whisky Moves from Biow to Fertig Agency 

New York, Oct. 16—National Distillers Products Corp. has shifted 
its PM whisky from Biow Co. to Lawrence Fertig & Co., which has 
been handling several national brands for some time. 


Jergens Picks Up NBC’s ‘Bride & Groom’ TV Show 


CINCINNATI, Oct. 16 


Andrew Jergens Co. (via Robert W. Orr & 


Associates) will sponsor “Bride & Groom” three days a week on 


NBC-TV starting about Dec. 1 at 12 noon, EST. This will put the! 
15-minute telecast in direct competition with its former CBS spon-| 


sors, General Mills and Toni, which this week dropped the real-life 
wedding series in favor of a new soap opera, “Valiant Lady.” 


Schick Boosts 98¢ Refund Offer in Campaign 


New York, Oct. 16—Schick Inc. 


is using seven national magazines 


and “The Jackie Gleason Show” and “This Is Show Business” on tv 
Saturday and Tuesday evenings on CBS to promote a new 98¢ refund 


offer on its Schick Injector razor 


kits. In addition, newspapers and 


radio spots will be used in some markets in November. Kudner Ad- 


vertising Agency has the account. 


Baker's Equipment Bureau Names Kastor, Farrell 

New York, Oct. 16—Baker’s Equipment Bureau, franchiser of white 
diet bread to bakers throughout the country, has appointed Kastor, 
Farrell, Chesley & Clifford to handle its advertising. VanSant, Dugdale 
'& Co., Baltimore, formerly handled this account. 


‘’ 


Seattle Times’ Resumes; Other Late News 


/'must assume the responsibility to|@ The Seattle Times has reached an agreement with its pressmen’s 


union and will resume publication on Monday. The pressmen get 


$2.80 more a week to $109.50 and the contract removes a controversial 
| arbitration clause. The work week will later go from 37'% hours to 35. 
|The paper has been strikebound since July 12 (AA, Oct. 12). 


|e James E. Evans, formerly advertising manager of Diamond Match 


Co., has joined Sherman & Marquette, New York, as an account ex- 
ecutive. Before joining Diamond Match he was an account executive 


with Young & Rubicam. 


e Joseph I. George, formerly general merchandise manager of Patter- 


‘son Bros., New York hardware company, has joined Wilson, Haight, 


Welch & Grover, New York and Hartford, as marketing director. 


e Dr. Joseph E. Bachelder, 


previously research professor in the in- 
stitute of communications research of the University of Illinois, has | 
|joined the staff of Gallup & Robinson Advertising Research, Prince- 


ton, N. J., to direct studies of sales impact. 


e “The Kate Smith Hour” on NBC-TV, which has in past years been 
one of the best sellers on daytime video, in 15-minute segments, is 


now being offered to sponsors in 742-minute pieces. First advertiser 
to come in on this basis is Purex Corp. (Foote, Cone & Belding), 
starting Oct. 29. Moved from 4 to 3 p.m., EST, this year, the Monday- 
through-Friday program currently is about half sustaining. Other | period. 


last minute NBC-TV sales developments: 


Swift & Co. (J. Walter 
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News Flashes Weeks Invites Ideas 


for Census Bureau 
Service Betterment 


WASHINGTON, Oct. 15—The in- 
tensive review committee, set up 
by Commerce Secretary Sinclair 
Weeks last week to look into the 
operations of the Census Bureau, 
has invited marketers and other 
users of government statistics to 
submit suggestions on how the bu- 
reau can improve its services. 

The invitation was issued after 
a three-day organizational meet- 
ing of the nine-man group, under 
the chairmanship of Ralph Wat- 
kins, director of research of Dun 
& Bradstreet Inc. The group urged 
that marketers submit their ideas 
immediately so that a report will 
be available for Secretary Weeks 
some time in December. 


# In addition to the blanket in- 
vitation to individual users of cen- 
sus material, the committee is 
making a survey of trade associa- 
tions, unions and other groups that 
draw on government statistics. It 
wants to know: 

1. Whether there is a correct 
balance between the complete 
'enumerations and _ the interim 
sample surveys. Can some of the 
full censuses be taken at greater 
intervals, the committee asks. 

2. Are the publications of the 
Census Bureau useful? Are they 
timely? 

3. Is the Census Bureau omitting 
vital areas of information? Would 
individual business men pay to ob- 
tain special reports that are not 
being published at the present 
time? 


® One of the major results of the 
investigation, committee members 
indicated, will be a recommenda- 
tion covering the scheduling of all 


the major censuses over a 10-year 


Under existing law, population 


Thompson Co.) is considering buying “Kukla, Fran & Ollie” for Pard | and housing studies are made each 
dog food if the show’s time can be shifted to avoid a product conflict | 10 years. Business, manufacturing 


, 


with “Zoo Parade,’ 


which is sponsored by Gaines dog food. 


e John A. Bacon has resigned as western manager of Popular Science 


Publishing Co., Chicago. For the present he will devote his time to aad 


H. Ullman Inc., radio producer, in which he has an interest. 


Warriner Succeeds H ubbard at Scheideler 


Buffalo Radio 
and TV Stations 
Go to CBS Nets 


NEw York, Oct. 16—Columbia 
Broadcasting System has success- 
fully staged its second big radio- 
tv station raid on National Broad- 
casting Co. 

WBEN, Buffalo, which operates 
the only v.h.f. station in that city, 
WBEN-TV, will become a CBS 
radio secondary basic affiliate im- 
mediately and a full basic affili- 
ate June 1, 1954, when the Colum- 
bia contract with its present affil- 
iate, WGR, expires. WBEN ha: 
been an NBC station since it went 
on the air in 1930 

The switch also involves the 
signing of WBEN-TV as a primary 
basic affiliate of CBS television a: 
of Nov. 1. This video station. which 
had New York’s second large 
market to itself for quite a while 
and now has competition 
from u.h.f. operators, previous! 
has been a primary basic of NBC 
WBEN-TV carries program 
all four networks. 


+ 


only 


‘ 
irom 


The Buffalo shift follows a simi- 
lar one in Norfolk, where WTAR 
and WTAR-TV, the only v.h-f 
station in the city, moved fron 


NBC to CBS last month. In this 
case, NBC signed WITH ar i 
been giving heavy promotion sup- 
port to a u.h.f. station, WVEC-TV. 


New York, Oct. 15—Robert R. 
Warriner, formerly project direc- 
tor of Alfred Politz Research and 
previously research director of 
Fuller & Smith & Ross, has joined 
Scheideler, Beck & Werner as di- 
rector of research. 

He succeeds Lawrence Hub- 
bard, who has moved over to Do- 
herty, Clifford, Steers & Shenfield 


as research director, a spot for-| 


merly filled by E. M. Raynolds. 
Mr. Hubbard is a defendant in the 
Duane Jones case now pending in 
the New York court of appeals. 


s At Doherty, Clifford, Mr. Hub- | 


bard joins Robert Hayes, v.p., who 


at one time was president of the) 


Duane Jones Co. Mr. Hayes, who 
had been a defendant in the Jones 
conspiracy suit, saw the complaint 
against him dismissed by the ap- 
pellate division of the New York 
county supreme court last May. 
Mr. Jones is now trying to get Mr. 
Hayes back into the case via 
an appeal to the New York high 
court. 


NBC Adds ‘Inner Sanctum’ 

NBC Film Division, New York, 
has acquired syndication rights to 
“Inner Sanctum,” a new series of 
39 half-hour dramas produced by 
Galahad Productions. This brings 
to 14 the number of properties the 
NBC film division now offers to 
stations and local and regional 
Sponsors. 


Wall Joins Ridder-Johns 


Joseph P. Wall, formerly with 
the Chicago Sun-Times, has joined 
the Chicago sales staff of Ridder- 
Johns, newspaper representative. 


|} and agriculture are scheduled each 
| five years. Other smaller censuses 
/are made at specified intervals. 
The committee is not likely to 
j/intervene in behalf of the Cen- 
'suses of Business and Manufac- 
|tures, which were originally 
| scheduled for early next year. Its 
|;report will inevitably influence 
|the date of the next Census of 
| Business and Manufactures, how- 
|ever, aS no censuses can be taken 
lin these fields until 1958 unless 
Congress amends the law setting 
| up established census schedules. 

® So far, the committee has heard 
'from individuals who are inter- 
;ested in re-establishing the Cen- 
'sus of Manufactures at two-year 
/intervals, and it has heard some 
|sentiment for a 10-year Census of 
| Agriculture instead of a five-year 
census, 

| American Marketing Assn., 
American Trade Executives Assn., 
the U. S. Chamber of Commerce 
and National Industrial Council 
are among the outside groups co- 
operating with the committee in 
an effort to mobilize information 
about the uses of census data by 
business. 

Comments by individual mar- 
keters can be sent to the Intensive 
Review Committee, addressed to 
Rexford C. Parmelee, executive 
|secretary, Department of Com- 
merce, Washington 25, D. C. 


Zenith Hearing Aids 
Now Have Transistors 


Zenith Radio Corp., Chicago, has 
licked the problems of heat and 
humidity that last spring led it to 
delay using transistors instead of 
tubes in its hearing aids (AA, 
April 20). The new tubeless in- 
struments have now been distrib- 
uted to dealers. Zenith says it 
costs only 15¢ a month for dry 
batteries to operate one. 
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Ad Art Associates Bows 


Adneriang are asocates has F Lanagan Attacks Networks; charges 
Use of Force to Get Spot Busi :ess 


been formed at 334 Kearny St., 
San Francisco, by Taylor Lewis, 
Jim Forman and Harry Klink. 


New York, Oct. 16—The repre- 
sentatives are snapping at the 
heels of the networks again. 

In a hard-hitting speech before 
the Radio & Television Executives 
' Society here this week, Thomas F. 
Flanagan, managing director of 
the Station Representatives Assn. 
charged the networks with “abus- 
ing” their power. 

“Ty gives the networks a picnic 
for pressure and they sure apply 
it,”” he said. “In present day busi- 
ness morality the exercise of that 
pressure is all that is needed for 
\its removal by Department of Jus- 
| tice action.” 


j 


USE MORE ART * 
AT LESS COST 


Do as many world-renowned 
concerns do year after year. De- 
sign your own printed matter 
with quality art tools from the 


FOR SMART ORIGINALITY 
Give your printed matter new fresh- 
ness and smart originality with more 
than 3,600 subjects and 12,000 re- 
production prints to draw from each 
year, every one originals Service 
costs only $180.00 per year, pa) 
$15.00 monthly 


es Mr. Flanagan said stations re- 
port the networks are using tv af- 


el ae AAS te Lee filiation contracts as a lure to get 
|station representative contracts. 


He added that there are also re- 
f A rings the bell 
A D of A rings the be 


for America’s successful 
MASS MAILING PROMOTIONS! 


Whit FOR FREE SAMPLES 


With complete production facilities 
in each of our strategically 

located plants, A D of A turns out a 
weekly volume of mail that runs 
into the millions... 


If you use or plan to use Mass Mailing 
(we cover the entire U.S. and Canada) 
and want to know how to SAVE MONEY 

just write or phone our nearest office 
for expert counsel. Our long experience in 
this specialized field is yours for the asking. 


Advertising Distributors of America, Inc 


NEW YORK 17 
400 Madison Ave. MUrray Hill 8-6500 
ALBANY, N. Y. 
268 Central Ave. Albany 5-243] 
CHICAGO 5 
624 S. Michigan Ave. HArrison 7-0678 
CINCINNATI 2 
509 W. Third St. 
DETROIT 26 
834 Bagley Ave. WOodward 2-1174 
PHILADELPHIA 47 
N. E. Cor. Broad & Washington Ave. 
HOward 8-9610 
PITTSBURGH 22 


Serving many of the leading 
manufacturers throughout 
the United States and Canada 


MAin 6062 


243 First Ave. GRant 1-1100 
SAN FRANCISCO 3 
809 Mission St. GArfield 1-1066 


LOS ANGELES 7 
151 W. 27th St. PRospect 3064 
CANADA: TORONTO, ONT. 
1158-64 Dundas St., W. Lakeside 2017 


rks will give 
: network tv 
tations agree 
ates too. 

. the spokes- 
itative associ- 
eady criticized 
ffiliation plan 
lan (see Page 
he pressure is 


ports that the net 
individual market 
rate increase if th 
to boost their spot 
On the radio si 
man for the repre: 
ation, which has a 
the Mutual new 
and NBC’s Three- 
24), charged that 
on from three radi networks now 
to force traditions) non-network 
business into network spot carriers 
with obvious lesser financial op- 
portunity for the station.” 


@ Mr. Flanagan continued: 
“Here’s another network device 
that will bear watching. A net- 
work may own seven radio sta- 
tions, according to present policies. 
Is 49% ownership of a_ station 
enough to contro] its policies, its 
affiliation, its representation? 
“The 51% co-owner with the 
network may then buy 100% of 
seven radio stations or 49% of 14 
stations. Can the network pressure 
these seven or 14 stations? When 
the Washington Post interests, 
55% co-owner with CBS’ 45% of 
WTOP, bought 100% of WMBR, 


had nothing to do with it. But 
WMBR immediately canceled its 
representation contract and handed 
it over to CBS spot sales. This is 
the atomic fission principle ap- 
plied to broadcasting .. . 

“The network principle is de- 
fined as simultaneous, intercon- 
nected broadcasting. But the tv 
contracts with stations (take it or 


other facilities are not available, 


| station gets a film, telecasts it in- 
dividually, but at network, not 


spot, income to the station. There | 


| may seem to be some justice to the 
‘network position, but it isn’t in- 
'terconnected, it isn’t simultaneous; 


‘the station does more work on it, | 


| but the station can take it or leave 


it, in spite of the definition of the 
| Communications Act.” 


@ Mr. Flanagan said that the net- 
works which built the broadcast- | 


|ing business by “creating new pro- 
‘gram ideas—new formats” now 
‘fall back on gimmicked-up old 
|ideas with which they are trying 


to “invade the profitable business | 


of the stations.” 


“Since the show’s the thing, the | 


/networks soon saw the power of 
|programming and _ proceeded to 
|sew up the talent, the shows. Now 
they have the programs, the op- 
tion time, the power to decide sta- 
tion rates on network programs. 

“That’s the word, power—tre- 
mendous_ factual, psychological, 
historical, habitual power over the 
|investors who own the stations,” 
ihe stated. 


'@ Among the suggestions ad- 
| vanced by the representatives’ of- 
ficial to restore the balance of 
“power: 
1. A strong group to speak for 
‘the stations. 
| 2. Define national and regional 
network and non-network busi- 
ness and stick to the definitions. 
3. “Stations should have the 


right to reject network programs. 


for any or no reason, as they may 
under FCC regulations, instead of 
the limited reasons now in con- 
tractual force.” 

4. Stations should build up local 
/and spot business. 
| 5. Stations should have com- 
‘plete control over their rates. 


Carvel Elects Dictze V. P. 


Walter Dietze, fcr the past three 
years advertising rianager of Car- 
vel Corp., New ‘ork, has been 
elected v.p. in cha ge of advertis- 

| ing. 


Jacksonville, Fla., CBS officially | 


leave it) provide that if cable or) 


Advertising 
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HIS AND HERS—Farm Journal, Life, Progressive Farmer and The Saturday Evening 

Post will carry this two-and-a-half page ad for Elgin National Watch Co., featuring 

watch styles for men and women in three price classifications. Young & Rubicam, 
Chicago, is the agency. 


Radio Club Changes Name 


The Radio Executives Club of 
New England, Boston, has changed 
its name to the Radio, Television 
& Advertising Executives Club of 
New England. Ben Bartzoff, v.p. 
and general manager of WVOM, 
Boston, has been appointed 2nd 
|v.p. to succeed the late Arthur T. 
, Brush. 


‘Gray to ‘Journal of Living’ 


| Kenneth A. Gray, 441 Lexing- 
,ton Ave., New York, has been 
i'named eastern advertising repre- 
sentative for The Journal of Liv- 


ing. 


Names William Schaller Co. 


Swett Bros. Co., Springfield, 
Mass., has appointed William 
Schaller Co., Hartford, to handle 
its advertising. A trade publication 
program is planned to promote 
Duc-Pac, a line of prefabricated 
duct fittings. 


Conley Resigns Account 

Conley Advertising Agency, Chi- 
cago, has resigned the account of 
Vitality Mills Inc., Chicago, manu- 
facturer of farm feeds and dog 
food, effective Jan 1. The agency 
has handled the account for 12 
years. 


| 


| 


| 


| 
| 


| 


| 
| AGENCY VEEP FOUND HE 
WAS MISSING TOO MUCH — 
SO: “I have Advertising Age 
mailed to my home so that I can 

read it slowly and leisurely and 
| get the most out of it. I was miss- 
| ing too much in my attempts to 
| read the magazine on the run 
| during the hurry and rush of the 
office. To get the most out of busi- 
| ness reading one should sit back, 
| relax and think about what he is 
| reading. The relaxed reading of 
| Advertising Age in the quiet of 
| my home has paid off for me.” 


| 


Relaxed Reading 


WILFRED A. PETERSON, V.P. 
The Jaqua Company 
Grand Rapids. Mich. 


FREE — A Bonus Book on Advertising 
by the former Ad Manager of Marshall Field & Co. 


We're pretty sure Relaxed Reading will pay off for you. 


Why not try it 


-with a subseription of AA sent to your 


home? Mail the coupon below for a $3 personal sub- 


scription, and get with it FREE your copy of Clyde 


Bedell’s new handbook, “Putting Retail Salesmanship 


Into National Advertising.” 


My Name 


Firm 


| Home 


City 
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Advertising Age 

Dept. 019, 200 EF. Hlinois Street, Chicago 11 

Please enter my l-vear subscription to Advertising Age and 
mail it to my home address. I am to receive FREE a copy of 
Clyde Bedell’s “Putting Retail Salesmanship Into National 
Adv ertising.”* 


| Business | 


(] My check for $3 is enclosed C) Bill me. 


Address 


Z State 
C) Bill firm. 
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1953 


come pretty violent, but always 


Changed Ad Program, Bigger Budget :ssn ins scenes snore 
Nearly Triple Argus Camera Sales 


(Continued from Page 3) 
lar’ behind the camera and leave 
the promotion of photography and 
other phases of the picture-taking 
field to its larger competitors. 

The 1951 Christmas ad pushing 
cameras brought immediate re- 
sults, convincing proof that Argus 
and Y&R were on the right track. 


@ The next move was away from 
the heavy emphasis on point of 
sale, although that is still used 
extensively (AA, March 24, ’52), 
and to schedule ads in the largest 
mass circulation magazines to 
reach all age groups. 

Sunday supplements were de- 
cided upon to carry the Argus 
message to the areas where 90% 
of the camera sales are made. 

Then came the pin-pointing of 
the ads, directed at the Christmas 
and graduation gift seasons when 


MEN’S STORE 
ADVERTISING 1952 


Daily * 717,122 lines 
Sunday 112,990 lines 


= ROP Full Color available 
both Daily & Sunday 


BUFFALO 
COURIER 
EXPRESS 


Western Mew York's 


Only Morning and Sunday New spoper 


REPRESENTATIVES: | 
SCOLARO, MEEKER & SCOTT 


more than 40% of camera sales are 
made—though the trend is away 
from this and to more of a year- 
round level. 


® With continued emphasis on the 
Argus cameras—chiefly the 35mm 
type known by camera lovers as 
the “poor man’s Leica,’ the ad 
schedule has now grown to in- 
clude Collier’s, Life, Look, Mod- 
ern Photography, Newsweek, The 
New Yorker, The Saturday Eve- 
ning Post, Metropolitan Group, 
Photography, This Week Magazine, 
U. S. Camera and a selected group 
of newspapers, including the Den- 
ver Post, San Francisco Examiner, 
Atlanta Journal and Seattle Times. 

When the current promotion be- 
gan, Argus had 5,000 dealers. It 
now has 7,500, and the company 
has high hopes of penetrating 
deeply into the 40,000 drug stores 
in America. 


# Mr. Johnson says “the public 


took notice when we began telling 


each individual what an Argus 
camera would do for him and that 
we had a camera for every man’s 
purse.” 

He admits one of the hardest 
nuts to crack was what he calls 


‘the mistaken belief that the best 


camera lens comes from Europe. 
“We have pretty well overcome 
this prejudice against American 
lenses,” he adds. 

Early in 1953, something of a 
crisis developed when the com- 
pany wanted to add a list of ac- 
cessories, including telephoto and 
wide-angle lenses. 

From a long discussion and 
study emerged what Y&R folk like 
to refer to as “The Ad” (see cut) 
because it further broke tradition 


Ti the man who can altord to spend 
¢p60"~or more-lor a tine camera 


(BUT WOULD RATHER NOT) 


so far as Argus promotion was 


concerned. 

The company liked the b&w ad 
so much that it was ordered run 
in May, 1953, rather than in Oc- 
tober as originally planned. It will 
run again late this month. 


s For the coming Christmas sea- 
son, Argus will branch out with a 
spread in four colors in Life and 
The Saturday Evening Post, the 
largest single buy ($104,000) for 
the company and its first use of 
spreads in either b&w or color. 

“Now we are advertising like a 
big company,” Mr. Johnson said 
proudly. 


One can’t remain in Y&R’s of-| 


fice long before getting a little 
of the agency’s enthusiasm for Ar- 
gus rubbed off on him. While a 
relatively small account for Y&R, 
the Argus program has caught the 
interest and stimulated enthusiasm 
throughout the agency staff. 


s Mr. Johnson credits this largely 
to the informal relations between 
company and agency. 

“Sure we have disagreements,” 


ihe said, “and sometimes they be-, 


ate they are striving for the same 
thing—to sell Argus cameras, and 
the records show we are succeed- 
ing in that enterprise.” 

| 


| Pesan Golden Hour Clock 


Jefferson Electric Co., Bellwood, 
Ill, maker of _ transformers, 
‘switches and clocks, is launching 
/a promotion for its Jefferson Gold- 
‘en Hour clock. The schedule calls 
'for ads, running until mid-Decem- 
ber, in Business Week, Fortune, 
'House Beautiful, House & Garden, 
Industrial Marketing, Life, The 
|New Yorker, Sales Management 
‘and The Saturday Evening Post. 
In b&w, the ads vary from one- 
half to two-thirds of a page. Kolb 
|& Abraham, Chicago, is the agency. 
Engel Boosts Louise Fried 


Mrs. Louise G. Fried has been 
appointed advertising manager of 
Jane Engel Inc., New York wom- 
en’s clothing and furnishings man- 
ufacturer. She has been with the 
organization for three and a half 
years as director of publicity, and 
will now handle all advertising as 
well. She succeeds Victor Keith, 
who has resigned to become a free 
lance consultant. 


Blake Joins ‘Miami News’ 


Walter R. Blake, formerly in the 
promotion and copy service de- 
partment of the Milwaukee Jour- 
nal, has been named director of 
the real estate copy service of the 
Miami Daily News. 
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KODACHROME 
LIKE LIFE 
ITSELF * 


Nand’‘reatiben of this 
difficult medium. 
Practically limitless 
alterations of subject 
matter are possible 
without touching 
the transparency. 


ra a 
C MG VAUEHS, + Ine. 
Beautiful Color Work e Outstanding Black & White 


600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 


Yes sir-e-e, it's time to revise 
your figures — and thinking — 
when you talk about Midwest 
markets. Things have been happening 
up in North Dakota, and the Williston 
Basin. The discovery of rich, new oil 
fields together with a steady, 
above-average farm income which 
last year topped $582 million, 

| pinpoints North Dakota as the 

| promised land for wealth, ex- 
pansion and a major market. 

KFYR offers you the nation’s 


«- aA 
largest area coverage — of Sq 
s Aras, 


where coverage counts! 
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Ss M3 Shucks son, everyone 
SS )7y Knows usTexans are only 
= sl. 


interested in the biggest 
LI] and the best... Thats why 


Iwonder how the [| Were Settling uphere in 
folks back in Texas the land of Ol and 


will feel aboutus |) AGRICULTURE.” 
moving up to 
NORTH DAKOTA?" | uo 
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YOUR MESSAGE does a man-size job in your specialized market place when 
you use one of the 12 Haire trade magazines. They offer you the greatest assemblage of 
buyers and sellers important to you. There is no better way to keep the buyer selling than to 


keep selling the buyer through the pages of his favorite Haire trade magazine. That’s one 


way to sell more in ’54. 
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- ' 7 HAIRE PUBLISHING COMPANY mm ABC Ys 
Send for “Here’s How to Sell” factual Secciatie’ Trade Publications——— ne 
‘ " more effective because they've more sell-ective! 
booklets on those Haire publica- 1170 BROADWAY, NEW YORK 1 
tions in which you are interested! ee ee ee ee 


111 Fourth Avenue, New York 3 


A en “gS ore ais f Pa ae igs ae " ca ss wy 2 Ms ae Susie Fs me es ie as qe es a hee am fe ioe cate Ee Fina, as a ames’: ct wager 2 ee ree ° ae yi eyes ki. oe : 3 el ADra a os Feu tae i ih Be actin Sequte pipley Peo Tes is : : as Ot oe 
ee i a a ace re age ee ne ee 
iden: ; —_——— A A BES se - arenes —- — - , oO i 
= ee 
pois Pe F pete ; s 2 Perea me 4 Se Bs ses Be A pe ee Balt Mane ta 4 sisi 220 sasanonsie tt ree sap ee pee = . = . = 
ie — ” \ | SS aC kERY a _ | —_— \ a \ _— = =. 
ee \\ ROCK” So |\ CON | pags © | ee 
ee NOTION Nee a et I Wousewerc’ [)  GU\C a hom ishings \} Wandbae oh az 
3 | ats? \* \ AA \ Wa ae \ accessories - 
oe since 1866 \ since 1874 \\ since 189? \ since 1898 \ since 1900 \ \ i licias 
~ j / i \ | , sesstess 
- poe / ! \ | ! | ere 
Z | fl a eed | i 
os | fy ce H | ! ie 
ik | i \ j j \ | woe 
nae | ‘ie . \ } H | | | lbs 
sil | i/ ea : \ | i \ | O ae 
ae | . 3 | i oe H | i , J : : a 
am ate | | ae a nee ae Hace Ba atria a eee 
: : ; i. | j | : fs | | pe me 4 : ig ; = or a : : ; t Pa ky Se 
" é ; ry ; | | ee | : See eis is a = * , | ‘tae * ; | ; ame ; my “i yee ? 
eas pe Nace ae Dn ce | yee ee | head ee 
on eg ess. ie coe ee eis sees eS oe | | Dei ea) ie 
ae ie i — i ee ie se — baie ee 
is sg , ‘ag _ a * bs | = 
pies I | P ! I\ ai Paar 
ties oF “ - & po, Ot a ? é ; POR Mp os 00 i ce Ay 
ee a _ oe 
? merchandising TRADE MAGAZINES bs 
| | / bens | Liss a LJ — 
= | Oe i 1 | eae 
oe | | | | 1 | | | , eee . 
| | \ 4 1} Eoiat 
/ | ee Li nneee 
2 | | Ps | aw 
= H poy | | eee 
: | | | Raabe. 
pe | | engi | | — 
’ Fr = GZ . _2 = _ = —=_Z } Sea 
* \\\\ z . . s* \\Y \ * \\Y ’ & ee 
“é \ntonts a children > tinens & stics | pow’ " Comme \ PREMIUEE. | a 
mo puonnwea® seview \ Knew \ Dome \ b \ Toilet? \ Buye DE \ Std a 
f a \ 
“ace 1912 \ 26 28 | ; AA 47 
: since i | since 19 \ since 19 a since 19 ' since 19 \ Gu 1950 \ 
: : i * @ re A ve 
: j “tonne” | iz " 


